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The finest rings for your customers. 
Beautifully designed Women’s and Men’s 
rings, executed in the craftmanship that 
is O-B. The perfect setting for the color 


and brilliance of synthetic rubies and 
sapphires. 




















First choice of Your Customers... 
. the Rings that Sell... 
The Rings that Sell The O-B standard of Quality... 
| in 10 K Gold. 
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SPEAKING OF 


IAMONDS worth $3600 were 

whisked through the air, recent- 

ly, for a bit of stellar service in the 

interests of a Haverhill, Mass., 
jeweler. 

The Albert Hunkins jewelry 

store, Haverhill, needed two dia- 








monds in a hurry, and arranged with 
a Boston diamond supplier for the 
speedy delivery arrangement. It 
was done with a Piper Cub seaplane 
which rushed the diamonds to a 
landing on the Merrimack river 
where Mr. Hunkins was waiting. 


© © 


\/ li like the spirit of good sports- 
manship exuded by the Char- 
lottesville (Va.) Progress in its 
write-up of a clever bad check artist 
who recently fleeced half a dozen 
Charlottesville businessmen. The 
article starts out in story-telling 
fashion: “Carl A. Norling—we’re 
not sure that’s his right name, but 
it’s the one he used here last week— 
is long to be remembered by certain 
local businessmen.” It then goes on 
to tell of the young man’s feats of 
financial derring-do. “Obviously,” 
says the Progress, “he was a smooth 
operator. He must have been because 
there is at least $700 in phony 
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checks floating around town that he 
left for memory purposes.” 

It seems that the personable Carl, 
with an appealing story about hav- 
ing been wounded on Guadalcanal, 
blew into town and proceeded to 
sprinkle checks around with the 
abandon of the proverbial drunken 
sailor. No “con man” can resist a 
jewelry store, as you may know, so 
Carl, after outfitting himself at the 
expense of the town’s best haber- 
daskery, hied himself to a nearby 
jeweler where he “purchased” a dia- 
mond ring for a local belle whom 
he’d already started squiring. 

In no time sé all another jeweler, 
a clothing store and the local bank 
had been parted from their cash in 
quick succession. ll this the 
Progress recounts with an air of 
great good humor, as if to say, 
“Well, we’ve been stung and the 
joke’s on us.” The story concludes 
with an account of the swindler’s 
departure: “Carl made a fairly good 
round-up along Main Street and 
finally visited a furniture store 
where he purchased a_ suitcase 
(again with a rubber check) in 
which to pack his haul. He de- 
parted this fair city, but not before 
giving his hotel keeper another 
phony check for his lodging bill.” 

Of course, it’s a moot point as to 
whether the jewelers, the haber- 
dasher, the banker, etc., saw quite 
as much of the humor of the situa- 
tion as did the Progress. In all prob- 
ability they took a rather dim view. 


~_ Jewelers 
(ircular: 
hey stone 
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VEN if a character with wings 
comes into your shop, gentle- 
men, and wants to have his halo ap- 
praised give him the fish eye! You 
just can’t trust anybody anymore. 
In New York, a gentleman known 
as “Holy Joe” was held without 
bail on charges of having robbed 
numerous jewelry firms while posing 
as a church representative. Police 
said he habitually carried a prayer- 
book or Bible under his arm to lend 

















authenticity to his stories, and had 
stolen a $1,447 cocktail ring from 
one firm, a $3700 watch from anoth- 
er, and a trayfull of rings from still 
another. 
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NE of the most fascinating 
news stories we've read in a 
long time concerned two painters 
who were engaged in slapping a new 
coat of paint on the smokestack of 
Baker and Co.’s plant in Newark, 
N. J. While they were working at 
the top of the 100 foot stack, two 
large hawks began plaguing them 
by diving, zooming and, apparently, 
gritting their teeth at them. 
The men fought back with paint 
brushes, mortar and brick and final- 
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PARKER “51” 


Fastest Seller in Jewelry Store History 
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e able to drive the birds off. 


ly wer 

The newspaper report, however, 
fails to mention whether or not the 
men managed to get back down. 


That’s what worries us! 


 @ © 


HERE’s always someone who 
wants to be different. 

Although the vast majority of the 
GI’s in the India-Burma theater 
‘have been demonstrating and shout- 
ing, “We wanna go home!” T/4 
Bowen A. Matthews doesn’t want to 
Jeave. He wants to be discharged in 
India, and stay there! 

For 25 years Matthews was in 
the jewelry business as a manufac- 
turer, designer and retailer in Santa 
Monica, Cal. Then the Army nabbed 
him in 1944 and a year later he was 
sent to India. Was he sore? Not a 
bit of it! It was the fulfillment of a 
long-standing ambition. 

To Matthews, India is “the ro- 
mantic center of the jewelry world.” 
In his leisure hours there he has de- 
signed jewelry made of native ivory, 
silver and platinum, and has traded 
in precious stones. Eligible for dis- 
charge, he has asked to be separated 
in India and would like to spend at 
least two more years there. “I'd like 
to establish a modern gemological 
laboratory in New Delhi,” he says, 








“and examine and appraise precious 
stones with the latest instruments 
and devices. No similar laboratory 
exists in India today.” 

Currently, while “sweating out” 
his discharge, Matthews is in charge 
of the mimeograph and distribution 
department of the Adjutant Gener- 
al’s section of theater headquarters. 
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LANCING back over recent 

issues we note a decidedly 
frivolous trend in this department. 
And that will never do! Our pur- 
pose is to edify, more than -amuse, 
although we’re not unwilling to com- 
bine the two when occasion war- 
rants. 


Brim-full of enthusiasm for in- 
structing our readers, therefore, we 
seized upon our office dictionary (a 
Funk and Wagnalls job which 
weighs a ton) on the theory that 
surely somewhere in this book we 
would find material which would be 
highly instructive to jewelers. As- 
sisted by members of the art, adver- 
tising and subscription departments, 
we carried the book to our desk. 

The place to begin looking for 
edifying material, we reasoned, 
would be under the “J’s.” At, shall 





“Every year you say the same thing—'wait till the new model clocks come out. 
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we say, “jewel.” Right off the bat 
we found a lulu! 

Who knows the derivation of the 
word “jewel”? (The subscriber who 
asked “Who cares?” can consider his 
knuckles rapped. We're determined 
to throw some culture at you at least 
once a month and will brook no in- 
terference. ) 

“Jewel,” so help us, doesn’t mean 
anything precious at all—it merely 
means “joy.” The word comes from 
the old French jouel, the diminutive 
of joie, meaning “joy.” Joie was 
borrowed by the old French from 
late Latin which expressed the word 
as gaudia. And gaudia came from 
the original Latin gaudeo, a word 
meaning “rejoice.” Neither Mr. 
Funk nor Mr. Wagnalls seem in- 
clined to explain where the Romans 
got gaudeo, however. Probably they 
just needed a good word for “re- 
joice” and called a fact-finding com- 
mittee which came up with the word. 

Anyway, we've gone back 2000 
years with the word jewel and, off- 
hand, that seems far enough. Surely 
you can impress your customers with 
a fact like that. If not, probably 
nothing will impress them—-they’re 
just squares. 

All right, kiddies— class dis- 
missed ! 


© o> © 


IMES have changed. The clock 
atop St. James Cathedral, To- 

ronto, once required six hours of 
hand winding. Now the three drums 
which operate it are wound by an 
electric motor in a matter of min- 
utes. But it’s still a venerable old 
timepiece. 

Installed in 1875 as the result of 
a popular subscription which netted 
over $15,000, the clock has been 
keeping faithful time ever since. 

Facts about the giant timepiece: 

Its balanced weights total 4,300 
pounds, and the pendulum alone 
weighs 800 pounds. 

The clock is driven by a chain 
connected with a 600-pound weight. 

Standing 144 feet above the 
ground with a four sided illuminated 
face measuring seven feet four 
inches in diameter, the clock can be 
seen for miles on Lake Ontario. 


Chimes in the clock are of the 
Cambridge variety and sound a se- 
ries of notes believed to have been 
composed by Handel. 
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C. 1. JOSEPHSON DURWARD HOWES HOYT T. PURVIS FRANK PFEIFFER 
President of the ANRJA Vice-President Pacific Region ee ~~ _ Southwestern Wiee-Precitaet  Nerttaiat 
egion egion 


Diversified Program Planned 
For Annual Convention of ANRJA 


Active interest in 4Ist annual meeting of retail jewelers 
promises large attendance at Waldorf-Asteria. August 12-15. 


Early hotel reservations are urged due to crowded conditions. 


ESPITE a “last-ininute” change of dates, necessi- 
tating moving its schedule ahead two weeks, plans 

for the 41st annual convention of the American National 
Retaii Jewelers Association, to be held at the Waldorf- 
Astoria Hotel, New York, from August 12th to the 15th, 
inclus?ve, are well under way at this time. 

As i. imbers were informed by letters, telegrams and 
pub!) .ty, the change in dates was necessitated by the 
“top priority” reservation by the United Nations of 
S000 hotel rooms for personnel during the period from 
Aug. 20 to Oct. 20. Hotels are already taxed for space 
in New York and this sudden influx of UN personnel at 
the time when the ANRJA had previously scheduled its 
meeting would have made hotel space impossible to get 
for retail jewelers who are planning to attend the show. W. G. THURBER PHINEAS PETERS _ 

As it stands now, there are no rooms available at the a Sliver SS 
Waldorf-Astoria. To assist jewelers who plan to at- 
tend the convention, the committee has listed the follow- and 5ist St.; *Barclay, Lexington Ave. and 48th St, 
ing hotels in the vicinity of the convention hotel where *Belmont-Plaza, Lexington Ave. and 49th St.; Berk 
accommodations may be available. Special arrangements shire, 21 E. 52nd St.; Beverly, 125 E. 50th St.; *Bilt 
have been made with the following hotels that are starred more, Madison Ave. at 43rd St.; Chatham, Vanderbilt 
which have set aside rooms for ANRJA members. When Ave. and 48th’ St.; *Commodore, Lexington Ave. and 
writing these hotels for reservations, therefore, be sure 42nd St.; Drake, 440 Park Ave.; Gotham, Fifth Ave. # 
to state that you are attending the ANRJA convention. 55th St.; *Lexington, Lexington Ave. and 48th Sti 

The hotels are as follows: Ambassador, Park Avenue (Please turn to page 296) 
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List of Exhibitors 
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Adels, Moe Participaiion Cathay Crafts Corp. Booth 227 
Adler. Albert Participation—Hotel Belmont Chalom, M. & Son Booth 32 
Plaza China Overseas Booths 326 and 327 J 
Admark Participation—Hotel Belmont Cohen, A. & Sons, Corp. Booth 71—Rooms 4-L and 4-M 
Plaza Cohen, Harold Booths 43 and 48 511 and 512 
Aisenstein, Louis & Bros., Inc. Rooms 4-J and 4-K Copeley Jewelry Co. Booth 25 : 
Alben Jewelry Mig. Company Booth 102 Coro, Inc. Booths 16 and 17 
& Company West Foyer Crawford Watch Company Booth 202 
Allied Machine Contractors | 
(Merit-Made Products) Booth 203 D 
Alpha Craft, Inc. Booth 109 ; 
American Art Alloys Booth 403 Davidson Sons Jewelry Co., West Foyer and Booth 321 
American Jewelry Distributors, Inc. : 
Incorporated Booth 26 Dawer, Sig., & Co., Inc. Booth 206 
American Time Products, Inc. Booth 216 Devay & Co., Inc. : Participation 
Aristocrat Leather Products, Booth 307 Diamond Craft of America Booths 11 and 12 
fon: Diamond Trading Company’ Booth 106 
Amstein Bros. & Co. Participation Dokane Company Booth 319 
Axel Bros., Inc. Booth 56 Doner, W. B. & Company Booth 101 
Dunhill, Alfred of London, Inc. Booth 502 
B Dunhill, Mary, Inc. 
Baden & Co., Inc. Participation t 
a  ¢ Meee — — Eberhard Faber Pencil Co. Participation 
Ballou. B. A. & Co. Inc. Booths 313 and 314 Elgin American Division of Booths 28 and 29 
Baskin | ny ae West Foyer Illinois Watch Case Co. 
Bates, C. J. & rm Booth 205 Elgin National Watch Co. Booths 58, 59, 60 and 61 
Benrus Watch Company Booth 501 Ellyn-Deleith, Inc. Booth 9 
Bernat Company Booth 23 Elrex Watch Company Booth 406 
Blits, H. & Ji Booth 514 Empire State Glass Booth 221 
Bristol Seamless Ring Co. Booth 33 E Decorating Co. 
Bron-Shoe Company Booth 213 ssway Mia. Company Booth 201 
Bulova Watch Company Ball Room Stage a Inc. Booths 323, 324 and 325 
Buss-Linthicum-Thorson, Inc. Participation ecutive Jewelry Co., Inc. Booths 218 and 219 
F 
F. & V. Mig. Company Booth 229 
Farrell, Morton B. Co. Booth 208 
Fiddelman, J., & Son, Inc. West Foyer 
Fine, Max & Sons Participation 
Fineman & Co. Participation 
Fisher, Edward A. & Co. Participation 
Florn, The Company Booth 212 






(Please turn to page 800) 4 







Below: The floor plan of 
booths on ballroom floor 
of Waldorf-Astoria Hotel. 
Left: Booths available 
on mezzanine of ballroom. 
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Barber poles, wooden Indians, and silverware 


F You’D traveled through America in Colonial days, 
I you’d have seen certain signs designating certain 
kinds of stores. 

Some of them are still with us. A striped pole for 
a barber-shop; a wooden Indian for a tobacco store; 
a mortar and pestle for a druggist; a big boot for a 
shoe store. 


Such signs are fine, except for one thing. They don’t 
tell how good a barber you are. . . how good a drug- 
gist or shoe dealer. 


An 1847 Rogers Bros. ‘sign’ means finest 


When you’re selling silverware, it’s mighty impor- 
tant to indentify yourself as the dealer who sells the 
finest. You can do that, siraply by teaming up with 
the one and only 1847 Rogers Bros.! 


Through magazine ads, and on the air, women 
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everywhere are constantly being reminded of the 
BEAUTY and QUALITY of 1847 Rogers Bros. 
They’re already sold on the distinctive patterns, the 
unusual height and depth of ornament. And they'll 
go first to the store that carries ‘America’s finest 
silverplate.” 


To help you identify your store as “‘first with the 
finest,’’ we’ve prepared a big variety of 1847 Rogers 
Bros. material for YOUR use — newspaper mats, dis- 
play cards, window displays, radio spot commercials. 


These are your “‘signs.’”’ And it will pay you to use 
them in some way—every day. Send for yours, today. 


1847 ROGERS BROS. 


AMERICA'S FINEST SILVERPLATE 


The International Silver Company * Meriden, Conn. 
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Located on the right side of the 
store, the costume jewelry de- 
partment is backed by three small 
wall cases, widely spaced so that 
no mass display effect is created. 


by RICHARD LONGDEN 


Luxury Settings Enhance Costume Jewelry 


LeRoy’s, Los Angeles, keeps 
interest in costume jewelry 
high with careful attention 


to display and presentation. 


One display window at LeRoy's is 
set aside for the display of costume 
jewelry, kept active with modern ideas. 


HOUGH most jewelers feel that costume jewelry. 

particularly displayed en masse, detracts from the 
appearance of the store, LeRoy’s, Los .Angeles, has 
found that with a few simple changes in display presen- 
tation that the same luxurious atmosphere associated 
with diamonds or fine gems can be maintained. 

The LeRoy costume jewelry department is located on 
the right side of the store, consisting of three large 
counters backed by three small wall cases, the latter 
Wisely spaced wide apart where no “mass display” ap- 
pearance can be created. The wall cases, elevated to 
almost eye level, are constructed of dark, conservative 
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wood, and contain three glass shelves, with lighting 
coming from: lamps concealed in the “frame.” Only 
simple props such as fluted white plaster columns, a few 
large leafs, or draped backgrounds are used. 

For trimming the costume jewelry wall cases, an 
axiomatic rule holds true—no more than six or ‘eight 
pieces in the case, well separated on the glass shelves, 
and chosen for maximum eye appeal. Thus, at any time 
the wall cases show pearls, beautiful pins, clips, acces- 
sory jewelry, etc., all easily identifiable and unconfused 


with other items in the same case. 
(Please turn to page 302) 












Kent's jewelry department 
is the major part of the 
store. Custom - made show- 
cases are blond primavera. 


Separate Appliance Department 
Helps Retain Unity of Store 


AN the firm which sells diamond rings also success- 
fully sell washing machines? 

The Kent Jewelry Company, 13933 E. Jefferson, 
Detroit, Mich., feels so strongly that it can be done 
profitably, that it has set up an appliance division. 

Melvill B. Conheim and Ben G. Katser opened the 
Kent Jewelry Company last summer after well-grounded 
experience in the jewelry field. Mr. Conheim is a third 
generation member of his family in the business and had 
already had 15 years of experience in his own right. He 
had his own store in the downtown area of Detroit but 
had sold it when he expected to go into the army. The 
selective service board had other ideas and Mr. Conheim 
was left to seek other business connections. Mr. Katset 
had been the general manager of the Rose Jewelry Com 
pany, a chain of neighborhood stores. 


The step from the small electrical units commonly 
‘. (Please turn to page 3038) 


be 





Front of Kent's store, showing the single 
entrance through which all customers pass 
whether they want jewelry or appliances. 
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Kent's, Detroit, Mich., appliance 
department is carefully located 

eid any incongruity between 
rings and washing machines. 


to av 
diamond 


by H. F. REVES 


(Above) Entrance to the appliance 
department is through an arcade 
featuring murals of kitchen lay- 
outs supplied by the manufacturers. 

















(Left) Major appliances, when they 
are available, are set off by saw- 


toothed niches. Kent delivers — --<’ 
merchandise as fast as received, 2 ad 
currently has little to display. ' oe 
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General lay-out of Kent's appliance section. 


Minor items, too large or unwieldly 
for center islands, are displayed 
on mirror-backed shelves on wall. 
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Complete display shown here can be enlarged to permit showing wider assortment of merchandise. 


A Window For the Coming Month 
Theme: Poack Xo Si / , 
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First real promotion opportunity for the fall season is your back- 


to-school display. Miss Dixon presents here a window setting to he 


used in promoting watches, jewelry and other accessories as gifts. 


by VIRGINIA DIXON 


DUCATION has never been as popular in this 

country as it is today—thanks to the G.I. Bill of 
Rights ! College campuses this fall will be crowded as 
never before— with their usual complement of young 
students plus returning service men and women making 
the most of their G.I. privileges. Papa’s darling or 
G.I. Joe or Josephine—most of them will have stowed 
somewhere in their luggage a gift or gifts from home. 
So will the younger guys and gals being packed off to 
boarding school and prep school. 


GIFT SUGGESTIONS WORK BOTH WAYS 


Altogether there’s more than enough of a crowd to 
warrant a late summer window display of “Back to 
School” Gift Suggestions. The geometric design sug- 
gested here is worked out in fabric covered panels, a 
ball of yarn and a simply framed photograph. If you 
are in a college or school town, you may prefer to put 
the idea in reverse for “Back Home” gifts—using the 
local school color scheme! 

To assemble the display, a twelve-inch diameter circle 
of beaver board or heavy cardboard is covered with 
fabric, .. . An eighteen inch equilateral triangle of the 
same board is covered in a contrasting color. Eight 
lengths of heavy yarn are spaced equally around half 
the diameter of the circle and are attached to it on the 
under side. When the circle is placed on the window 
floor, extending partly over the flat triangle, the yarn 
lengths are pulled up straight, knotted together and at- 
tached to the window ceiling, forming a half cone around 
the circle. A sixteen-inch equilateral triangle frame is 
cut and placed upright, extending partly over the circle. 
A thread or wire from the ceiling, looped through the 
point of the triangle will hold it in place. This frame 
may be cut from pebbled mat board and used “‘as is” or 
it may be cut from ordinary cardboard or beaverboard 
and covered with fabric. Such a narrow piece (width 
should be about one inch) is a little hard to cover and 
the pebbled board will serve quite adequately. 

The photograph on the background may be a close-up 
of a girl as shown, or a group of young students or a 
view of a college building or campus. Such a photograph 
may be obtained from a local studio or from one of the 
large photographic agencies—or a photostat enlarge- 
ment of a magazine clipping may be used if a credit line 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Materials Source 

Beaver board or heavy cardboard Lumber yard or stationer 
| pe. 18x30" for circle and 18" 
triangle 

Pebbled mat board 
| pe. 30" x 40" for picture mat and 
16" triangle 

| jar red poster paint for painting 
16" triangle 

Vy yd. blue Fabric for circle 

Vz yd. white Fabric for 18" triangle 

| ball heavy Yarn 


Art Supply Store 


Art Supply Store 


Department Store 


Department Store—Needle- 
work Dept. 

Local. Photo Studio or Pho- 
tographic Agency or 
Photostat of Magazine 
clipping. 


Photograph 





is given the magazine. School fashions (for both men 
and girls) tying up with appropriate jewelry pieces 
could be featured in this way. A mat of pebbled board 
frames the picture. Mat may be fabric covered if pre- 
ferred. 

The copy is lettered directly on the picture mat or on 
a separate card attached to the frame. 

A red, white and blue color scheme was used for the 
model display—Circle and yarn, dark blue—Flat tri- 
angle, white—Upright triangle, red—Picture frame, 
white with dark blue lettering—Background, light blue. 
Many other schemes are of course possible, but dark, 
medium and light tones should be kept in the same rela- 
tionship. 


DISPLAY CAN BE ENLARGED 


A larger selection of merchandise than shown in the 
photograph may be used by enlarging the dimensions of 
the display units, window space permitting, or some or 
all of the units could be repeated. Watches, pen and 
pencil sets, compacts, lipsticks, cigarette cases, lighters, 
wallets, lockets, knives, men’s jewelry and all kinds of 
costume jewelry are appropriate items. If space per- 
mits, larger pieces such as luggage, dresser sets, shavers, 
small radios, handbags, bookends, and so forth may be 
included. The upright triangle makes an excellent dis- 
player for earrings or small pins and clips. 
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ee EPETITION is Reputation.” And by repeti- 

tion Myron E. Freeman & Bro. of Atlanta has 
established a reputation for quality merchandise that 
extends over the entire state of Georgia. Advertising, 
in all forms, has been the instrument of repetition used 
in building up the firm’s prestige and growth over the 
years. 
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Repetition in Advertising 


Maintains Store Reputation 


Myron E. Freeman & Bros., Atlanta, has a reputation for fine 
merchandise throughout the entire state of Georgia, thanks to 


the use of carefully-planned, consistent newspaper advertising. 























A new “Southern Bride" is hailed 
each week in the Freeman ad in the 
Atlanta Constitution. There is a 
waiting list for brides who wish 
to appear in ads of this sort. 


Walter R. Thomas, president of the company, puts 
the highest value on good advertising—and he is # 
exacting in the type of advertising he uses as he is i 
selecting his fine collections of gems and silver. The 
company has its own advertising department and makes 
its own layouts—all, of course, under the supervision of 
Mr. Thomas. 
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Other Freeman advertising takes the form 
of the above “Forever Yours" insertion, 
and the educational "jewelry chats'’ by the 
manager Walter R. Thomas (upper right). 


by RUBY BENTLEY 


Newspaper advertising is used consistently every 
Sunday in both of the Atlanta papers. ‘Two outstanding 
series of advertisements are now being carried in the 
Sunday issues of each paper. In the Atlanta Constitu- 
tion, the Freeman ad is devoted each week to a new 
“Southern Bride.” A large photograph of the bride in 
her wedding gown and veil gives the ad personal appeal 
and in addition to the photograph, there is a paragraph 
telling something about the bride: “Mrs. Willis is the 
former Miss Ruth Higgins, daughter of Mr. and Mrs. 
H. C. Higgins of Forest Park, Ga. Her marriage to 
Mr. Willis, son of Mr. and Mrs. B. G. Willis, also of 
Forest Park, was a beautiful affair, taking place re- 
cently at the Forest Park Baptist Church.” 

Sketches of two engagement rings and a wedding 
band are included in this ad, with the firm name placed 
at the bottom. 

The Freeman company has an exclusive arrangement 
with the Constitution for the use of these Georgia brides’ 
photographs. Usually there’s a long list of recent brides 
on the paper’s waiting list who want to have their photo- 
gtaphs used in this advertisement, which is placed in 
the society section of the paper. 


This advertising pays good dividends at present and 
(Please turn to page 306) 
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@ DIAMOND RING from 


Buy with Contidence 
From a store that for over 
50 years has sold only 
The finest in diamonds 


TE (RERAAAM NAME 
; MEFLECTS GOOR TASTE 


Extensive use of car cards « (above) 
and rotogravure layouts (below) keep 
the Freeman firm in the public eye. 
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N “open front” of unusual design, so arranged that 

the entire store is visible at all times, is one of 
many new features to be found at Dales Jewelers, 313 
Texas Street, Shreveport, Louisiana, which was opened 
recently as an exclusive jewelry store. 

To obtain this feature, the principal window begin- 
ning at the right of the store front is set back a foot 
from the sidewalk. It gradually tapers inward to the 
left until a six-foot recess is made where it joins the 
door and side window. This arrangement also permits 
window shoppers to step out of pedestrian traffic to view 
the displays. 

An unusual display is contained in the main window, 
where a showcase has been set up on four frosted oak 
posts. Called the “picture frame display,” it is seven 


This horseshoe-shaped costume jewelry 
bar conforms to the modern, angular 
plan at Dales. Tiered displays per- 
mit quick appraisals of merchandise. 


Designed for Customer Attention 


feet long, with mirrored sides and back, designed prin- 
cipally for fine gems, jewelry and watches, 

Set at below shoulder height, the picture frame gis 
play ties in with the “open front’ plan in that windoy 
shoppers are able to see over it and view the entire stor 
interior. It is lighted by two white and one pink fy. 
orescent tubes, giving a glow to the merchandise, 

“We pledge to maintain a prestige store and hold oy 
clientele through known dependability of merchandise.” 
stated owners A. J. Abramson and A. M. Rosen at the 
recent opening. “People don’t usually dash out to buy 
diamond jewelry on impulse. They think about it a bit 
beforehand. And, while thinking about it they are gen- 


erally inclined to consider where the purchase will be 
(Please turn to page 309) 


by GEORGE R. JOHNSON 


An example of the thoughtfulness of 
the store's designers is this knee- 
hole table for customers who wish to 
examine silverware patterns leisurely. 
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ales use of the "open 
heat facade, set back 
from the building line, 
rmits shoppers free- 
dom from pedestrians. 


Tin- 
dis- 


low 


The new Dales store in Shreveport, La.. 

boasts the newest type “‘open front’ design 
displaying merchandise in a handsome manner 
with maximum convenience for the customer. 
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“Lay-away" tickets used by 
Dales. At left—the three- 
part ticket. Above—sales- 
slip which treats each lay- 
away as a cash purchase. 


View of the store interior shows the “W'"- 
shaped display cases at right, horseshoe 
bar, circular tiered table for small appli- 
ances and glassware. Recessed pinpoint 
lighting is above the showcases with fluo- 
rescent lighting in the center ceiling. 
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_ Mirrored backgrounds provide an 
illusion of depth and spacious. 
ness to the Stewart windows, All 
merchandise is displayed individy. 
ally, showing to best advantage. 





Smart Windows 





Keep Store in Publie Eye 


Unusual and often-changed display ideas are one of the jeweler’s 


most important tools in keeping store interest at high peak. 


by GRIER LOWRY 


Diamond stock at Stewart's is regu- 
larly played up in newspaper ads 
and radio commercials, in addition 
to attractive displays seen at right. 
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From two large windows, D. M. Stew- 
art restyled his displays into six 
separate units, one of which, right, 
has showing of china and hollowwaré. 


Although the D. M. Stewart store 
was established in Little Rock, 
Ark. in 1941, Mr. Stewart has 
been connected with the retail 
jewelry trade for over 35 years. 

















T is a wise jeweler who extends more than cursory 

attention to the matter of window display design 
in blue-printing a new store or modernizing an old one, 
according to D. M. Stewart, of Little Rock, Ark. Jeweler 
Stewart, who introduced his store to Little Rock shop- 
pers in 1941, is considered something of a window dis- 
play design expert in local business circles since he 
enhanced the appearance of the front of his store by 
installing one of the most unique window display ar- 
rangements ever conceived in Little Rock merchandising 
history. 

A decidedly handsome backdrop for the merchandise 
o display is furnished by the window display design 
Mr, Stewart “dreamed up.” Evolved, over a long period 
of time, from several different-type windows, the three 
conventional display windows are divided into two sec- 
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tions each, making six windows in all. Plate glass mir- 
rors are utilized in this new arrangement, and patrons 
pronounce the new window displays nothing short of 
sensational. 












Downtown Little Rock was crowded when the mer- 


chant determined to establish a store in the city, and 
he was forced to choose a location that was a bit off 
the main shopping area. A resolve to make the best of 
his location, which had in its favor the fact that it is a 
corner building, resulted in a decision to attract atten- 
tion to his store via window display arrangements unlike 
the others. Numerous Little Rock merchants have since 
reflected their approval of the Stewart window display 
set-up by restyling their own facilities to conform with 
the jeweler’s arrangements. 


Today, the Stewart location is no longer considered 


“out of the way,’ because other progressive retailers 
have located in the district and the shopping traffic has 
increased. Stewart’s unusual windows play a more 
significant role than ever in developing trade. 


The preliminary step in Mr. Stewart’s window design 


schedule was to rearrange each of his three expansive 
windows into three separate picture-frame windows 
making a total of nine artistic window units available. 
Wide picture frame molding in lush gold trimming (the 
kind so popular about the turn of the century) was 
unearthed and used. Because the molding was ripe 
with age, it was completely prepared to withstand the 
terrific heat generated by the Arkansas summer sun. 
Window frames, finished in a somber white, were placed 
adjoining one another, next to the plate glass. Using 
crystal velvet in soft colors for spring, and sober colors 
for fall and winter, a shadow-box background was 


(Please turn to page 311) 
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Radio 


Promotion 


for Jewelers 











V: Preparing Effective Radio Announeements 


ADIO listeners want programs to be interesting. 

Sponsors want them to be profitable. It takes 
experience, study and skill to achieve a harmonious re- 
lationship between the two points of view. 

Surveys show that a program may be liked for a 
variety of reasons, but when it is disliked one reason 
predominates—poor commercials. One cannot put too 
much emphasis on the importance of good selling copy. 
Any advertisement in any media is only in itself a 
method of contact between the advertiser and the cus- 
tomer, and the effectiveness of what is said in a radio 
program will to a large extent determine the results the 
jeweler gets. 

In the presentation of the commercial the jeweler has 
a number of choices. It may be read by the station an- 
nouncer as is practice of Huberman’s Jewelers, Phil- 
adelphia, Pa., in its sponsorship of “Midnight Band- 
wagon” on WIP. On the other hand the commercial 
may be given by the radio personality featured on the 
program, as in the case of Kay’s “Sweetheart Swing- 
time’’ on KPO, San Francisco. In this case commercials 
were given by the featured announcer, Budd Heyde, 
and were often woven into his remarks about song titles, 
love customs and the origin of rings as a symbol of love. 
In programs in which the popularity of the show de- 
pends to a large degree upon the popularity of the 
featured announcer, the commercial is usually most ef- 
fective when delivered by that person. 

No matter what the purpose of a campaign, no matter 
how it is presented, nor by whom, copy usually may be 
classified either as “product description” or “product 
reminder” copy. Both approaches have proved effective. 
The copy used by Will Sales, Louisville, Ky., in its 
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by MARIE FORD, Editor 
Radio Showmanship 


series over WINN illustrates the product reminder ap- 
proach. “If you don’t know diamonds, know you 
jeweler. Will Sales, the diamond store for Louisville, has 
long been recognized as the finest place to buy diamonds 
...the dependability of Will Sales has been demon 
strated time and time again. For diamonds really worth 
the money, come to Will Sales.” 

In form, the commercial may be straight copy, that is, 
an out-and-out sales message. It may be dramatic, 
with attention getting devices to catch the listener's ear 
before going into the sales talk. Or it may be a jingle. 
Lichtey’s used the straight commercial approach. Morris 
Square Deal Jewelers used dramatized commercials over 
four stations in New York State. 

Since the commercial should fit the product and should 
also be integrated with the program itself, the nature of 
the program determines to a large extent the actual form 
of the commercial. 


FACTORS IN SELLING COPY 


There are no hard and fast rules for the writting of 
commercial continuity, but certain factors stand out it 
the preparation of good selling copy. 

1. Use Logic. Whatever the form of the commercial, 
there must be a thought behind it. The most successful 
commercials concentrate upon some one thing,-or some 
few things, with repetition of that message getting lister 
ers to translate it into action. The theme, for example, 
behind the Will Sales campaign was “If you don’t know 
diamonds, know your jeweler,’ and the entire cal 
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CARNEGIE HALL, NEW YORK 





bi a world’s most famous music audi- 
’ na torium—air cooled for your comfort. 
onds 
non- 
orth 
~-. YOUR TICKETS AWAIT YOU! 
car 
le ‘ 
*.| * Gala Pop Concert by the Longines Symphonette 
over : : j 

Mishel Piastro, Conductor; Carnegie Hall, New York 
yuld 
ea for members and guests of ANRJA 
orm 

WEDNESDAY EVENING, AUGUST 14, AT 9 P.M. 

of A command performance by radio’s finest orchestra, 
be regularly heard on 150 leading stations coast-to-coast 
ial, e ° ° 
fa Compliments Longines-Wittnauer Watch Company 
me : 
‘, Tickets available without charge to all jewelers registered at the ANRJA Convention in N. Y., August 12 
“ to 15, at Longines-Wittnauer Booth 34-35, Main Ballroom, Waldorf-Astoria; or, in advance, by mail from 
n- the Concert Committee, Longines-Wittnauer Watch Company, Inc., 580 Fifth Avenue, New York 19, N. Y. 
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paign built up the firm for its integrity, and the quality 
of its merchandise. 

2. Adapt the Commercial. Commercials should be 
planned in harmony with the program, the product and 
the sponsor. If the program features march music, a 
greater unity is achieved between the program and the 
commercial if the sales message is written in a spirited, 
peppy style. 

When the Denver Jewelry Co. sponsored “Five Min- 
ute Mysteries” over KOA, the closing commercial, 
usually tied in with the solution of the mystery. For 
example, the commercial might begin with the thought 
that the solution of the crime was surprising and had 
probably fooled the audience, followed by the thought 
that being fooled can be dangerous. That approach 
led into an optical commercial which reminded listeners 
to be sure about their eyes. 

8. Avoid Excessive Statements. A sure qay to re- 
duce the value of the commercial to zero is to make 
exaggerated statements which have a negative effect. 
The same is true of too many adjectives and too many 
superlatives. 

4, Avoid Passé Phrases. Many commercials are 





trick. In general, most radio advertisers find that in 
15-minute program, one long commercial in the center a 
the broadcast, with brief opening and closing announce. 
ments, is entirely adequate. In its use of radio, fo, 
example, the Kingoff Jewelry Co. relies entirely op 
commercials which are short and to the point, t 

8. Play for the Emotions. The advertiser myst ap- 
proach the question of commercial contest with logic, but 
it’s the job of the continuity writer to present that log- 
icak material in such a way as to appeal the heart, rather 
than to the head. Jewelry, in particular, sells faster 
when pushed by a strong emotional appeal. Within this 
framework, the opportunities for creating original anq 
effective commercials are almost unlimited. 


SPOT ANNOUNCEMENTS 


Spot announcements have a definite place in the over. 
all radio picture and jewelers have found them very gue. 
cessful in many instances. However, programs are 
better foundation for marked radio success than spots, 
This probably explains why many jewelers who have 
found the broadcast medium successful, use announce- 
ments in combination with programs. 


Fifth in a series of articles designed to help the retail jeweler 


make his radio advertising more profitable. The preparation of 


eommercial announcements is considered in this instalment. 


cluttered with words and phrases which are trite and 
aackneyed. When the listener has heard these same 
words used to describe every other product and service 
under the sun, he isn’t going to be much impressed by 
the jeweler’s sales message. 

5. Take a Positive Attitude. The commercial that 
takes a positive attitude induces action. In the copy 
prepared by the Stewart-Jordan Co., Advertising, for 
Lichtey’s, listeners were told to “get together every bit 
of antique jewelry you can lay your hands on, and take 
it all to Lichtey’s,” with the commercials stressing the 
high prices paid for old gold, diamonds and antique 
jewelry. 

6. Make It Easily Understandable. Slick writing 
merely attracts attention to the script writer or to the 
announcer. On its “Gems of Melody’ program over 
KHQ, Spokane, Wash., Sartori Jewelers used simple 
English that was easily understandable: “An invest- 
ment in quality jewelry from the House of Sartori is, an 
investment in lasting beauty for years to come. What- 
ever the price you wish to pay, you will find an appro- 
priate gift for any occasion at Sartori’s.” 

7. Brevity. The best commercials get right down to 
cases and every word counts. The average listening 
mind is capable of absorbing and digesting about 80 
ordinary, single syllable words per minute, and yet some 
advertisers attempt to crowd 150 or more words into 
60 seconds. After all, if it can’t be accomplished in 100 
words, you can’t expect another 50 words to do the 
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In spite of the fact that spot announcements per se 
may not be good radio there are few things which doa 
more effective selling job for the advertiser. The ad- 
vertiser who has learned to digest his selling message 
into one ear-catching minute of music, fun, showmanship 
and salesmanship has found these devices phenomenally 
cheap in dollars and cents and equally high in traceable 
returns per dollar invested. 

To this end, the May Diamond Co., Los Angeles, 
Calif., retail jewelers, used 120 spot announcements 
per week on each of the following stations: KFAC, 
KMPC, KFWB and KECA., 

In a sampling of 51 jewelers, 78.4 per cent used spot 
announcements, and in general, the smaller the business, 
the greater the reliance on spot announcements. 

When the jeweler considers spot announcements he 
has his choice of (1) one-minute spot announcements, 
approximately 150-words in length, such as that used 
by Dee’s Jewelers, San Bernardino, Calif. over KPRO 
on a 52-week schedule; 

(2) station break announcements, a half-minute spot, 
so to speak, which is a brief statement about a produet, 
an event or a cause, or 

(3) slogan announcements, which are brief statements 
of ten words or less, given near time signals. Each has 
its specific function and its specific virtue. 

Rudolph’s jewelry chain, for example, built its busi- 
ness largely through radio advertising. To sell specific 


(Please turn to page 313) 
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What's the first need of the purchaser 
of a new lighter? Fuel, of course! Later, 
S *Flints’ and Wicks. So, every time you 
88, pe sell a lighter, make a point of selling with it a Ronson 

f : Servicer, which contains a supply of all three of these 
accessories, plus a wick inserter, a cleaning brush and 





he an instruction book. It’s the best way to assure the cuse 
t i tomer of finest service. Get him into the habit of using 
4, ¥ Ronson Redskin Lighter Accessories and of coming back 
ed to you for them again and again. Incidentally, each 
0 Ronson Servicer sold with a lighter adds 50¢ to your sale. 
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YES ... there is a difference! 


RONSON ON THE AIR 





ts Tune in on Ronson’s “20 Ques- 

ag tions” Saturday nights, Mutual Net- 
work. For time and station, see 

i- WORLD’S GREATEST LIGHTER your local newspaper. 

fic * Trade Mark Rey. 


RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 
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Quality first is keynote of ney 


salon opened by F. S. Chojnackj 






in Erie, Pa., who believes there 















is definite place for small store 
handling only the best in jewelry, 











Only the Finest 
In Small “Exclusive” 


PENED May Ist, this year, a jewelry salon featur- 

ing only the finest quality diamonds, watches and 

jewelry is proving a profitable venture for Francis S. 

Chojnacki, for 22 years a jeweler and designer, in Erie, 
Pa. 

“T’m convinced that the potentialities for such a highly 

specialized upper class establishment in a fair-sized trad- 





Top: Small door separates office space from 
sales room. Above: Tasteful furnishings and 


ing area are very good,” declared Mr. Chojnacki. “The comfortable upholstered chairs help put cus- 
venture is working out a lot better than was originally tomers at ease and in a better buying mood. 
expected. (Please turn to page 318) 








by WALTER RUDOLPH 







Small tables serve as counters 
for showing customers jewelry. 
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Exciting New Interest in a Stirring Tradition 


This advertising appears in: 


LIFE 

THE SATURDAY EVENING POST 
THE NEW YORKER 

TIME 

NEWSWEEK 

BRIDE'S MAGAZINE 
MADEMOISELLE 

CHARM 

AMERICAN MAGAZINE 


NEW YORK TIMES MAGAZINE SECTION 


CHRISTIAN SCIENCE MONITOR 
MAGAZINE SECTION 


AMERICAN WEEKLY 
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To further the understanding of the diamond engagement 
ring tradition, 167,626,841 messages are appearing in 
the country’s leading magazines. These 167,626,841 
messages are dramatic in their use of four-color illustra- 
tions by leading artists, inspiring in their presentation of 
the diamond engagement ring as the symbol of love and 
marriage. Working to increase appreciation of the signifi- 
cance of the diamond as a part of the wedding plans, this 
advertising is deepening desires as well. It makes an 
emphatic point, too, of the importance of seeking the 
advice of a trusted jeweler. De Beers Consolidated Mines, 


Ltd., and Associated Companies. 








Hollywood Likes 
“Turn-About”’ 


Jewelry 


OLLYWOOD has its own way of wearing jewelry 

in high fashion. Motion picture stars have to set 

a high style pace, and to do this they must ever be alert 

to new trends, and original in adopting those trends to 
their own personal use. 

For instance, the new idea of “turn-about” jewelry 
is well illustrated by Dorothy Lamour in the jade and 
diamond leaf clip she wears in her hair, to match the 
sequin-embroidered leaf motif on her dinner gown. This 
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Movieland’s ladies are 


becoming fond of jewelry 





which can perform double, 


triple or quadruple duty. 


Jinx Falkenburg's necklace, a 
museum piece, is of rose-cut 
diamonds set in gold. Dress 
clips are worn atop her ears. 


This diamond leaf-clip worn 
in Dorothy Lamour's hair may 
also be fastened to a snake 
chain of precious metal and 


become a stunning necklace. 





clip can also fasten on a gold, platinum or palladium 
snake chain and become a stunning necklace. Dottie 
sometimes wears it on one ear as an earring, and sweeps 
her long black hair over the other ear in a high-style 
chignon. 

Lovely Jinx Falkenburg is another actress who likes 
to wear jewelry in unusual ways. For instance, these 
Lackritz-designed dress clips also can be worn clipped 
to the top of the ears. The clips, of gold petals with 
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Importers and Cutters of Precious and Semi-Precious Stones 
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diamond-tipped filaments, complement the magnificent marines and diamonds designed for her by Gershgor 


necklace of rose-cut diamonds that is so beautiful with of Beverly Hills. 
the new off-the-shoulder gowns. The ear clips fasten onto the snake chain also, to 
Petite Barbara Hale, star of RKO’s “Lady Luck,” form a magnificent necklace for evening wear, Then the 
likes to blend her jewelry with the colors of her newest clip on the necklace can be worn on the lapel of a per: 
bonnet. She wears a hat made of two giant pink cabbage or on a purse. So with one set of jewelry, Barbara “an 
roses, with pale blue face veil, and complements her change it around, and have jewelry appropriate fo» 
bonnet with a bracelet, necklace and ear clips of acqua- every occasion. 





Snowflake pins, worn by Virginia 
Field, can be used as earrings, 
clips or in a necklace, as here. 








by JEAN GILMAN | 


Fashion Director 
Margaret Ettinger & Co. 


Diamonds and aquamarines in Bar- 
bara Hale's jewelry match the 
giant pink cabbage roses which 
ore featured in her newest hat. 








Virginia Field, Paramount star, wears a short dinner 
gown here, designed for her by Edith Head. Miss Head 
planned the gown around Miss Field’s set of diamond 
jewelry, which includes five diamond snow-flake pins and 
a diamond choker. The snow-flake pins can be used as 
earrings, necklace or clips, and with this dress, which is 
a style-setter itself, Miss Fields wears them in several 
different ways. 

The black crepe dress is designed with a “‘slot” bust- 
line, and a slightly off-shoulder band joined to the rest 
of the dress with nude-colored souffle. Miss Fields em- 
phasizes the beauty of the clips by wearing them all 
clustered on one side, even to the clip on the necklace, 
but staggered in size to make a more interesting display. 
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Jewelry Design Ideas: Feathers and plumes, slated to be popular Fall 


accessories, are here interpreted in jewels by Marie Petit of New York. This bracelet and earring 


tom’ 


set combines oblong-cut emeralds and diamond brilliants in graceful swirls reminiscent of cour! 
plumage. Set into platinum which has been rounded to give a three-dimensional effect, diamonds 
are also used to join the strands of the wrist-clinging bracelet. The almost baroque elegance of 


these pieces follows a trend toward lavishness becoming increasingly evident in evening fashions. 
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The Diamond Industry in 1945 


Second part of a digest of the 21st annual review of the diamond 
industry by Sydney H. Ball, diamond consultant for JC-K. The 


entire text of the report will be published soon in booklet form. 


by SYDNEY H. BALL 


of Rogers, Mayer and Ball, New York 
Diamond Consultant for JC-K 


WORLD PRODUCTION 


For the sixth year, because uf the war, even fairly accu- 
rate figures of world diamond production are not available. 
The 1945 figures are necessarily in part estimates, but the 
total, 14,257,157 carats (3,129 short tons), is probably a close 
approximation. The value at the mines was some $64,750,000. 
Caratage and value were respectively some 21 per cent and 35 
per cent greater than the 1944 figures (revised value for 
1944, $48,000,000). Of the total, gem rough made up about 
18 per cent, a less percentage than last year because of the 
large production of crushing bort by BCK, a Belgian Congo 
producer. By weight, some 5125 pounds were industrials and 
1130 pounds gem stones. 

The Belgian Congo was the leading producer, by weight 
(72.7 per cent), but, because much of its production was 
crushing bort, it represented only 13 per cent of the value 
of world production. On the other hand, the British Empire, 
which accounted for only 19.2 per cent of the weight, repre- 
sented 71 per cent of the value. 

The South American producers (Brazil, Venezuela and 
British Guiana) accounted for 2.09 per cent of the world’s 
production by weight and 9.6 per cent by value. 


Compared with 1944, the Belgian Congo increased its pro- 
duction, by weight, 38 per cent. The South African pipe mine 
production increased markedly, thanks to greater activity at 
the DeBeers mines. While Premier and New Jagersfontcin 
are being reopened, they can scarcely get into production 
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for two years longer. South African alluvial production in- 
creased appreciably. Tanganyika Territory continued its gain 
in production and, in consequence, DeBeers sent representa- 
tives to look over the field. The Venezuelan production con- 
tinued to decrease, and that of Brazil probably was less than 
in 1944, 

The following table shows, as accurately as available sta- 
tistics permit, world production for the past four years. 


Production, 1942-5, by Countries, in Metric Carats 
(Including Industrial Diamonds) 
1948 1948 1944 1945 
Africa: 
Angola 
Belgian Congo .. 


791,850 794,980 800,000 786,000 
6,018,236 4,881,000 7,540,000 10,386,000 
French Equ. Afr. *20,000  *20,000 *5,000 *5,000 
French W. Africa 1,500 35,000 *60,000 *60,000 
Gold Coast ....*1,000,000 *1,000,000 *1,000,000 *500,000 
Sierra Leone ... *850,000 *850,000 *700,000  *800,000 
South-West Afr. 56,420  *88,000 154,000 156,000 
Tanganyika .... 41,000 52,998 90,667 115,666 
Union of S. Africa: : 

Mines : 175,885 

Alluvial 126,444 


639,000 878,718 
270,000 262,527 


1,141,240 





118,821 302,329 909,000 
(Please turn to page 260) 
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*300,000 
22,208 
40,836 


*275,000 
18,272 
29,650 


*370,000 *275,000 
13,911 17,251 
34,000 15,000 


British Guiana ... 
Other Countries**. 





Grand Total.. 9,260,871 8,347,239 11,676,578 14,257,157 


*Estimated. ’ 
**Includes Venezuela (12,769 carats); Borneo, India, New 
South Wales, U.S.S.R. 


The industry’s production record during the war was an 
excellent one, notwithstanding shortages of supplies and in- 
adequate staff and crew at most mines. The average annual 
production of gems and industrials in the four years 1936-9 
was about 10,450,000 carats; that of the years 1940-5, I1,- 
864,000. Actually, the average production of industrial stones, 
so essential to efficient munitions output, was greater in the 
war years than in prewar years. 


SOUTH AFRICAN PRODUCTION 


South African diamond production reached its peak in 
value in 1928 (£16,677,772) ; its drop to 1932 (£1,437,591) was 
precipitate, due largely to the closing of the pipe mines. Since 
then, production has fluctuated, but for the past three years 
has increased markedly. 

In 1945 the production was about as follows: 


Av. Price 


Pipe mines 878,713 88s. 4d. 
Old alluvial diggings 56,379 142s. 7d. 
Namaqualand ...Est. 206,150 129s. 


Value 
£3,881,482 
401,873 
1,330,000 


Carats 





1,141,242 98s. 4d. 5,613,355 
The two operating DeBeers pipe mines, Bulfontein and 
Dutoitspan, furnished practically all of the mine production, 
although nine other pipes were responsible for a few carats. 
Alluvial production was also distinctly greater than in 1944. 


BELGIAN CONGO 


The Belgian Congo for the past 13 years has been the larg- 
est diamond producer in the world and in 1936, 1940, 1941 
and 1942 was probably the largest producer by value. With 
recent expansion in South African production, it can scarcely 
regain that vaunted place. Three fourths of the world’s crush- 
ing bort, so widely used industrially, is produced in -the 
Belgian Congo. 


Production from 1939 to date follows: 


Carats 
8,360,166 
9,602,837 
5,865,756 
6,018,236 
4,881,639 
7,533,365 
est. 10,386,000 4 
The 1945 production (2.29 short tons) is an all time pm 
duction record for the colony. In 1945 some 96 per cent g 
the production was of industrial stones. "4 
PORTUGUESE WEST AFRICA-ANGOLA 4 
The 1945 production approximated 786,000 carats, judgiy 
from the first 5 months operations, when slightly less gr 
was treated than in the same period of 1944. Yearly a 
less than 1,000,000 cubic meters of gravel are treated, ayer 
aging slightly over 0.8 carats a meter at 27 mines. The f 
to overburden ratio is 1 to 2.85. Most of the equipment @ 
pans of 10 ft., 24 of 8 ft., and 6 of 6 ft.) is electrically driven 
(one-third hydroelectric, the rest steam generated), 
The stones average from 5 to 6 per carat, althou 
stone of over 100 carats has been recovered. In 1944 develg; 
ment was carried on the Luembe, Luana and Chiumbo f 
valleys. About 301,000 carats were added to the reserves, 
which equal some 9 years’ production. To Dec. 31, 1945, the 
total production of the field was about 11,258,000 caratg) 


GOLD COAST 


The Gold Coast diamond deposits are extensive but the 
dominant productive area is the Birim River valley. A few 
stones are also produced by natives in the Bonsa River 
trict. The Birim River district is responsible for 95 per ¢ 
of the colony’s diamond production. The diamondiferoug 
gravel is from two to three feet thick, the overburden being 
ot the same order of thickness. 7 

The 1945 production was presumably about 620,000 ts, 
The total production of the colony to the end of 1945 ap: 
proached 22,800,000 carats. At present of the production 
per cent is gem and 70 per cent, industrial. 


SIERRA LEONE 


Sierra Leone, since production began 11 years ago (dis 
covery January, 1930) had'to the end of 1945 produced some 
7,639,000 carats of diamonds worth some £9,548,000 or 
shillings per carat. Diamonds since 1937 have been the lead 


UNITED STATES IMPORTS OF INDUSTRIAL DIAMONDS WITH AVERAGE PRICE 1919-1945 


Imports of Industrial 
Diamonds (by corate) 


Average Price per Carat 
of Industrial Diomond 
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ing export of the colony. The stones range from large fine 
gems of size to “sands” and from the finest gem material to 
bort. Mr. A. Chester Beatty, chairman of the company, states 
that 40 per cent of the stones are gem and 60 per cent in- 


dustrials. Sierra Leone has recently become one of the select ' 


fields of large gem stones. 


The 1945 production presumably approached 800,000 carats. 
Since the war ended personnel has increased; in 1945, 20 
Europeans and 2,370 natives were employed. In December, 
1945, for a short period, labor troubles occurred. Due to 
war shortages, labor and supplies, reserves fell, but once nor- 
mal conditions return, the deficiencies will soon be repaired. 


It is of interest to state that the diamonds used at the 
weighing of Aga Khan on‘his diamond jubilee were largely 
supplied by the Sierra Leone mines. 


TANGANYIKA TERRITORY 


Tanganyika Territory found its first diamond in 1910 or 
thereabouts and, while a few stones were recovered from 
1921 to 1925, the first real production began in 1926 (6,6951/, 
carats) and by 1928 had reached 24,6803, carats. Produc- 
tion then slumped and in 1932 it was but 1,887 carats. In 
the late thirties production slightly increased and in 1941 
it jumped to 29,046 carats and in 19483 to 52,998 carats, due 
to new discoveries in the Shinyanga district. Since then 
exports (to all intents and purposes, production) have in- 
creased as the following figures show: 


Ist Ye of 1944 42,000 carats{ average price per carat 
2nd % of 1944 48,067 “ 65s. 9.25d. 


Ist Y% of 1945 61,818 ‘“ average price per carat 
2nd % of 1945 53,848  “ 125s. 6.13d. 
The 1945 exports (and production) was 115,666 carats, worth 
£725,759. 


FRENCH AFRICA 


Little information has recently come out of the French 
African colonies not already reported in previous numbers 
of this review. It is now reported that the production of 
West Africa-in 1942 fell to 1,500 carats; rose to 35,000 in 
1943 and again to 60,000 in 1944. It is stated that 1942 pro- 
duction was restricted to keep diamonds out of the hands 
of the Germans. Later the British are reported to have paid 
high prices (29s. 3d. per carat as opposed to 9s. 7d. in 1938) 
to stimulate production. The British bought the entire out- 
put guaranteeing, however, to supply continental France with 
industrial stones. 


BRAZIL 


The diamond production of Brazil is at best a guess. Early 
in 1945 the United States ceased preclusive buying and in 
consequence 1945 prices were lower than in the immediate 
previous years. The 1945 production was probably of the or- 
der of 275,000 carats. 


Reported declared exports for certain recent years follow: 


91,445 carats (in addition, 19,475 


carats of carbonado) 
“e 


“ 


(also 4,677 carats of 
carbonado and ballas) 


In the first half of 1945, 32,780 carats of rough and cut 
gem stones were exported, worth $3,153,807, and 205 carats 
of carbonado, worth $1,501; 89.1 per cent. of the rough 
and cut stones were exported to the United States, and all 
the carbonado. 

As Brazil has a cutting industry, not all of the gem grades 
are exported. 


Diamonds rank about seventh or eighth in Brazil’s exports. 


VENEZUELA 


Diamonds were discovered in Venezuela about 1901 and 
since that time to the end of 1945 some 218,000 carats have 
been produced, worth some $3,000,000. It is premature to 
even guess as to whether Venezuela will become an important 
producer but as alluvial deposits of fair grade, if as ‘yet 
of unproven tonnage, are distributed over a large area, in 
the state of Bolivar, Venezuela will produce a certain carat- 
age of diamonds for many years. 


Recent productions follow: 


14,525.00 carats 
29,399.01 “ 


34,047.95 
22,845.76 
22,037.07 


BRITISH GUIANA 


During the war we knew little that was definite about a. 
diamond production of British Guiana. — 
Figures of exports recently released, and exports uguall 

indicate production, follow: 
Year Carats Value Price per ( 
$392,747 (U.S. Currency) $15.99 — 
428,836 
404,359 
272,989 
428,432 
In 1945 (first three quarters) 77.4 per cent went to Great 
Britain and 20 per cent to the United States. fg 
To favor a small cutting industry established early in 
the export duty on cut diamonds has been abolished, 


OTHER COUNTRIES 


To Dec. 31, 1944, Rhodesia has produced 15,852.25 cap, 
of diamonds, worth £75,373 (95s. 11.38d. per carat), For 
number of years the production has been practically nil, 

Australia up to the end of 1939 had produced 
carats, worth £1,581,266, 13s. 4.5d. per carat. The last » 
ported production was that of 1939, 108 carats, worth 
(30s. 1ld. per carat). ; 

No work, sd far as known, was done in the U. S. field 
Pike Country, Arkansas, during 1945. Late in the year 
new company, The Diamond Corporation of America, 
chartered. 

India‘ continues to produce a few diamonds, but her j 
duction is not likely ever again to supply her needs, 
present considerable cut and rough are imported, The Ind 
market for cut in 1945 was large. , 

The production ef diamonds in Russia is shrouded in dark” 
ness, although it is not believed to be large. It is understood” 
that the Soviet Union still imports considerable quantities of 
industrial stones. ee 

Borneo in 1945 presumably produced a few diamonds, 


INDUSTRIAL DIAMONDS 


Immediately after V-J Day many war contracts were cae 
celled and the demand for diamond impregnated wheels 
diamond-set tools dropped markedly; in the last half of | 
year labor disputes interfered with reconversion. In ¢f 
quence the revival in demand consequent on all out prod 
tion which we, who have followed the history of the i 
trial diamond, expected, has not as yet occurred. Sooner 
later the industrial diamond will, however, regain the 
in the postwar world which its physical properties 
At that, 1945 imports were unexpectedly large. Over a peri 
of postwar time the demand should be excellent although # 
a time scarcely as great as that of war-time. In the 
the industrial diamond will be a normal part of the ¢ 
ment of every industrial plant in which metals or other ha 
or tough material is fabricated. 

The United Nations all through World War II 1h 
adequate supply of industrials and when V-E Day and 
Day came in unexpectedly quick succession we had in 
tributary to America a fair stock-pile good for perhaf 
or more months. 4 

The Civilian Production Adwministration stated that 
Oct. 31, 1945, stocks of industrial diamonds held by the 
Reserve Company, were 3,529,883 carats (cost $12,0904 
sales $20,651, inventory value $8,619,432). Apparently all; 
this material is held in the United States, largely if 1 
wholly it is rumored in the vaults of the Bank of Mani 
Company; of the total about 87 per cent is crushing bort,’ 
rest more expensive grades of industrials. In addition 
stocks may be held by the War and Navy Departments 
by the Treasury Procurement Division under the Thomas A 
of June 7, 1939. 4 

In addition, American industrial diamond merchants mu 
have a stock of perhaps 3,000,000 carats. . ‘ 


DIAMOND POWDERS & 


In last year’s review, it was stated that the Bureaa of 
Standards had proposed a standardization of diamond 
(Please turn to page 815) 
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——no-other diamond 


61 FACETS ABOVE the girdle—41 facets below the 
girdle! Magna Cut is a genuinely revolutionary gem... 
offering a genuinely new revelation in diamond beauty 
...blazing a hitherto untraveled path in diamond 
brilliance. 

Only Magna Cut can promise the unique qualities 
and sales possibilities—that come with 102 facets... for 


Magna Cut alone possesses them! 


MAX FINE & SONS. INC. 
CUTTERS OF “FINE MADE” DIAMO@QNDS SINCE 1890 
20 W. 47th St.. New York 17, N. Y. ¢ 29 E. Madison St.. Chicago. Ll. 
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Gem quality species of spodumene ore Kunzite, left, and 
Hiddenite, right. Rough and cut specimens shown above 
cre from American Museum of Natural History collection. 


Fifth in a series of articles on those gemstones 


generally unfamiliar to the public but which should 


receive the appreciation that is due them. 


ey PODUMENE is a silicate of lithium and aluminum, 
b_¥ obviously another of the group of rare element 
minerals found in pegmatites. As such, and as a possible 
ore of lithium, it has been known for many years as a 
prominent member of the group of rock-forming silicates 
known as pyroxene. Jadeite is a sodium-bearing mem- 
ber of this same group. The famous French mineral- 
ogist Haiiy describes the mineral under the name of tri- 
phane, in allusion to an imaginary triangular cleavage, 
that he thought he observed. Spodumene comes from a 
Greek word meaning ash-colored, and has priority. 
Subsequent solutions percolating through the rocks 
tend to alter spodumene, so that most of it is admirably 
described by “ash-colored’”’ description. However, the 
possibility that gemstones of this mineral might one 
day be found should have been anticipated, for old 
feldspar workings at Branchville, Connecticut, yielded 
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by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


altered specimens with scattered residual transpatel 
lilac areas from which small gems could be cut. In 18% 
Pisani described small corroded crystals of yellowi 
transparent spodumene from Brazil, but this rept 
seems to have evinced no recognition of gem possibilit 
Then, in 1879, some yellowish and yellowish-g 
crystals of a mineral locally determined to be diopst 
another pyroxene, were found in association with 
green beryl crystals, emeralds, in North ~Caroll 
William E. Hidden, a mineral collector and d 
that vicinity obtained some of the specimens and 
them to Dr. J. Lawrence Smith, who identified the ; 
(Please turn to page 316) 
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The approach of Autumn portends an important 
season for Gemstone Rings. Elegant new mount- 
ings set off the dramatic beauty of genuine 


stones brought direct from world-wide 


sources. Stocks of Gemstone Rings— 


to retail from $25 to $5,000—are 


available for immediate delivery. 


Visit the R & S Display at the 
ANRJA CONVENTION: Booths 67-¢ 
Waldorf Astoria, New York — 











Modern 


Dignity with 


Mahogany 


ee ODERN but Dignified” was the description 

given the facade of the new Lednum jewelry 
store in Cambridge, Md. (see JC-K for September, 
1945.) Now, with remodelling completed, the interior 
bears out the same principles and, in many ways, sur- 
passes the store-front. 

The appearance of neat modernity is instant, once one 
steps into the store. Just at the left, inside the door, is 
a private diamond salesroom, handsomely panelled in 
mahogany and equipped with three chairs and a table, a 
telephone jack plug, gemstone collections and gem pic- 
tures on the wall. The floor is covered with a deep green 
carpet. 

Six built-in mahogany wall cases on the left side of 
the store are separated by a small wrapping section in 
the center. The first case is devoted to silver, the second 
contains Wedgewood china, and the third displays serv- 
ing trays. Past the wrapping section, the fourth case 
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C. Noble Lednum, owner of the Cam. 
bridge, Md., store, examines stones 
diamond display room in his store, 


The interior of the Lednum store, 
executed with careful attention to 
detail, relies for its substantial 
effect upon mahogany in the dis- 
play cases. Note the pleasant 
effect of recessed ceiling lighting. 


contains miscellaneous items such as coasters and sts 
tionery, the fifth case hand-painted bath and kitchen ac 
cessories, and the sixth case is devoted to clocks. The 
counters with glass tops on the left side feature ladies 
jewelry and rings, men’s rings, diamond rings, watch 
bands and miscellaneous masculine jewelry. 

On the right side of the store seven wall cases contail 
varied types of glass, leather goods, pottery, etc. A door 
way, dividing the cases in the center, leads to a store 
room where extra merchandise is kept. Counters on the 
right hand side of the store display costume jewelry, 
leather wallets and key cases, greeting cards, pens and 
pencils, pottery, perfumes, toiletries and music boxes. 

Across the rear of the store, built-in display cases cor 
tain a variety of seasonal, changeable merchandise. Be 
hind this display case, a glass partition separates the 
firm’s offices and repair shops from the rest of the stor 
A window opening in the partition permits the taking 
in of repair work, etc. 
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Right — View of 
the repair depart- 
ment of the Lednum 
store. The most mod- 
ern equipment ob- 
tainable is used in 
the shop and Mr. 
Lednum plans to set 
up a gemology lab. 












Below — Detail view of one of the 
counter sections in the Lednum store. 


























Starting from.serateh. (. Noble 
Lednum has, in nine years, built 
up a substantial jewelry business 


and a handsome retail store. 














* C. Noble Lednum, proprietor of the store, is unusual stock must be widespread and versatile. Virtually any 
in having chosen to enter the jewelry business after ac- item which adds to the jewelers’ volume without detract 
quiring a sound foundation in general business practice. ing from his reputation should be stocked, Mr. Ledn 
Originally trained as an accountant, he practiced that asserts. 
work for 13 years, then became an agent for dry shavers. According to the proprietor of Lednum’s: “We place 
At that time he decided to open a gift shop, in conjunc- quality above price, here. We welcome all kinds of tr 


but we feel that quality remains long after the price & 
forgotten—hence the satisfaction on which the jewelers” 
name is built. And I think our experience in building up 
to our present point since March, 1937, with no previous 
jewelry or gift experience and very limited capital, bears 
me out. But it takes hard work and living your business. 
America may continue to grow on ‘short hours,’ but 
America was not built that way.” 

Lednum’s believes in varying window displays- -thev 
are far from rigid. Sometimes the plain mahogany wood- 


tion with his wife, and from the gift business the jewelry 
store sprang. Learning the gift, watch and jewelry busi- 
ness, Mr. I.ednum enrolled in GIA courses, passing his 
examinations last February. He is now engaged in ad- 
vanced gemological studies in California, and planning 
to open his own gemology lab upon his return. 

Possibly as a result of his original gift business, Mr. 
L-ednum feels certain that a complete gift line is a wise 
maneuver for a jeweler. He bases this consideration upon 


the simple fact that many sales consist of rings for work is used in the front windows, other times two-toned 
newly-engaged couples. Having this knowledge, it is color effects are sought, and frequently velvet materials 
relatively simple for the jeweler to suggest tactfully the in a single hue are employed. Merchandise on display 
purchase of other items: glassware, china, ceramics, etc. is changed frequently, often weekly. According to Mr. 
While “big city’ jewelers can sell only diamonds and Iednum “Passers-by in a small town get tired of looking 






watches, in a small town such as Cambridge a jeweler’s at the same thing too long.”’ 
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On exhibition at the American 
National Retail Jewelers 
Association Convention and 


Trade Show in New York, August 12 to 15 


The amazing brilliance of the only totally faceted 
diamond is exciting nation-wide interest. See the 
Multi-Facet diamond and the vigorous advertising 


promotion plans solidly behind it. 


Booths #11 and #12 Hotel Waldorf-Astoria in 
New York. Auenust 12th to 15th 


i» “ y, - - 7 . . 
N AT IO ~ A LLY ADVE RTiShH D The name Nfl: Facer is stamped in cach ring 
Diamond Craft of America, 551 Fifth Ave., New York 
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Don't Be Afraid of Criticism. 





Miake it Work for You. Instead 


When customers complain or “gripe”’ it’s a sure sign that something 


is wrong. The wise merchant will encourage such complaints and then 


investigate them in order to get at the root of the difficulty. 


@e@ WF only all of my disgruntled customers would com- 

plain, I’d save a lot of money,” said a successful 
jewelry store operator recently. “But unfortunately,” 
he answered, “they all don’t. As a result, the things 
which upset people continue to exist, ever ready to irri- 
tate the nerves and the dispositions of others. I tell you,” 
he added, “customer criticism is definitely something to 
be encouraged—and thoughtfully needed.” 

And so it is. No better way has ever been invented to 
keep a jewelry store dealer’s public relations set-up to 
standard, than good, honest customer comment. A cus- 
tomer who will tell you the truth about the things he dis- 
likes in connection with your business is worth ten times 
his weight in public relations’ executives. 

Furthermore, the mere fact of a retail merchant letting 
it be known that he is inviting criticism in the effort to 
improve and maintain his service to customers, is in it- 
self a highly effective bit of advertising, because it reg- 
isters upon people’s minds the impression that here is a 
merchant who really has their interests at heart and is 
trying to take care of them in the way that they want. 
That’s a mighty good way of getting people to choose 
yours as the store which they want to patronize for goods 
in your line. 

It is.for these reasons that progressive jewelers and 
other merchants are going out of their way these days 
literally to “invite criticism.”” Furthermore, to be effec- 
tive this criticism may be either constructive or destruc- 
tive. If constructive, the customer himself points out a 
deficiency, and then proceeds to suggest the remedy; if 
purely destructive, the criticism can still be of value. A 
destructive criticism shows that a sore spot exists in a 
store's public relations: the remedy is up to the dealer 
himself. 


THE MORE THE BETTER 


The more criticisms the better. Every jeweler should 
aim at getting as large a percentage as possible of cus- 
tomer’s who have in some manner been offended by or 
disappointed in service or policy, to voice a complaint. 
Here are some ways really to invite customer criticism: 

1. Go directly to your customers, or, better, have your 
customers come to you. One merchant periodically in- 
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by LESLIE LINCOLN 


vites six people to the store for a conference. At this 
conference, he has refreshments and gifts for those who 
attend. He explains to them very carefully the purpose 
of their visit—simply to tell him what they as individ- 
uals do not like about the store, or what improvements 
they can suggest. In addition to this, he learns from 
them what they particularly like about the place. With 
this information at hand, he is then in a position to elim- 
inate the bad, and give more of the desirable. 


CAREFUL SELECTION USED 


This merchant is careful to select people who repre- 
sent the bulk of his customers. Thus, the jeweler with 
a preponderance of working-class families as customers, 
would select labor representatives; the jeweler serving 
mostly a white-collar clientele would pick for his panel 
business and professional people. 

Members of the panel change with each meeting. In 
this way, the merchant is assured of fresh viewpoints, 
and can get a broad picture of the public attitude toward 
his store. 

2. Prizes for the best suggestions on how a store may 
be made more appealing or convenient to the individual 
customer are also an excellent means of obtaining un- 
known suggestions. Ads, announcing the prizes may be 
run in daily papers, and suggestion blanks given out in 
the store. There is double merit to this plan as it not 
only draws customer comment, but also draws customers 
to the store to look it over for ways it can be improved. 
(And, who can say what a customer will buy while he’s 
in the store looking around!) 

3. Not practical for the ordinary jewelry store oper 
ator, but éffective in the very large store is the placing, 
at strategic spots around the store, of telephones lead- 
ing directly to the desk of the man handling public re 
lations. Signs near the phones encourage the customer 
to lift the receiver and make any suggestions about the 
store which he cares to. 

4. Suggestion boxes—with pencil and pad nearby— 
occasionally give up some good ideas. Often a Casper 


Milquetoast customer who is too timid to air a gripe ¥ 
(Please turn to page 322) 
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AN OUTSTANDING MEMBER 


, OF OUR 


Magic Circle’ tamu 
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Me, Aaonel Sox 


OUTSTANDING JEWELER, DISTINGUISHED CITIZEN 
MANSFIELD, OHIO 
* 





We are pleased to introduce another distinguished member of our Magic Circle family. The name ‘‘Sam Fox” has not 
only meant a name of integrity in jewelry, but it has occupied such distinguished posts as Past Commander of the 
American Legion and honorable service with Selective Service during World War Il. We are proud of the success of this 


fine store with the Magic Circle diamond. A few exclusive franchises still remain. We shall welcome your inquiry. 
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DIAMONDS 


REGISTERED IN THE U.S. PATENT OFFICE 





No. 2 of a series 










MGIC CIRCLE DIAMONDS ARE A PRODUCT OF RUDOLPH DEUTSCH CO., CLEVELAND 15, OHIO 
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Courtesy Credit 
Card Stimulates 


New Business 


Paid-up accounts are urged to 
“drop in and look around” in 
the scheme devised by Elebash 


Fewelry Co.. Montgomery. Ala. 
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A PRACTICAL means of stimulating sales while at 
the same time building up good will is the “Cour- 
tesy Credit Card” developed by Elebash Jewelry Com- 
pany, Montgomery, Ala. 

John Malcolm, manager of this progressive store (one 
of four distributed in southern cities) hit upon the idea 
of the card when research into paid-up accounts revealed 
that many customers were not coming in after their orig- 
inal purchases had been paid for—even though they’d 
kept up to the minute with payments or paid up in ad- 
vance of the final date. Consequently, an appreciative 
letter of thanks and the credit card were worked out to 
stimulate farther buying in the future. 

As soon as an account is paid, it is the responsibility 
of the bookkeeping department to pass a note concern- 
ing it to the store's “social secretary’’—a girl whose job 
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This letter and an accompanying card are 
sent to customers and a special gift is 
offered as an added incentive to come in. 


is direct mail and personal promotion. Sent out imme- 
diately, is a clever letter printed on heavy paper which 
folds up to make a very presentable pass book or card 
holder. Inside, under the store’s letterhead, is a person- 
alized message which points out that the store has just 
written “paid in full” across the original account card, 
and expressing appreciation. It points out that the store 
wants to offer this customer special credit privileges not 
extended to the general public, and attaches a courtesy 
card bearing a number which will enable the customer 
to make any purchase without a minute’s delay. The 
card, it explains, is also a handy credit reference for use 
in other stores, and will serve to identify the customer 
whenever necessary. 

The card itself is on stiff white cardboard, and states 
that the person whose name is typed on it is owner of at 
approved account.” Any salesperson will honor it with- 
out question. 

More than 30 per cent of the paid-up customers sem 
these cards since the idea went into effect, have returned 
to make further purchases, according to the Elebash 
store, and many more have dropped in to remark about 
it. “We feel that a good cre adit customer who pays bills 
regularly is a valuable asset.”” Mr. Malcolm summed ™p: 

“and this is one good way of demonstrating that helief.” 
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Diamonds 


Originators of 
STANDARDIZED 
DIAMOND RINGS 


2 West 46th St. New York, N. Y. 
































Lady Randolph Churchill wore less 
jewelry than most ladies of fashion 
in the bejewelled ‘70's. Here she 
wears pearls and diamond stars. 


Fashions Are 


Ever Ghanging 


ow fashions, like fashions in clothing, in art, 
even in ideas, reflect the world in which they flour- 
ish. When the old Jewevers’ CircuLar made its debut 
77 years ago jewels were possessed only by the few— 
the very few—because wealth was in the hands of a tiny 
minority and there were literally only “400” in fashion- 
able society. Today, with the wider distribution of 
wealth, more education, more leisure, jewelry has, so to 
speak, left the classes and found its way to the masses. 

The story of its progress, from royalty, then to the 
moneyed few and finally to the feminine equivalent of 
the much talked of common man, is a fascinating one and 


takes in a good deal of our social history in the telling. 


In Queen Victoria’s daily journal—like a school-girl 
she wrote in her diary every night until she was 80— 
she describes how all her children and grandchildren 
came to breakfast with her on her Jubilee morning. At 
her place was a beautiful jewel-box containing a mag- 
nificent diamond chain, its snap formed by the Crown 
and the two dates, 1837-1897. To the service at St. 
Paul’s, she writes, she rode away in “a very pretty 
bonnet trimmed with creamy white flowers and white 

(Please turn to page 278) 
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Dorothy Lamour models a new 
fashion in diamond tiaras. She 
wears it over the brow instead of in 
traditional queen's coronet style, 





Typical of the current return to 
the lavish is this larger-than-life 
"Spellbound" brooch which was 
designed by Harry Winston, N. Y. 
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Genuine Oriental Pearls 








Birthdays... 
Holidays... 
Graduations 
Confirmations 


Advertised on the Air 


NECKLACES from $10.00 14 K GOLD CHAINS INDIVIDUAL BOXING 


Prices Keystone 
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C25—$67.50 
PEARLS fer ADDITIONS trom $5.00 





ANNIVERSARY PEARL CO. 
48 West 48th Street, New York 19, N. Y. 


Sold Thru Leading WHOLESALERS Everywhere 
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Anniversary Pearls are always Genuine Natural pearls, never cultured or imitation 
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aigrettes and some black lace . . . with my beautiful dia- 
mond chain sparkling around my neck.” She speaks of 
feeling ‘“‘so much dressed so early in the morning,” but 
she enjoyed it hugely. 

This necklace, by the way, did not contain the famous 
650-carat Jubilee diamond, which was discovered in the 
Queen’s domain in South Africa two years before and 
cut during her Jubilee year. 

Queens did a great deal to make diamonds fashion- 
able and desirable, As we begin this retrospect there 
was a famous and beautiful but unpopular woman on the 
throne of France. Her name was Eugénie and her dress- 
maker was Worth. This is almost as important as the 
fact that her husband was Napoleon III. From Eugénie’s 
marriage in 1853 to the German invasion of France in 
1940, Paris was the fashion capital of the world for dia- 
monds, dresses, millinery, furs and every class of finery. 

It was the Germans who put Eugénie out of Paris in 
1870. The city went into revolution on word that the 
Emperor, who was with his troops, had been captured 
and that the Germans were marching on Paris. 

Eugénie could never face the fact that the mob would 
probably turn on her before they met the enemy, but her 
maid was of the people and knew what was coming. She 
dumped all the jewelry she could lay hands on into 
newspapers spread on the bed, wrapped it up like old 
shoes to be mended and gave the parcel to one of the 
ladies-in-waiting. The pieces indicate what was in fash- 
ion then, and any one of them could be worn today. 
There was, for instance, a spray of diamond lilacs and 
one of cornflowers, a big diamond anchor of the French 
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A review of the trends in 
jewelry styles from the 


Seventies to the present. 


by DOROTHY DIGNAM 


Keeping jewels in the vault was 
not popular in the ‘80's, at least 
with queens. Here, Alexandra of 
England wears a fabulous parure. 


The Queen's modern American 
counterpart, the society matron, 
attends the opera wearing jewels 
to enhance her upswept coiffure. 


navy, a bracelet of diamond-and-turquoise forget-me- 
nots. 

When the populace stormed the palace two days later 
and the Empress was preparing to flee, she thought of 
her jewels and rushed to get them. They were gone, of 
course—even the 51-carat Eugénie diamond, which had 
been her wedding gift from the Emperor. But she and 
the gems were safely reunited in England and their sale 
at Christie’s some years later brought more than $250; 
000. 

The German siege of Paris in 1871 was long drawn 
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Once Again... 
advertised more than an D) 
other cultured pea rls 


Watch for our full-page, full-color 


fall campaign, starting on October First. 


Awarded highest honors for quality at two world’s fairs 


The only cultured pearls that are registered and insured for your protection 


IMPERIAL PEARL SYNDICATE 


Booth 509-510, at the American National Ketail Jewelers Convention 


Chicago - 5 No. Wabash St. New York - 607 Fifth Ave. Los Angeles - 607 So. Hill St. 


FOR AuGusT, 1946 





Lackritz of Hollywood designs 
jewelry like this for stars of today 
like the beautiful Rhonda Fleming. 


out and when the war ended, the enemy kept two of 
France’s provinces, Alsace and Lorraine. The jewelry 
trade, it is reported, ‘came back” immediately through 
the sale of all kinds of insignia depicting these two states 
in chains and France with her palms of mourning. 

Women bought brooches, crosses, pendants and me- 
dallions, and men ordered stickpins set with the arms of 
the two provinces in diamonds and enamel. 

But France was not the inspiration for the new dia- 
mond design in the '70’s and ’80’s. Strangely enough, it 
was South Africa. The new fields were fabulous and 
have since produced three-quarters of all the known dia- 
monds in the world. The former diggings in India and 
Brazil were now referred to as the old mines and gave 
their name to “old mine cuts” because the diamond pol- 
ishers in Antwerp and Amsterdam were busy improving 
the brilliant, working with the new stones from South 
Africa. 

Single large gems became the fashion, set in eardrops, 
pendants, fringed necklaces and diadems. One of the 
favorite fashions was the riviere of large brilliants, 
mounted one after the other with as little metal showing 
as possible. These were worn as chokers, loose neck- 
laces or festoons across the bodice. Queen Alexandra of 
England had strands of diamonds that reached to her 
knees. 

By the 1890’s, in America, our pioneer crop of “first 
families,” that had hunted, trapped, piloted steamboats, 
built railroads and bought up real estate. constituted a 
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Editor's Note: Dorothy Dignam’s engaging hi 

of modern jewelry fashions was to have appeared 
in the Diamond Jubilee issue of THe Jews 
CircuLar-Keystone, scheduled for publication # 
1944. The wartime paper shortage prev 
proper celebration of JC-K’s seventy-fifth ange 
versary but Miss Dignam’s article remaing 
interesting as ever so it is herewith published agg 
special feature. 4 


Edna May, the "Belle of New 
- York", never went out without a 
complement of jewels. Here she 
wears a pearl dog collar and 
an impressive diamond necklace. 


moneyed aristocracy, and more millions were being made 
by newcomers in steel, mining, manufacturing and 
stock market. 
This generation looked to the courts of Europe for if 
social pattern. They bought and owned their boxes at tit 
Opera, and the women sat as rigidly as on thrones, we 
ing their tiaras—which looked like crowns from the] 
front, anyway! They bought European titles for theit 
marriageable daughters and were referred to as “society” 
queens.” Your town had one! Chicago had Mrs. Potter) 
Palmer; Philadelphia, Mrs. Alexander Van Rensselaety) 
born Sarah Drexel. In Kansas City it was Mrs. J. L. dD. 
Morrison; in Louisville, Mrs. Charles T. Ballard: 
Springfield, Illinois, had Mrs. James W. Patton, and 
Richmond, Indiana, the aristocratic first Mrs. William 
B. Leeds. 
In the day when houses were built with ballrooms and 
art galleries, it was at large private balls and at sult 
(Please turn to page 322) 
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Wm. V. SCHMIDT Co., Inc. 
30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
* SCHMIDT means Everything in Stones * ) 








Bible “Gems~ 
Sell Jewels Today 


EWELS from the Bible are selling jewelry for the 

Archie Tegtmeyer Jewelry Store, according .to 
Robert F. Mixdorf, vice-president and general manager 
of the Milwaukee firm, located at 10 Plankinton Arcade, 
in downtown Milwaukee. 

Every Saturday, on the Milwaukee Journal page 
which features religious news and church announce- 
ments, Archie Tegtmeyer Jewelers, Inc., sponsor a six- 
inch long, one-column wide, boxed-in advertisement in 
which there appears only a quotation from the Bible. 
plus its source; and with the name and address of this 
firm on the bottom. 
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Merchandise and price are never mem 
tioned in ads; the only reference t 
jewelry is well known store signature, 


Small ads featuring Bible quotations and 
appearing each Saturday on the church news 


page bring favorable response to jeweler. 


by SYLVIA SCHUSTER 


Simple dignity and deep sincerity mark this advertise 
ment. There is never any price mentioned; never aly 
boosting of their products; never any more than just 
the jeweled words of the Bible. 

This ad, so outstanding in reader-appeal and dignity; 
has multiplied sales for this firm. When newspapéet 
readers turn to the church page for news of their ow# 


places of worship, this ad catches their eye for a restful 
(Please turn to page 324) 
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THE MOST DIVERSIFIED 
STOCK OF QUALITY STONES 
IN THE WORLD! 


Here is one of America’s most sales-commanding collections 
of popular precious, Skt precious, synthetic and 
imitation stones . . . ready to grace the proud creations of 
the country’s foremost creative jewelry manufacturers. 
Here, blazing with dramatic brilliance born of perfect 
precision cut, are quality stones of every shape, color and 
description. . .every one masterfully measured and 
accurately sized with traditional K&B craftsmanship. 
This significant perfection is inevitably evoking a new 
dynamic interest on the part of jewelers everywhere. 
Anticipate the retail demand of alert merchandisers who 
recognize the compelling effectiveness of K&B stones. 
Earn the confidence and the loyalty of a discriminating trade 
by using a stone source of unequalled excellence .. . 


Kittay & Blitz, Inc. We invite your consideration. 


KITTAY wo BLITZ nc 


22 WEST 48 ST., NEW YORK 19, N.Y. 


IMPORTERS AND CUTTERS... PRECIOUS .. . SEMI-PRECIOUS . . . SYNTHETIC AND IMIFATION QUALITY STONES 


POR AuGUST, 1946 











-- - A Merchandising Primer 


Peridot, the gem quality of the 
mineral olivine, is known as the 
“evening emerald." Large deposits 
are rare and these specimens are 
from the collections of the Ameri- 
can Museum of Natural History. 


A condensation of the facets and fiction on the 
birthstones in an easy-to-read form for jewelers 


to pass on to their customers. 


HE lovely bottle green color of the peridot, birth- 

stone for those born during August, shows to much 
better advantage under artificial light with more fire 
and has thus earned for this stone the soubriquet of 
“evening emerald.” Actually this stone is the gem 
quality of the mineral olivine. Most precious of the 
gems have a true bottle green color of varying depths, 
the tint of which is said to be imparted by presence of 
ferrous oxide. The less valuable stones tend to a more 
yellow color, imparting a less attractive olive-green 
shade. 

The family mineral olivine, of which the peridots 
comprise the precious variety, is very common. The color 
of olivine may run from a yellowish shade, through 
brown, to black, but is rarely transparent enough to be 
suitable for cutting. On the other hand, peridots are 
uncommon but when found are generally large enough 
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and of sufficient transparency to make an attractive 
stone when cut. 

Peridot, large and transparent enough to be worth @ 
ting for jewelry purposes has been derived princip 
from one source—the island of St. John’s or Zebirg 
in the Red Sea. This mine has been in existence 
Biblical times and is thought to be the island menti¢ 
by Pliny as the source of the stones he called topaz 
a singular green color. In fact, the “topaz” of the B 
in the breastplate of Moses was actually today’s peri 

Other localities are known as a source of peridot 
none of them important enough for exploitation. i 
green crystals have come from Queensland, in Australiay” 
and other similar crystals have been found near the ra 
mines near Mogok, in upper Burma. Since the diam 


ferous blue ground in the South African mines is a 
(Please turn to page 325) 
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lockets, rings, cuff links 


SOMERS-ERNST CO., Inc. 


O. J. SOMERS CO. Diamond Importers 
42 WEST 48th. S Sees, NEW VOR i Fae S Poacs 


tered 7207 S$.  BROADWAYVaeeeo ANGELES, CALIFORNIA 
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Confidence Creating Methods 


Shopper survey of retail jewelers in New York area 
shows high-pressure salesmanship is common; 
buyers repelled by ignorance and over-eagerness. 


F the facts disclosed by a recent study of retail 

jewelers in Greater New York are typical of the 
country as a whole, there’s a crying need for a lot of 
improvement in jewelers’ selling methods. 

To find out how his merchandise was being sold from 
retailer to consumer, one of the larger manufacturers of 
diamond rings last month hired a newly discharged young 
veteran of nice appearance and sent him out to call on 
jewelry stores posing as a young man about to be mar- 
ried and wanting to buy an engagement ring. 


~ W WW \ ( Mh W MVM 


“WANTS Dor \EILER 
= | 











Jewelry stores rank high in appearance. 


He was instructed to say nothing to indicate any 
knowledge of diamonds in general or of his employer’s 
line in particular, but merely to ask the usual questions 
about prices, values, etc., which are put by an unin- 
formed member of the general public when buying a 
diamond ring, and to inquire about some of the branded 
lines whose “advertising he had noticed in the maga- 
zines.” 

















High p:essure tactics repel customers. 


A detailed report was turned in on each call, sum- 
marizing each interview and setting forth such points as 
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the appearance of the store, the impression whieh the 
jeweler created as to his knowledge of his business, and 
the extent to which he inspired confidence in his 
lability and his merchandise, 


Go Away! COME 
on BACK WHEN |'M x 
se a __ NOT BUSY/ 


‘ why. 7 
n, LY 











Too busy for business? 





The results are something which every ‘jeweler would 
do well to ponder and see if his own methods may mot 
need some improvement in the light of these findings, 

Irom the standpoint of physical appearance and a 
tractiveness jewelry stores rank high. Of all the estab 
lishments visited by the investigator, 70 per cent were 
rated as being decidedly attractive, and 22 per cent ® 
average or a little better. Only 8 per cent were classed 
as definitely uninviting. 


WHY PAY FOR 5 5% 


—— 3 
~~ SO 








Atiempts at switching’ are common. 


But the selling practices within those stores are # 
other story. Only about one out of every three—37 p# 
cent—dealt with the customer in such a way as to inspite 
his confidence in the jeweler’s reliability or knowledge 
er the honest value of his merchandise. 

(Please turn to page 326) 
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Bondod ee TO ASSURE LASTING 


CONFIDENCE + 


FULL COLOR ADS 
IN LEADING NATIONAL 


MAGAZINES 


Plus These Additional 
Important Promotion 
Features 

+ Window Displays 

+ Counter Displays 

+ Newspaper Ads 

+ Dealer Ads 


+ Radio Spot 
Announcements 
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BONDED DIAMOND RINGS 


Each brilliant Cardinal Diamond Ring is bonded to meet exacting 
standards of quality and value... to create customer 
confidence and sales. To promote this unique selling idea... 
an actual bond given at the time of purchase... Cardinal Bonded 
Diamond wedding and engagement rings are continuously 
promoted in dramatic full-color ads in leading national magazines, 
plus a full schedule of powerful merchandising and 


promotional features. Write today for information. 


CARDINAL DIAMOND SYNDICATE 


7 BAUMAN-MASSA JEWELRY CO., Saint Louis, Missouri 
M. B. BARKAN COMPANY, Milwaukee, Wisconsin 








The facade of the new Lindel's 
store presents an attractive 
appearance. Combining the 
“open front" with recessed dis- 
play windows allows prospec- 
tive customers to window-shop 
even in disagreeable weather. 


POST-WAR trend in store design, that of the “open 

front,” finds an excellent application in the new 
jewelry store of Lindel’s, in Toledo, Ohio. Through a 
maximum use of glass, and clever interior arrangement 
of the store, customers are permitted to view not only 
the merchandise of the window displays, but the entire 
interior of the store. 

The “open front” principle, as its name implies, makes 
maximum use of glass in both windows and doors. In ad- 
dition, window displays are backed with glass rather 
than the traditional drapery or board backing, providing 
maximum visibility. 

In addition to utilizing the “open front” principle for 
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View of the interior of the 
new Lindel’s store, taken 
from the rear and facing the 
“open front’. Note the way 
wall cases have been set at 
an angle in order to relieve 
the monotony of flush cases. 


the Lindel store, Bellman, Gillet and Richards, Toledo 
architects, improved upon the idea by recessing the 
facade of the store. Located seven feet behind the builé 
ing line, the window displays and store interior can lt 
viewed by prospective customers who are entirely undet 
cover. This idea is most valuable in poor weather whet 
un-recessed windows are hurriedly passed by in an effort 
to escape the rain. 

Temporarily, the first floor facade of the™ store # 
glazed with an attractively painted substance. Ulit 
mately, when materials become available, it will be faced 
with a soft color, matt finish structural glass. The firm’ 
signature, distinctively lettered as it appears in adver 
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"Our office facilities available to our out-of-town friends during the New York August convention.” 
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Opening day at Lindel’s 
saw a huge crowd appear- 
ing to look over the new 
store. Public interest 
was aroused by use of 
radio and newspaper ods. 


Interior of the store as 
it would appear to a win- 
dow-shopper outside. The 
lighting is designed to 
show jewelry at its best. 


tisements and on stationery. is reproduced in neon let- 
tering over the front of the store at the building line. 

In the interior of the Lindel store, the designers have 
attempted to shy away from traditional display tactics. 
Wall cases of maple and glass have been arranged in an 
angtlar fashion thus presenting a maximum display of 
merchandise and, at the same time, eliminating the long. 
monotonous straight lines of the normal display-case lay- 
out. Above the wall cases the plaster wall is painted a 
soft tan, in a rather dark value. This sets off the well 
lighted cases and the merchandise to the best possible 
advantage. 


Asphalt tile is featured on the floor of the store in a 
rectangular pattern of green. grey and black. The ceil 
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The new Lindels store in 


Toledo, 0O.. represents the 





epitome of careful store 
design in accordance with 


the most modern practices. 





ing. of acoustical board, contains flush-type fluorescent 
lighting units with egg-crate baffles and square inca 
descent units. This latter detail provides uniform light- 
ing throughout the store with approximately 70 foot 


candles at the sales level. 

Although the Lindel store is large, measuring 40 ft. 
wide by 120 ft. deep. it appears to be even larger as @ 
result of the judicious use of floor-to-ceiling wall mirrors 
at strategic points. A simple and attractive stairway Jead- 
ing to the second floor sales area: is visible from the 
street. thus informing the prospective customer that the 
first floor area is not the only display section in the stor 

The new I indel store. owned and overated by Ben 

(Please turn to page 329) 
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TRUBLAK 


TRADE MARK 
OF a 
THE FINEST GENUIN 
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“TRUBLAK” genuine Black Onyx Ringstones are made 
o} finest selected Brazilian agate, sugar honey dyed of 
guaranteed permanent black color. No artificial dye stuffs 
are used in the rations from the split. 
ting of the rock t Jinishing of the Stone are made in our 
own plant under minule and careful Supervision. 
e guarantee unreservedly absolutely accurate fit, finest 
"wor manship and superb finish, "No better Stones hay 
veen made anywhere at any time. 


of 
ever 


ADOLE MELLER 
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} 5S ‘ e e e e PROVIDEN  (¢ E 4 I ( - | N 
387 -o STREE 
; BE’ . rR 


oR Aucust, 1946 





Baek Order Form 


Simplifies Records 


Heavy demands for goods which are still scarce on jewelers’ 


shelves tax retailers who are doing utmost to satisfy customers. 


Simple record form assures business when goods are available. 


by ERNEST W. FAIR 


N these days of shortages, wise jewelers are doing 

more than just telling customers that they will have 

the merchandise later and to come back in a few weeks— 

they are trying to sell the customer right then and there 

to make sure he does make his purchase in their store 
and not in some other. 

Shown here is a “back order” form for use by the 
store and for giving customers a “priority.” It is made 
in two parts, the lower section detachable by a perfora- 
tion between the two. The upper portion serves as the 
store’s record of the sale and priority with which appli- 
ances are to be sold to the customer holding this reserva- 
tion; thus assigning specific rotations on every type of 
jewelry item and avoiding possible ill-will through mis- 
takes in alloting such merchandise. 

The store record contains space for priority number 
on the item, name and address of purchaser, the item, 


make, model number and other data, price plus tax, total 
price, amount paid with order and space for checking 
how the balance is to be paid. A space is also set for the 
date delivery has been promised since many customers 
are buying for specific dates rather than for priorities, 

The bottom half of the form is to be given the cus- 
tomer and serves as evidence of the jeweler’s good faith 
as well as a receipt for any down-payment made on mer- 
chandise. It is so worded that no specific guarantee of 
anything is given the customer other than that the pri- 
ority number on the merchandise will be kept and pro- 
vides for cancellation or refund of down payment should 
the store so desire. 

Thus it serves the purpose of not tying the jeweler 
down but also giving the customer evidence of the jewel- 
ers good faith and serves as written record of promise 


of delivery which cannot be disputed whereas verbal 
‘ (Please turn to page 829) 





PRIORITY 
a dse ect nie wks ceewes diese | rT errr rrr er , 1946 
EY bile Diaidk aise 5- ie baw ADS b9 EST AWE REE RE CEREUS 0 oda awd Oa SA aine emcee 
Rn ee ee ee ee eT ee ee TT eee eT TC 
eign e nas 6G ea bi aadenekih eve naweam seks ON EET eR ry Tr rer 
CN lei oi wis pig Geli sree Tree 
is 26 bswekees ee asaay NE ng ced daeit ene cs Total Price $......-++++++++* 
Amount PAld With OPASE DWH. ...cccccccccccscescccecccccccecccccccs © —«-—s Ma eo So eonenemmum 
This sample record form for future Balance due ( ) on delivery ( ) on account ( ) | Peer 
orders assures good feelings on Date Gelivery promised... 2. ccccccccvcccccccsccvcvcvcvevccccsesscssovvcecscsccssssseeses aries 
the part of customers. Top half Salesman stateeeseereneeecsscesesseesssssuscaseseassasescnsenesscsseeseness sees esses eeitt 
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bottom half, customer's receipt. PRIORITY FOR MERCHANDISE DELIVERY 
THE XYZ JEWELRY COMPANY BP 
Prisety NUMPEF. .ccocccccecss errr rT 


by The XYZ Jewelry Company for delivery Of... cccccccccccccccccccccccccccccc les eebeeeen 


BACK ORDER INSTRUCTIONS 
THE XYZ JEWELRY COMPANY 


upon receipt of merchandise by the Company, at an estimated date Of.......--sseerseerte™ 
It is understood The XYZ Jewelry Company does not guarantee delivery of this item on 
the above date but does guarantee delivery in accordance with the priority number_shown 
upon the availablity of this item, but cannot assume any responsibility for non-delived 
of the above item. Should delivery be impossible on the above date, or any other pe 
refund of deposit will be made upon request by the customer. 

Total Pries §...0cceces Deposit herewith acknowledged $.....°... Balance due Pees 


ooeneer 
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For The XYZ Jewelry Company 
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We mean thai. . . sincerely! While you're in New York 
a for the Big Show at the Waldorf, please remember that 
2s you have a standing invitation to attend our week-long 
me \ “OPEN HOUSE” celebration. You'll have ‘an. opportu- 
Bae nity to see one of the most complete | and ‘modern i man- 
ufacturing plants i in the entire jewelry industry ..- you'll 


get a grandstand review 0 ,new jewelry creations 







in commodious, bea stifully- ppointed showrooms . . . 
osal, the spdcious office fa- 


4 ve | cilities of the Kuris organization for your own private use. 





and you'll have, at your di 


So... visit us. We'll be looking for you! 
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Diversified Program For ANRJA Convention 


(From page 228) 


The convention officially opens on Monday, Aug. 19 
but Saturday, Aug. 10, the meeting of the Executiy 
Committee of the ANRJA will be held and on Sunday 
Aug. 11, from 1:00 to 6:00 P.M., registration desks 
be open for early visitors in the Silver Corridor on ¢ 
convention floor of the Waldorf. 

Registration will begin again on Monday and exhibits 
will open at 9:00 A.M. At 12:30 P.M. the National and 
State Officers’ Luncheon will be held in the Wedgewoo 
Room, followed by a general discussion of association: 


Madison, 15 E. 58th St.; New Weston, Madison Ave. 
and 50th St.; Park Lane, Park Ave. and 47th St.; Plaza, 
Fifth Ave. and 59th St.; *Roosevelt, Madison Ave. at 
45th St.; Ritz-Carlton, Madison Ave. at 46th St.; *Shel- 
ton, Lexington Ave. at 49th St.; *Sheraton, Lexington 
Ave. and 87th St., and St. Regis, Fifth Ave. at 55th St. 

These are only a few of the hotels available in the city 
and so it is suggested that if members are used to 
stopping at another hotel while in New York, that they 
make reservations there, to relieve somewhat the burden 








on the hotels above. 





PROGRAM OF EVENTS 


41st Annual Convention, American National Retail 
Jewelers’ Assn., Waldorf-Astoria Hotel, New York, 
August 12-15 


Saturday, August 10 
Meeting, ANRJA Executive Committee. 


Sunday, August |! 


1:00 P.M. to 6:00 P.M.—Registration of members and visitors, 
Silver Corridor, Waldorf-Astoria Hotel, Convention 
Floor. 


Monday, August 12 
8:00 A.M.—Meeting of ANRJA Executive Committee. 
9:00 A.M. to 7.00 P.M.—Exhibits open on all exhibit halls on 
Third and Fourth Floors. ; 
9:00 A.M. to 7:00 P.M.—Registration, Silver Corridor. 
12:30 P.M.—National and State Officers’ Luncheon, Wedgewood 
Room, Lobby Floor, followed by Conference,-Kénneth 
1. Van Cott, Binghamton, N. Y., Vice President, 
North-Eastern Region, ANRJA, Chairman. General 
discussion of Association methods of procedure. 
7:00 P.M. to te P.M.—Registration, Wedgewood Room, Lobby 
Floor. 
8:30 P.M.—Opening Convention Session, Wedgewood Room, 
Lobby Floor. Durward Howes, Vice President, Pacific 
Region, ANRJA, Chairman. President's Address, C. 
|. Josephson, Jr., Moline, Ill. Address by nationally 
— speaker, name to be announced at a later 
ate. 


Tuesday, August 13 
9:00 A.M. = P.M.—Exhibits open. Registration, Silver Cor- 
ridor. 
10:00 A.M.—Convention Session, Maurice Adelsheim, Minneapo- 
lis, Minn., Vice President, Central Region, ANRJA, 
Chairman. Speakers will include: 
Sydney H. Ball, Rogers, Mayer & Ball, New York, 
"Diamonds"; 
C. M. Kendig, President, Hamilton Watch Co., 
and President, American Jeweled Watch Mfgrs. 
Assn., Lancaster, Pa.; 
S. Ralph Lazrus, Benrus Watch Co., President, 
American Watch Assemblers Assn., New York; 
G. H. Niemeyer, President, Handy & Harman, 


(Please turn to page 298) 


Robert B. Abbott, Lowell, Mass., President, 
Island RJA; 

Charles P. Coster, Rochester, N. Y., President, 
York State RJA; 

William G. Drosten, St. Louis, Mo., former 
President, Northwestern Region, ANRJA; 


William Gibson, Chicago, Ill., former President Ne 


tional Association of Credit Jewelers; 


H. A. Goldberg, Portsmouth, Va., President, Vin 


ginia RJA; 
Leonard Helfer, Pittsburgh, Pa., President, 
sylvania RJA; 

A. N. Slavick, Slavick Jewelry Co., Los Ange 
Calif., former Vice President, Pacific Region, ANRd 
Walter R. Thomas, Atlanta, Ga, F 

Georgia RJA. 


3:30 P.M.—Jewelry Industry Publicity Board. W. Waters Se 


Chairman, and John W. Darr, President of the In 
tute of Public Relations will outline in detail the 
and purposes of the present publicity campaign, 


Wednesday, August 14 . 
9:00 A.M. to 9:00 P.M.—Exhibits open. Registration, Silver G 


ridor. 


10:00 A.M.—Convention Session, Wedgewood Room, Alvin 


non, Tampa, Fla., Vice President, Southeastern 
gion, ANRJA, Chairman. Speakers will inches a 
William G. Thurber, Providence, R. I., 
ANRJA Silver Committee, "Silver Situation" 
GS. Irving Baily, Washington Representati 
ANRJA, "Washington Doings"; 4 
Ralph G. Sentman, American Retail Fed 
"Vocational Training for Returned Veterans"; 
Harry D. Henshel, Vice President, Bulova 
Co., “Rehabilitation of Disabled War Ve 
Leon J. Engel, J. Engel & Son, Baltimore, Md., 9 
President Natiénal Wholesale Jewelers Assn, ” 
Viewpoint of the Wholesaler." 


2:00 P.M.—Special Session for Retail Jewelers, Frank 


Parsons, Kas., Vice President, Northwestern 
ANRJA, Chairman. Speakers will include: 
Charles S. Telchin, store architect, New Y 
"Modernization"; : 
Edwin S. Freed, New York, "Store Display". 
outstanding authority on advertising, and ¢ 


Evening—Concert by Longines-Wittnauer Symphonet, | 


negie Hall, 57th Street. 


Chairman Jewelers’ Vigilance Committee, New York. Thursday, August 15 3 

(Subject to be announced) 9:00 A.M. to 1:00 P.M.—Exhibits open. Registration, Si 
Martin Untermeyer, Untermeyer-Robbins Co., Pres- ridor. 

ident, Jewelry Crafts Assn., New York, "Gold and 10:00 A.M.—Convention Business Session ANRJA Preside 

Platinum Jewelry"; Josephson, Jr., presiding. Reports of off 
Edward O. Otis, Jr., Executive Secretary NEMJ&SA, standing committees. Reports of special ce 

Providence, R. I., “Future of Costume Jewelry." committees. Credentials, resolutions, non 
Elmo Roper, Economist, Marketing Expert and elections and installation of officers, Past 

Forecaster, New York, (subject to be announced). Charles J. Michaels, Hartford, Conn., presid’ 

2:00 P.M.—Retail Jewelers’ Clinic, Discussion of problems and sug- M.—Reception. ‘ 

gested solutions, Hoyt T. Purvis, Jonesboro, Ark., Vice ‘M.—Convention Banquet. 

President, Southwestern Region, ANRJA, Choirmen. .M.—Entertainment. 

Speokers will include: .M. to 12:00 midnight—Dancing. 
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DIVERSIFIED PROGRAM FOR ANRJA CONVENTION 
(From page 296) 


methods of procedure with Kenneth I. Van Cott as chair- 
man. 

Monday evening the opening convention session will 
get under way at 8:30 P.M. in the Wedgewood Room 
with Durward Howes, of Los Angeles, as chairman. 
C. I. Josephson, president of the ANRJA will address 
the members and he will be followed by a nationally 
prominent speaker whose name has not as yet been 
announced. 

Tuesday the convention session will be under the 
chairmanship of Maurice Adelsheim, of Minneapolis, and 
various leaders in the several fields of the jewelry trade 
will discuss the aspects of their phase of business. 

At 2:00 P.M. a Retail Jewelers’ Clinic will be held 
with a discussion of problems and suggested solutions by 
several widely known retail jewelers. Hoyt T. Purvis, 
vice-president of the Southwestern Region of the 
ANRJA, will act as chairman. At 3:30 P.M. a meet- 
ing of the Jewelry Industry Publicity Board will be held 
with W. Waters Schwab as chairman. John W. Darr, 
president of the Institute of Public Relations will out- 
line in detail the plans and purposes of the publicity 
campaign. 

Wednesday, Aug. 14, the convention session will open 
at 10:00 A.M. in the Wedgewood Room with Alvin 
Magnon, of Tampa, Fla., as chairman. Speakers will 
include William G. Thurber, of Providence, R. I., chair- 








man of the ANRJA Silver Committee, who will discuss 
the silver situation; G. Irving Bailey, Washington repre. 
sentative of the ANRJA, who will talk on Washington 
doings; Ralph G. Sentman, of the American Retail Fed- 
eration, will discuss vocational training for veterans; 
Harry D. Henshel, vice-president of the Bulova Watch 
Co., will tell of the work of his company in the rehabili- 
tation of disabled veterans; and Leon Engel, of J. Engel 
& Son, Baltimore, will talk on the wholesalers’ situation, 

A special session for retail jewelers will be held Wed- 
nesday afternoon at 2:00 P.M. with a discussion of store 
modernization, display and operation by well known 
leaders in their respective fields. Charles S. Telchin, 
store architect, New York, will discuss store moderniza- 
tion; Edwin S. Freed will speak on displays. Frank 
Pfeiffer, of Parsons, Kans., vice-president of the North- 
western Region of the ANRJA, will be chairman. In 
the evening the Longines-Wittnauer Symphonette will 
give a concert for convention visitors at Carnegie Hall, 
7th Ave. at 57th St. 

On Thursday, the concluding day of the convention, 
the session which opens at 10:00 A.M. will be devoted to 
association business with President Josephson presiding. 
Reports of the various committees will be heard and the 
election and installation of officers will be held. 

The four-day event will be wound up on Thursday 
evening with the annual banquet, to be held in the Grand 
Ballroom of the Waldorf. 

During the show, at least one entertainment feature 
for the visiting ladies will be arranged, announcement of 





Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 


Call on us for your needs. 


We wish to notify the trade that we buy 


estates consisting of diamond mounted 
platinum and gold jewelry and colored stones. 


ALIS 
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/ 


/ / 


/ PA / / f 
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HUG FETH AVENUE NEW YORR 


Telephone MEdallion 3-482 
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IMPORTERS AND CUTTERS OF 
l 
608 FIFTH AVENUE 
NEW YORK 20, N.Y. 
Cutting Works: London 
, 64 West 48th Street 32/34 Holborn Viaduct 

















Bs IAMONDS 7 
Emerald Cut and Margaive 
STAR SAPPHIRES — 


RUBIES - STAR RUBIES - SAPPHIRES 
CAT'S EYES - EMERALDS + PEARLS 











We have a large stock of Precious 
Stones — mounted and unmounted from 
which to make your selection. Let us. 

cooperate with you on your special calls. 





FOR AucusT, 1946 








BIRTHSTONE 
COLORS 


* 


Also 
in stock 
BLACK ONYX 
in all sizes 








which will be made in the program distributed at th. 
convention. Ladies will be expected to register for the 
event at a special desk adjoining the convention registra. 
tion desk in the Silver Corridor. 

Until 1935, it was the custom of the ANRJA to holg 
its annual convention in a different city each year, The 
work incidental to acting as hosts and hostesses to the 
convention visitors was, therefore, handled in each sy¢. 
ceeding year by a different group. Since the 1935 cop. 
vention which met in New York, all conventions with the 
exception of the Chicago Convention in 1941, have beep 
held here, at the Waldorf-Astoria Hotel. This hag 
placed a standing burden upon the local representatives 
in the past few years and because of this, for the first 
time this year, non-resident members and their Wives 
have been appointed to the several committees to assist 
local members in greeting the visitors. 

Also, in order that the business of the convention may 
be handled as smoothly as possible, special convention 
committees on nominations, resolutions, and credentials 
have been appointed. 

Convention committees for 1946 have been appointed 
as follows: 

The Committee on Nominations which facilitates the 
selection of officers of the Association is made up of 85 
members of which H. Bruce McCague, of Cowell & 
Hubbard Co., Inc., Cleveland, Ohio, and president of 
the Ohio Retail Jewelers Association, is chairman, and 
Percy K. Loud, president of Wright, Kay & Co., Detroit, 
is vice-chairman. 

The Resolutions Committee is made up of 26 members 
of which, Durward Howes, Los Angeles, vice-president 
of the Pacific Region, is chairman, and Walter R. 
Thomas, of Atlanta, Ga., president of the Georgia Re- 
tail Jewelers Association, is vice-chairman. 

The Committee on Credentials, whose work it is to ex- 
amine the report of membership and prepare the official 
convention report, is made up of 22 members of which 
Henry F. Stecher, of Milwaukee, treasurer of the Wis- 
consin Retail Jewelers Association, is chairman. 

The Dinner Committee is comprised of 12 members 
with Alfred Morell, New York, as chairman; Phineas 
Peters, of Brooklyn, N. Y., is chairman of the Reception 
Committee which is made up of 26 members, with Fred 
W. Roedel, Utica, N. Y., as vice-chairman; Mrs. Maurice 
Adelsheim, of Minneapolis, Minn., is chairman of the 
Ladies Committee which is made up of 29 members. 


EXHIBITORS AT ANRJA CONVENTION 
(From page 229) 


Forstner Chain Corp. Booths 73 and 74 
Francine Mfg. Jewelers West Foyer 

Freed, Edwin, Inc. Booths 404 and 405 
Freudenheim Bros., Inc. Participation 
Flyer, J. & H., Inc. Participation 


; G 


Gemex Company Booth 66 
Gemological Institute of Booth 22 
America 

General Electric Co. Booth 507 

Glass, Leo & Co., Inc. Booths 301 and 302 

Goldberg-Kirschman Co. Participation 

Gourary, J. Participation 

Gross, B. & E. J., Inc. Booths 407 and 408 

Gruen Watch Company Booths 39, 40, 41, 42, 49. % 
51 and 52 
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urger, H. Co., Inc. 
ilton a Sena 
bros Watch Company 
ie & Co., Inc. 


, L. & Son 
Holes & Oppenheimer 
Holzer Watch Company 
Hurlburt, H. O. & Sons 


inois Silver Co. 
Spatonal Silver Co. 
Iskin Mig. Co., Inc. 
Imperial Pearl Syndicate 


| Ring Mig. Co. 
cote Jos. H. & Sons, Inc. 
Jatfe, Isidore 
Jay-Kel Jewelry Co. 
Jewel Masters 
Jewelry by Wallace 
lewel Radio Corporation 
‘ewelry Magazine 
olly Jewels 
jordan, R. M. & Co. 
Jones & Woodland Co. 
Jewelry Industry Publicity 

Board 


Kaplan, Lazare & Son, Inc. 
Kasper and Esh 

Kayser Art & Gift Company 
Kirk, Samuel & Son, Inc. 
Kort, S. & Son 

Korn, William & Co. 

Koss & Shubkin 


Kreisler, Jacques Mig. Co. 
Krementz & Co. 


H 


Participation 

Booths 62, 63 and 64 

Booths 317 and 318 

Participation—Hotel Belmont 
Plaza 

Booth 10 

West Foyer 

Participation 

_— 308 


Booths 208 and 209 
Participation 

Booth 304 

| ee 309-310 


Participation 
Booths 36 and 37 
Booth 220 

Booth 21 

Booth 402 
Booths 505 and 506 
Booth 217 

Booth 222 
Participation 
Booths 5 and 6 
Participation 


Booth 312 
K 


Participation 

Participation 

Booth 76 

Rooms 4-N and 4-P 

Participation 

Booth 108 

Participation—Suite 744, 745 
and 746 Belmont Plaza Hotel 

Booth 7 and 8 

Participation 


L. & R. Manufacturing Co. 
Lampl, Walter 

Lasner Jewelry Corp. 
Lavenia Jewels 

Lederer, Victor E. Co. 


L 
Booth 204 
Booths | and 2 
Booth 305 
Booth 224 
Booth 223 


LehmanBros. Silverware Corp. Booth 221 


Leif Brothers 

Lipschultz, J. & Co. 

Longines-Wittnauer 
Co., Inc. 

Luedco Religious Supplies 

Luria, L. & Son, Inc. 


McKenna, Walter H. & Co. 

Marvin Watches 

Mead, M. A. & Company 

Mercury Ring Corp. 

Merit-Made Products 

Modern Classics by Mos- 
salone 

Modern Onyx Mfg. Co. 

Moore & Son, Inc. 

Bert Marks Co. 


Nathan, S. & Co., Inc. 
National Silver Company 
Neisser and Zahn 

New Hermes, Inc. 


Ollendorff Watch Co., Inc. 
Oneida Community 
Otis Co. 


Parker Pen Company 
Paulson, Henry & Co. 
Polumbaum, Richard, Co. 
Pratt and Wollman 

Prill, Edward & Sons 
Providence Jewelers, Inc. 


Booth 401 
Participation 


W atch Booths 34 and 35 


Booth 306 
Chinese Salon 


Booth 226 
Participation 
Booth 57 
Booth 409 
Booth 203 
Booth 513 


Booth 510 
Booth 306 
Participation 


Booth 112 

Carpenter Suite Dining Rm. 
Booth 211 

Booth 31 

°) 

Booths 46 and 47 


Jansen Suite 
a 24 


Booths 315 and 316 

Booths 113, 114, 115 and 116 
Booths 508 and 509 
Participation 

Booth 20 

Booth 207 
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kK United States Time Corp. Booths 53 and 54 








Remembrance Ring Co., Inc. West Foyer Uris Sales Corporation Booth 30 
Rima Watch Company Participation v 
Rivkin, Morris & Sons Booth 328 Veit, B. & L., Inc. Participation 
Robinson & Sverdlik, Inc. Booths 67 and 68 Victoria Pearl Co. Ltd., Div. Booth 112 
Rogers, William A., Ltd. Participation of S. Nathan & Co., Inc. 
Ronson Art Metal Works, Inc.Booth 65 
Royal Novelty Company Booth 303 Walburt Division of Walter Booths 3 and 4 
M. A. Reich Participation Lampl 
Rothenberg, Louis M. Participation Wallace, Jewelry by Booths 505 and 506 
s Waltham :Watch Co. Booths 69, 70 and 71 
Sacks, Irving, Inc. Booth 111 Weiss, Albert & Co. Booth 400 
Sammartino Bros. Co. Booth 228 Wiesen-Hart Press Participation—Shelton Hote} 
Sarkin, David, Inc. Booth 311 Williams, Gabriel Co. West Foyer 
Schnelwar Platinum MountingBooth 225 Wood, J. R. & Sons, Inc. Booth 14 and 15 
Co. Wyler Watch Agency Booths 44 and 45 
Schutzberger, Irving Booth 107 Zz 
Sheaffer, W. A. Pen Co. Booth 38 Zuckerman, Nat & Co. Room 4-V 
Shiman Bros. & Co., Inc. Participation 
Shiman, M. H. & Co.. Inc. Participation 
Skalet Mfg. Co. West Foyer sctpainaiesiss 
Smith, Frank Silver Co. Booth 205 
/ Somers-Ernst Co., Inc. Booth 105 
Sparkes Mfg. Co. Participation—Suite 1531 Bel- 
mont Plaza LUXURY SETTINGS ENHANCE COSTUME JEWELRY 
Speidel Corp. Booth 214 
Sperling, Claude M. Booth 104 ) pre Gage ane 
Sternklar, S. & A. Co. Booth 215 Another rule is never to use the boxes in which ¢q,- 
tg ee & Co. ame = tume jewelry arrives in the store—a “sure fire” way to 
Sterner Curt L. Booth 322 make such displays garish, the management feels. [p- 
ae Co. _— “4 stead of tipping boxes on end to show contents, the 
Swartchild & Co. Booth 13 boxes are put away out of sight for later gift wrapping, 
Savoy Watch Co. Participation Next, in the counter cases along the aisle, very def- 
; inite display practices have been developed. As in the 
aoe 6 ol Co. — = and 210 walleases, there is a marked refusal to “lump” large 
Telechron, Inc. Booth 75 amounts of costume jewelry together. Instead, a large 
U ‘ease which could hold many more displays only shows 
Ulrich, Aaron Associates Booth 110 ‘ inf . 
Ulysee Nardin Watch & ae « two dozen pins, ete. Again, instead of using boxes, or 
Chronometer Corp. laying out the pins flat on a tray, LeRoy’s has resorted 











ONE OF AMERICA’S GREAT COLLECTIONS OF 


CULTURED PEARLS 


IS AGAIN AVAILABLE FOR YOUR SELECTION OF 


NECKLACES - EARRINGS - RINGS 


the more discriminating their taste... 










The finer your trade... 
the more important it becomes that you stock D’ELIA Pearls. 
YOUR INQUIRIES AND ORDERS WILL RECEIVE CAREFUL ATTENTION. 
















DIRECT IMPORTERS 


B.D ELIA€SON 


>) 303 FIFTH AVENUE * NEW YORK * 


5 Rae In Chicago, Harry Sherrill, 10 South Wabash Avenue 
a 




























a 





Vy 2065, ~_ 
—— / —————~S > 


i: 


THE JEWELERS’ CIRCULAR-KEYSTON 





tel 


def- 
the 
irge 
rge 


ows 


J's 














Por August, 1946 


to ingenuity to increase eye appeal. This has been done 
by taking each pin, unfolding the barpin at the rear, 
and setting up the pin on end with the barpin making a 
triangular support. In this way, the pin is held semi- 
vertically, is far more visible, and creates an unusual 
display bound to catch the eye. With the shelf on which 
they are supported close to the glass top of the counter, 
this upright display makes for a far more lively appear- 
ance. Simplest proof of how effective this idea has been 
is the fact that the majority of costume jewelry cus- 
tomers immediately point out one pin and ask to see it 
specifically—instead of making a vague statement about 
“something in gold trim with red stones,” etc. 

Another case contains lockets, crosses and semi-re- 
ligious jewelry items. The second carries cigarette 
cases, compacts, laid flat. All are kept closed since 
there is a certain enjoyment in opening up such items 
and the store thus reserves it for the customer. 


EVERYTHING UNDER GLASS 


All costume jewelry in the department is under glass 
with one exception—two sterling silver racks for ear- 
rings. Each of these, set atop the counter, consists of 
four rows, each containing ten pairs of earrings in plain 
sight. This has been necessary at LeRoy’s inasmuch as 
the usual earring customer wants to “play with” a large 
selection before making up her mind, and keeping them 
out where they can be easily reached saves time for both 
salesperson and buyer. 

The store keeps its costume jewelry inventory con- 
sistently in the moderate to top price bracket, with a 
small amount in inexpensive gift types which can be 
added to other sales. This classification goes up to $20 
while the better types go to $130 for pin and matched 
earrings. Thus there is no “bargain hunting” at the 
counter, and all costume jewelry is presented on its in- 
trinsic appeal, rather than a price basis. This policy 
worked out well during the war and the store sees no 
reason to change it now. 

There is one display window devoted to fine costume 
jewelry at all times, changed constantly, and kept 
“active” with modern ideas in design. For example, 
soon after the atom bomb destruction of Japanese Hiro- 
shima, the store was displaying atom-bomb pins con- 
structed with radiating lines set with tiny jewels, thus 
creating much attention. A sign in connection with the 
window display of these commanded attention to the fact 
that the pins commemorated a great stride in scientific 
warfare, stopping many interested men as well as women. 





APPLIANCE SECTION RETAINS STORE UNITY 
(From page 282) 


carried by credit jewelry stores to the major appliance 
field was one that the two worked out carefully. They 
felt that it was a logical plan in view of the physical 
set-up of their store and the particular situation of the 
neighborhood. 

“First of all, we have adequate space to handle the 
appliances as a separate unit,” reports Mr. Conheim. 
“Obviously it would be incongruous to have the re- 
frigerator set up next to the diamonds or wrist watches.” 
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By running a partition the length of the store along 
one side with access allowed from the main section 
through two openings, one at the front and one at the 
back, the outfit has sufficiently isolated the two different 
types of merchandise while still retaining easy accessi- 
bility and keeping the appliances as an integral part of 
the business. 

“We also felt that we could offer a service in the 
neighborhood which is currently under-serviced as far 
as appliance outlets with the proper set-up is con- 
cerned,” says Mr. Conheim. 

This shopping area, on East Jefferson Avenue, near 
the eastern edge of the city is one of the concentrated 
sub-centers which have mushroomed in Detroit in recent 
years as the city has shown a tendency to develop along 
decentralized lines. This particular district is close to 
the boundary between Detroit and the exclusive Grosse 
Pointe Villages. Nearby are major manufacturing 
plants including Chrysler, Hudson Motors, Briggs, and 
Continental. Consequently, this section draws both the 
so-called carriage trade from the Villages as well as a 
general working and middle class customer from the 
immediately surrounding area. 

As in other such shopping areas, this one forms a 
complete community similar to a small town. It has 
chain stores, both national and local, independent firms, 
and three community newspapers. The local customer 
can find in it practically anything he can buy in the 
downtown center and usually prefers to do his shopping 
on “The Avenue,” as it is commonly called, because of 
its greater convenience, the elimination of transportation 


difficulties, and the greater ease of finding space to park 

“The important distinction between the neighborhood 
and the downtown outlet is in the service they are ah), 
to provide. We are ready to give at least equal Service,” 
Mr. Conheim points out. ““When merchandise is available 
in adequate volume we will have our own truck fo 
prompt deliveries and our own repairmen. With the 
intermittent supply now available, of course, there j, 
no point in providing these services. We have been able 
to arrange for deliveries and few repairs are indicate 
‘on new appliances. To provide for these as they do com 
up, we have an arrangement with a private repair house 
and care for only merchandise we have sold. Later ye 
will be in a position to offer a complete repair service.” 

With 18 major radio franchises as well as those jn 
the appliance field from Hotpoint, Gibson, and Crosley, 
Kent’s is in a position for volume sales. Appliance men 
from the franchising companies are enthusiastic about 
the physical disposition in the store and report that there 
is nothing so complete in any small store anywhere in 
the city. 

One end wall is reserved for major appliances and is 
broken up into a saw-todth arrangement. This not only 
gives wall space for a larger number of orderly dis- 
plays at one time, but it offers an effect of isolating each 
unit and giving it an individual background. This offers 
a better chance for the eye appeal of cach item to make 
itself apparent so that the customer can visualize the 
effect in his own home. It also tends to reduce the con- 
fusion and cluttered appearance often present when 
miscellaneous pieces of stock are grouped together. 
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On the opposite wall, which is actually the partition 
separating the appliance section from the jewelry store, 
are shelves, with the center section mirrored, for the 
qmaller appliances and radios. Further display space 
for small items is allowed on the three center island 
racks. All sections have outlets installed to allow for 
connection and easy demonstration of any item. 

The advertising policy of the firm has tended to em- 
phasize the separation of the jewelry and appliance sec- 
tions. Copy for the two is always run separately and ap- 
pliance ads have the nameplate “Kent Appliance Co., 
Division of Kent Jewelry.’”’ By this means, confusion in 
the mind of the customers is avoided while the appliance 
division has the advantage of the good-will of the Kent 
name. 

CAREFUL PLANNING SUCCESSFUL 


Although the Kent Jewelry Company opened its doors 
only last June, it has already established itself so firmly 
in the community that the offering of appliances by this 
store carries a background of confidence and depend- 
ability. This has been accomplished through careful 
planning and a good advertising campaign. 

No emphasis was made on the usual “Grand Opening” 
phase, but early advertising copy was drawn up with the 
idea of conveying the feeling that Kent was already an 
integral unit in the community. The store uses more 
lineage in the local neighborhood papers than any other 
firm. Most of this, even from the very start, was insti- 
tutional in character. In both the jewelry and appliance 








divisions, sales copy is carried only when they have a 
good stock available of a wanted item. 

The advertising is placed in the Grosse Pointe News 
and East Side Shopper, both paid weekly papers, and in 
the Grosse Pointe Review, a .weekly free-circulation 
publication. They also show trailers on the screen at the 
Esquire Theater which is in the neighborhood. To round 
out their coverage, they advertise once a week in the 
Detroit News and Detroit Free Press, big daily papers 
of city wide circulation and influence. 

Additional good-will has been built up by going in for 
community activities. Kent’s sponsors several bowling 
teams, have installed clocks in public places, and have 
engaged in other similar neighborhood work. 

The proof of the success of these procedures is in the 
volume in the jewelry end which is at a point not usually 
reached by a new store until it has been in existence for 
several years. It is impossible to gauge the appliance 
strength at this time because of the great public demand 
contrasted with limited supplies during the current 
period. 


MANY POLICIES RADICAL 


Many of their appliance merchandising policies are 
radical in nature and even have the opposition of the 
manufacturers. When the first two refrigerators were 
received, among the many interested shoppers was the 
president of the Board of Education of the Royal Oak 
Township School. Although the school itself is on the 
far north end of Detroit, the school representatives work 

















at plants in the vicinity of the Kent Jewelry Company. 
They explained that their school was badly in need of 
refrigeration facilities for its lunchroom and also to 
store biologicals in the First Aid Room. The two part- 
ners came to a decision which has affected their plans 
permanently. 

“Those sample units aren’t doing anyone any good 
just standing here in the store. Let’s send them out,” 
they agreed. 

They not only earned the gratitude of the institution 
involved, but found, from other comments, that they had 
made another great stride in building up good-will for 
the firm. This experience led to an established policy of 
selling samples off the floor as soon as they were re- 
ceived. While the distributing companies are opposed to 
this practice, Conheim and Katser feel that the results 
in community attitude justify their decision. 

Another way in which their practice differs from the 
usual appliance sales methods now current in this area 
is that they neither advertise for, nor accept advance 
orders. 

“We do not accept orders until we are sure we can 
make delivery as we do not want any question in the 
future as to whether we kept our word on promptness 
or order of delivery. Some negative reactions are in- 
evitable no matter how carefully you handle the situa- 
tion. We did sell a few gift certificates at Christmas 
time although we did not solicit them and had a clear 
understanding that there were no guarantees as to date 
of delivery,’ Mr. Conheim explained. 





“We have also accepted two orders for complete kit. 
chens for homes now under construction. Again, we did 
not solicit these, but they came merely as a result of the 
poster displays we posted at the suggestion of the map. 
ufacturer,” he reports. 

At present there is no window display for the eles. 
trical division. Plans are being made, however, to re. 
model the front of the store. When this is completed 
the windows in front of the appliance group will be 
left completely open to allow for easy vision from the 
street. This will not be put into effect, however, untij 
stock is available in quantity. 

A separate department in the bookkeeping of the firm 
has been set up for the appliances. This has four diyi- 
sions:—smaller or so-called traffic units, major appli- 
ances, table model radios, and console radios. The 
company carries all its own paper but does not encour- 
age time payments. 


AD REPETITION MAINTAINS STORE REPUTATION 
(From page 237) 


for the future. Friends of the bride who are thinking of 
wedding gifts naturally are influenced by the name of 
the jeweler who is using the bride’s photograph in an 
advertisement. The bride acquires a friendly feeling 
for the store, and usually selects her silver pattern in 
consultation with one of the specially trained Freeman 
sales clerks. Here a list of the pieces purchased is 
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kept, and friends can find out what is needed to complete 
the bride’s table silver. The store name becomes familiar 
to the friends of the bride in that section of Georgia, and 
discussion of the bride’s photograph used by Freeman’s 
keeps the firm name spreading from town to town. 

The series of “Southern Brides” has been running 
some eight months, and Mr. Thomas says he will con- 
tinue the series indefinitely because of the popular ap- 
peal it contains to the public and his customers. 

An entirely different series is being run in the other 
Atlanta paper—the Journal. This advertisement is of an 
educational nature. It is placed in the colored magazine 
section of the paper and with the exception of a small 
photograph of Mr. Thomas, who writes the articles, and 
the firm name, the entire ad is given over to a discussion 
of precious stones and precious metals. The message 
discusses a certain gem each week, giving its history, 
origin, romantic features, description, ete. This authen- 
tic knowledge written by Mr. Thomas makes excellent 
reading for the public, and creates much interest and 
many inquiries. 

This series has been running over 55 weeks and Mr. 
Thomas says these educational ads will be continued 
over a long period in the future. 

This series of discussions of precious stones has 
brought Myron E. Freeman & Bro. fan mail from all 
over the world, Mr. Thomas said. American boys serving 
in the armed forces in foreign countries had many op- 
portunities for buying gems while over there, and be- 
cause of their familiarity with the Freeman discussions 


on the subject, would write to the company and make 
inquiry about the advisability of purchasing these 
stones. Mr. Thomas of course could not advise them 
whether or not to buy, but he could give them factual 
information which would help them judge the value of 
the stones they wanted to buy. And boys overseas wrote 
so many letters home about seeing collections of various 
gems that their families read these authoritative dis- 
cussions by Mr. Thomas with increased interest and 
gained a wide knowledge of the subject. Answering 
these letters and trying to help the boys overseas has 
created much goodwill for the Freeman company, and 
those who have come home will remember this service to 
them when planning to purchase jewelry, watches, china, 
silver and diamonds, and will remember the company 
who remembered them when they were over there 
fighting. 

In addition to these two series, Myron E. Freeman 
runs at least one additional ad in each Sunday paper. 

Street car advertising is another medium used to tell 
Georgians about Freeman’s. Every bus and street car 
in Atlanta carries the company ad and the present one 
features a sketch of a soldier carrying his bride over the 
threshold of their new home. In the opposite left hand 
corner is a beautifully appointed dining table. The 
message reads: 

Home—At Last 
Over the threshold of the “dreamed of” 
home he lifts his bride— 

Happy with 
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RINGS 
that symbolize hopes and dreams 
CHINA 
distinctive in design 
SILVER 
selected for a lifetime 
All from Freeman’s 
“The Freeman name reflects good taste.’ 

One hundred per cent billboard coverage is another 
record on the pages of Freeman’s advertising schedule. 
These billboards carry various messages which tell of 
the quality and integrity of Freeman’s merchandise. 

Direct mail is given close attention and is used reg- 
ularly by Myron E. Freeman & Bro. These small pieces 
of advertising, telling about some particular line of 
merchandise, are enclosed with bills sent out each month. 
In addition, special mailing pieces are sent out at in- 
tervals to closed out accounts, to good accounts, and to 
the slow and medium pay accounts. 

Records are kept by the Freeman company of all 
purchases of silver—the individual’s name and the pat- 
tern. This record serves many purposes, the principal 
one being to inform customers what pattern a certain 
friend of theirs has, so they can choose a gift most 
suitable for her. Freeman’s has the engraving designs 
of nearly every prominent family in Atlanta during the 
past fifty years. 

Two events which brought much publicity to the 
Freeman store were two collections brought to the store 
by Mr. Thomas for public exhibition. These were the 
famous Mary E. Lewis “Gallery of Diamonds and 





Dolls,” which proved of widespread interest and broy ght 
hundreds of visitors into the store, and the “Fine 
Diamonds of the World”—including the Jonkers and 
the President Vargas, which created much excitement 
and conversation among the hundreds of Georgians who 
came in to see, and later came back to buy. 

Mr. Thomas is very active in industry and civic asso. 
ciations. He is president of the Georgia Retail Jeweler, 
Association and is a Registered Jeweler of the American 
Gem Society. He serves as president of the Optimist 
Club, the Atlanta Civic Opera Co., chairman of the Fy. 
ton County Parks and Recreation Commission, and jg g 
Lieutenant-Colonel on the staff of Governor Arnall, He 
is also a member of the men’s division of the League of 
Women Voters. 

These contacts prove to be valuable assets to his busi- 
ness, of course, but of still greater importance they in- 
dicate Mr. Thomas’ interest in helping promote the 
ideals and benefits of these various clubs in his city, 

Also, Mr. Thomas has a large country place located 
some miles from downtown Atlanta, which he makes 
available to civic and business organizations for use in 
their outdoor entertainments. ‘ 

“Advertising to me,” said Mr. Thomas, “is essential 
in the operation of a successful business. It should be 
planned carefully and given close attentjon—and 
yields very tangible profits.” 

Evidence of the success of this firm is the operation 
of ten stores in Georgia by Mr. Thomas. However, each 
store is a completely separate organization—with all 
key employees owning stock in the business. 
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DESIGNED FOR CUSTOMER ATTENTION 
(From page 238) 


made. The association of ideas frequently has a lot to 
do with that decision.” 

And Dales was designed to be associated with fine 
jewelry. The store front, admittedly the newest in store 
designing, is constructed of plate glass and stainless 
steel, with unusual lighting effects. 

The firm’s name, of carrara glass with porcelain let- 
ters, are illuminated by recessed lighting, which is 
featured throughout the store. All lights are invisible, 
built into the walls and ceilings. 

An object of customer curiosity is the “Dales” sign, 
suspended obliquely over the door. The first three let- 
ters of the name are outside the plate glass. The remain- 
ing two are inside the store, giving the illusion that the 
name passes through the glass. It is made of black and 
buff porcelain, with rose neon lighting. 

The side window, also slanted and visible from direct- 
ly in front of the store, is draped in the rear, and will 
display at all times the larger merchandise. It features 
“pin point” lighting, consisting of recessed fixtures and 
reflectors. 

In the interior, straight lines have been avoided to 
give the 18 by 120 foot store an even larger appearance. 
The showcases for display of diamonds and jeweled 
rings and watches are “W” shaped to form an irregular 
pattern and break away from the conventional straight 
lines. Behind these are frosted oak and blonde birch 
wall cases, with mirrored backs and glass brick sides, 





cathode-lighted from within. They display silver- 
plated and sterling silver hollowware. 

The interior includes terrazzo flooring throughout, 
with walls and store fixtures paneled of frosted oak and 
trimmed with blonde birch. Pinpoint lighting is present 
above all showcases. Recessed pink and white fluores- 
cent tubes run obliquely in the entire ceiling to give a 
soft sparkle to the displays. The stainless steel ceiling 
of the vestibule extends six feet into the store, with the 
remainder of the ceiling constructed of accoustic celotex. 

Costume jewelry is featured in a horseshoe-shaped 
bar. It permits a clerk to stand in one spot, and by 
merely turning, to pick up the jewelry a customer de- 
sires. A customer is better able to see all of the jewelry 
from one spot than in a straight case. The horseshoe 
ar, extending out from the wall and into the aisle 
slightly, conforms with the adopted, modern angular 
plan of the store. 

A feature for customer comfort is the silver flatware 
table, with comfortable seats, for those selecting silver 
patterns. It is approximately five feet long and 18 
inches wide, and also serves as a silverware display case. 
The top and sides are of glass, permitting the customer 
an easy view of all available patterns. 

In keeping with the plan of having no straight lines, 
midway of the store a circular, three-tiered gift bar is 
set in the first section of a double curve, with semi- 
circled shelves backing it. The curve separates the gift 
bar and a small appliance bar, which is the second half 
of the double curve wall. 

From front to rear, Dales Jewelers is completely de- 
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partmentalized. Names appear in black porcelain let- 
ters above the respective departments. The luggage de- 
partment, consisting of three shelves, each 30 feet long, 
occupies the right rear of the store. Opposite it is a 
large, roomy office and credit department. 

Surplus merchandise is stored in a concrete and re- 
inforced steel vault, 18 inches thick, with a two-ton 
door. Private offices, layaway room and watch repair 
department are located on the floor above the store. 

A week of intensive advertising preceded the store’s 
opening. The campaign started with “teaser” ads in the 
newspapers, and was climaxed by 15 full pages of ad- 
vertising on the eve of the opening. 

Radio played a large part in publicizing the new bus- 
iness. Eight different transcribed radio playlets drama- 
tizing Dales Jewelers were put on the air several times 
a day. On opening day, five broadcasts were made direct 
from the store, with interviews of visitors to the opening. 

A starlight preview was held from 7 to 10 P.M. the 
night preceding opening day, at which time the public 
was invited to come in, browse around and meet the 
store personnel. Success of the week’s advertising was 
evidenced when an estimated 4,500 persons filed through 
the new store. Music, flowers and souvenirs featured 
the preview. 

Realizing the importance of the layaway plan, Dales 
has devised a system for the efficiency of this type of 
sale. Each layaway purchase is written up as a cash 
sale, except it is marked “LA.” An original and dupli- 


cate are made of the sales ticket, each bearing a number, 

Next, a three-part layaway ticket is used, perforated 
for easy tearing. The first portion of the ticket ig tie 
to the merchandise when put away, and consists of the 
customer’s name, address, description of merchandise, 
sales clerk and price. 

The second part of the ticket is the store record of 
the sale. On it is the same information included on the 
above ticket, but also includes space for a record of pay- 
ments. This consists of the date, sales slip number, 
amount paid, balance due and the clerk’s initials. 

The third portion of the layaway ticket goes to the 
customer. It has the clerk’s initials, customer’s signa- 
ture, and on the back a record of payments. 

Dales has instituted a time-saving idea in the watch 
repair department. By placing it on the floor above the 
store, the watch repairmen are afforded quiet and free- 
dom from non-essential technical discussions with cus- 
tomers. A clerk is employed in the store to receive 
watches, which are sent to the watch department by a 
dumb-waiter. 

“With good watch repairmen costing between $90 and 
$120 per week,” says Charles G. Morris, credit and 
office manager, “we find it practical to employ a clerk 
for $25 per week to take in watches for repair. This way 
the repairmen aren’t disturbed or annoyed.” 

In connection with watch repair, the new firm’s 
owners have found it advantageous to follow a strict 
policy on stubs. A customer is always required to take 
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indemnity bond must be signed. 
“When faced with signing a bond, they usually find 
the ticket in their pocket,” reports Mr. Morris. 


A further check on repair work is made by a corre- | 


sponding entry in a watch book kept by a clerk. This 
yill include name, address, date received, date promised 
and charges. The owners feel that much customer em- 
parrassment is avoided by insisting on stubs for all cus- 
tomers, known and unknown. 

The policy of the new firm can be summed up in the 
words of Mr. Abramson, co-owner and 16 years in the 
jewelry business. 

“Jewelry should be adapted to the wearer and not the 
wearer to the jewelry,” he says. “My experience has 
shown that happier and far more satisfied patrons will 
be numbered among a jewelry store’s clientele when this 
basic principle is followed.” 

This policy will be carried out in the new $50,000 
store by maintaining a prestige business featuring courte- 


ous service and all known dependable lines of mer- | 


chandise. 


SMART WINDOWS KEEP STORE IN PUBLIC EYE 
(From page 241) 


created. With this tasteful arrangement, a still-life | 


touch was achieved merely by adding a few items of 
merchandise to each window. Also advantageous, was 
the fact that it required only a short time to change 
displays which could be altered one at a time. 

Because he is considered one of the foremost gemo- 
logical and mineralogical experts in Arkansas, having 


been for thirty years on the staff of the Charles Stifft | 


jewelry store, Mr. Stewart emphasizes in year-around 
advertising in local newspapers his scientific approach 
to jewelry. “Diamond Authority of Arkansas,” is a 
store motto which adorns virtually every newspaper ad 
and is inserted in every piece of radio copy. 

A predilection for small, neat display advertisements 
is evidenced in the jeweler’s newspaper advertising 


a stub on repair articles. Should the stub be lost and the | 
customer not identifiable by someone at the store, an | 





program. In each advertising message the phrase “a | 
good place to buy,” is inserted, because reliability and | 
dependability are two features of the store Mr. Stewart | 


likes to stress. 
A fifteen-minute, highly diverting radio musical show 
is sponsored six days a week by Stewart’s, and combines 


music with announcements which Mr. Stewart asserts 
are “not too brashly commercial.” Titled “Stewart's | 


Musical Jewelbox,” the radio show sparkles with snappy 
popular music, although not necessarily of the swing or 
“jive” variety, and commercials with “punch.” 

A believer in experimentation, Mr. Stewart recently 
switched broadcasting stations. Previously, the program 
was sponsored on powerful KARK, an NBC affiliate 
station with 5000 watts, and went on the air at 8:15 
am. Now the program is carried in KGHI, a 250-watt 
ABC affiliate. 

“We are attempting,” said Mr. Stewart, “to discover 
via the trial and error method whether we realize more 
business from state-wide or city-wide radio coverage. 
The listening audience of the station which now airs our 
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of a-series of rigid tests on 
two typical Racine Watches. 
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program is comprised only of people within the environs 
of Little Rock. But, we argued, perhaps it would be 
wise to concentrate our air attack on residents of the 
city—at least for awhile. The only way to find out was 
through experimentation.” 
. Penny-pinching on copy writing expense is not a 
Stewart practice. Mr. Stewart employs the Robert H. 
Brooks Co., leading Arkansas advertising agency, to 
write copy and produce the program. It has proved a 
good investment; the program has a professional touch 
that attracts listeners. 

A fair example of Stewart’s radio copy is the follow- 
ing: 

Announcer: There’s individuality in diamonds— 
just as there is individuality in people. And as is 
true with people, the difference lies beneath the sur- 
face. Off-hand, you and I couldn’t tell the difference 
between a good and a bad stone. That’s why we 
would look for a man with experience to help us in 
our selection. For more than 35 years, Mr. D. M. 
Stewart has been buying and selling diamonds for 
satisfied customers. His reputation has been built 
stone by stone, sale by sale. It’s a reputation for 
good judgment and high integrity that can’t be beat. 
Go to Stewart’s Jewelers at Sixth and Main Streets. 
Mr. Stewart will be glad to show you his large stock 
and advise you in your purchase. 

Fifteen hundred metal, gold-plated Discharge Em- 
blems have been distributed free of charge to World II 
veterans by the Arkansas jeweler. After months of de- 


lay on the part of the War Department, he finally gh. 
tained permission to distribute the emblems, ang both 
the radio and newspapers were used in advising veterans 
of the gift. The gift constituted a method of distrihys 
good will among ex-soldiers, and was also a “thank. 
you-for-a-job-well-done” present. 

“The good will obtained from awarding the emblems,” 
declared Mr. Stewart, “is remarkable. We have traced 
a number of profitable sales directly to the good yilj 
propagated by the gift.” 

A prolific sloganeer, Mr. Stewart, in copy publicizing 
the repair department of his store, attaches this line— 
“We make, repair, and sell anything in jewelry,” | 
constitutes a true representation of the facts. Watch 
repair department is completely equipped with typ 
watchmakers, a Watchmaster, a cleaning machine, and ag 
well-rounded a stock of parts and materials as you cap 
uncover in all Little Rock. 

A jewelry designing and manufacturing department 
is maintained, and the reputation of this department for 
turning out lovely work is increasing. Especially has 
the staff achieved acclaim among returned war veterans 
for fashioning jewelry which they have picked up all 
over the world into permanent, elegant souvenirs of 
their soldierhood days. 

“Some jewelers pass up this business,” said Mr. 
Stewart, “but we encourage it, not only because we 
think ex-servicemen deserve good service from any mer- 
chant, but also because by offering the service we are 
making regular patrons of them.” 





~ 


Illustrated cuff links also made with airplane backs, one initial, instead of two, to each link. 


Men’s Initial Jewelry 


(As illustrated, Stvle #93. Wéith airplane back, Style #94.) 


A brilliant collection of third dimension initial jewelry for men 
Styled to reflect the individual taste 
Each piece is hand wrought of heavy 14 karat gold 


GOLD BROS., Inc. 


Makers of 


7 West 45th St. 


Gold and Platinum Jewelry 
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RADIO PROMOTION FOR JEWELERS 
(From page 244) 

























































bo 
a items, stress store service, promote seasonal items and 
uting juild its credit business, the firm established a record 
vank. of ten years of continuous sponsorship of one-minute | 
gramatized announcements, one a day, Monday through | 
ms,” Friday, over WGY, Schenectady; WOKO, Albany; ¥ 
-aced WSYR and WFBL, Syracuse, N. Y. FOUNDED 1846 
will In St. Joseph, Mo., Joe Optican, credit jewelers, set AMAIA 
up 3 record of four-years in which it did not miss a SUISSE 
izing single day telling the story of its store and its services 
ne— to KFEQ listeners. And in Oakland, Calif., Delanes 
"Tt Jewelers experimented with a schedule which combined 
atch spot announcements and chain breaks on KPO, KGO, 
two KQW and KLX in addition to eight other stations it 
d as was already using. 
can While the one-minute spot is the most popular with 
advertisers, the fact remains that in certain situations | 
nent it may be possible to say more in 150 words than in ten 
for but it doesn’t necessarily follow that a jeweler can sell 
has more in 150 words than in ten. And after all, with an- 
rans nouncements, the emphasis is primarily on selling. 
all With a spot announcement series the jeweler achieves 
of maximum repetition of his selling points and he can 
spot these announcements at advantageous times of the 
Mr. day, week or hour. This set-up achieves maximum au- 
we dience familiarity with the jeweler’s message. This 
nail factor accounts for such heavy schedules as that of Sil- 
are ton’s, Los Angeles, Calif., a weekly schedule of 76 


transcribed spot announcements over KMPC. 

Such campaigns drive home their point by the sheer 
weight of repetition, but to do this successfully, it is 
ry well to remember that with spot announcements you buy 
: selling power instead time. What the jeweler pays for, 
in the last analysis, is .position rather than a specified 
number of words. 

Selection of spot time should be made on the basis 
of how large a percentage of the audience the jeweler 
wants to reach listens to the programs which precede 
and follow his announcement. Since the short announce- ULYSSE HARDIN hes won 8 grand prizes, 12 gold 
ment often gets the best position, many advertisers select : 
station breaks and slogans in preference to one-minute 





ULYSSE NARDIN watch factory was established 


in 1846—it offers a century of superior craftsman- 


ship, skill and experience. 


medals, 3111 observatory prizes. 


announcements at less advantageous times. ULYSSE NARDIN has won more prizes than any 
In deciding between spot announcements and a pro- other watch manufacturer in the world. 

gram, the jeweler must decide whether it is better to 

reach his audience with a brief message and do the sell- ULYSSE NARDIN CHRONOMETERS, serving on 

ing by repetition, or to use a daily program, in which the ships of our*nation in war and peace, are in- 


the actual circulation may be smaller but on which there dispensable for navigation and timing. 


is more time for selling copy and actual sales work. 
ULYSSE NARDIN chronometer watches are all— 


17 jewels—Shockproof—Temperature Adjusted— 
ONLY THE FINEST IN SMALL EXCLUSIVE Styled exclusively and timed to seconds. 


1) 
(From page 246) 


FRANCHISES AVAILABLE —INQUIRIES INVITED 


“This type of business,” he continued, “is one way 


for 4p individual with limited capital to start out with [| \ C . F \\ \ K 1) \\ 

his own dignified, well-paying business. Eventually, I mots AD 

intend to branch out, but Erie needed this establishment 

and I will keep it peeing,” WATCH and CHRONOVETER CORPORATION of AMERICA 
The salon, consisting of two 15 x 15 ft. rooms, is lo- 380 Fifth \we.. \ow York 1. VY 





tated on the tenth floor of Erie’s newest and most cen- 
trally located office building. Customers are drawn from 
trading area of over 285,000 people with an effective 
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ALL LUCITE 


Combined With 
Plate Glass 





PRESENTING \ 
FOR THE FIRST TIME 


A New Distinctive Achievement 


In SHOWCASE Styling 


This ultra-modern independent show- 
case is but one of many striking 
KORN merchandise dramatizers. Its 
all lucite moulded construction, 
highly polished with plate glass top 
and bottom, permits full, inviting 
view of your feature items. Lovely, 
isn’t it? 


SEE THIS SHOWCASE 
in all its real life splendor at the 
A.N.R.J.A. Convention revealed for 
the first time in our BOOTH 108, 
Waldorf-Astoria, New York,* Aug. 
12 to 15. 





DESIGNERS OF COMPLETE JEWELRY STORE EQUIPMENT 
17-21 ELM ST. Our Only Location BUFFALO 3, N.Y. 








annual buying power exceeding $135,000,000. (This in. 
cludes Erie and its environs.) 

Through his long acquaintanceship with Erie People, 
Mr. Chojnacki has built up a substantial following of 
potential customers through personal contact. He dray, 
upon well over 500 names for his selected mailing list 
and distinctive mailing pieces are periodically sent out, 

“Fortunately, I have had years of experience in lay; 
out advertising, getting up show cards and displays, an 
I’m carefully planning my advertising for this salon” 
said Mr. Chojnacki. “Newspaper ads, for instance, fen. 
ture one item, which are either sketched or appropri- 
ately pictured within the layout. 

“Lettering within the advertisement suggests a distinc. 
tive atmosphere, one of leisurely buying. Ads are not 
crowded and plenty of open space highlights and ep. 
phasizes what is said. Ads are boxed to bring them more 
forcibly to the readers’ attention.” 

“This is a new kind of salon for Erie, and I’m trying 
to get over the idea of quiet, private buying, away from 
public groups. I’m making it known that I’m not inter. 
ested in volume selling, but in quality merchandise re. 
tailing.” 

Watches sold at the salon are chosen for their fine 


_cases and movements. The popularity of the manufac. 


turer’s name is not being considered as much as the qual- 
ity of the item. 

Watches and rings will be laid out on trays that are 
constantly covered in storage, keeping merchandise 
bright and clean and more attractive. The customer sits 
at one of two tables at east and west sides of the salon, 
with the salesman directly across from him or her anda 
strong blue-white lamp illuminating the merchandise be- 
ing displayed at the moment. 

The salon is divided into its two rooms by a false, 
beaverboard partition that reaches to within two feet of 
the ceiling. It is covered with a woven grass-mat walk 
paper and broken by a 6 ft. x 4 ft. doorway near the east 
wall. This partition, constructed by Mr. Chojnacki, is 
about 18 in. thick, allowing for a display niche on the 
showroom side and storage cupboards on the workroom 
side, where doors hinge outward. 

This small display niche is about three feet from the 
floor and measures about 3 ft. x 3 ft. Maroon cloth 
covers a beaverboard valance, while the maroon and 
cream trim ties in with the whole interior decorating 
scheme of the salon. 

At the time of the interview for this article, a pendant 
manikin displayed pearls and the bottom of the niche (ot 
shelf area) held open cases of lockets. Displays are 
changed frequently. A strong flood light, located at the 
top and inside of the display niche, makes its contents 
stand out strikingly. 

Wall-to-wall broad felt carpeting is maroon, harme 
nizing nicely with cream walls, brown trim, white ceiling 
and festoon drapes of maroon, rose and cream. Uphol- 
stering on mahogany occasional chairs, as well gs the 
armless chairs on both sides of the two show tables, fo 
lows the drape color scheme. Two mahogany silver dis 
play cases are to be supplanted by cases now on order. 

A potted plant near one of the salon showroom wil 
dows adds a homey, parlor touch to this place of business. 

In conjunction with the retailing of quality jewelry, 
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Chojnacki has staffed Matthew Haman, noted in Erie 
for his fine craftsmanship in jewelry repairing, ring siz- 
ing, stone matching, remodeling and special order work. 
Mr. Haman’s work will be done largely behind the par- 
tition already described, where a complete line of modern 
equipment is installed at two work tables. Watches and 
diamonds are kept in a safe in this second room, while 
other merchandise, never of a very large quantity, is 
stored in the partition shelving. 


THE DIAMOND INDUSTRY IN 1945 
(From page 262) 


ders. This, slightly amended, has been effective since May 

1945, being accepted by both distributors and users (CS— 
123-45 obtainable at U. S. Government Printing Office). This 
js important, not only because powder does its best work 
only if all grains are of a size, but also because crushing bort 
js the most abundant industrial now available and because 
diamond powder is so widely used in making wheels and 
other diamond-impregnated tools. Lesser uses are in cutting 
the diamond and other stones and in the optical industry. 


DIAMOND-IMPREGNATED WHEELS 

Diamond wheels are used to grind very hard metals and 
alloys, plastics, fibers, ceramics, glass, including fiber glass, 
all to close tolerances; to cut quartz plates, to shape optical 
risms, and to grind optical lenses. The growth in their use 
and that of carbide tools parallels one another, for without 
the one the other would be almost useless. Again in 1945, 
new forms were introduced to solve the many special grind- 
ing problems. 

The use of diamond-impregnated wheels in peacetime pro- 
duction will doubtless be large. 


DIAMOND TOOLS 


War created many new industrial axioms, among them the 





essential position of cemented carbides as cutting agents 
in industry, and cognately of diamond-set tools to keep these 
cutting tools at their top efficiency. Diamond tools may be 
set with several small borts or with larger industrial diamonds 
weighing from one-fourth of a carat to carats each. The 
diamonds may be natural crystals or shaped stones. The use 
of diamond-set tools in machine shops appears to date from 
1917, although they were used almost a century ago in Amer- 
ica to regroove grist mill stones. 


DIAMOND DRILLING 


During 1945 diamond drill manufacturers introduced many 
improvements in their machines, increasing their efficiency. 
Certain types of drills are being cut as to weight, a factor 
of importance where transport conditions are difficult; rota- 
tional speeds are being increased. Bit makers are also im- 
proving their product as well, designing special bits for 
each class of rock. Bits set with over 400 small borts are no 
longer unusual. The Canadian Diamond Drilling Association 
continues its excellent campaign to standardize fittings, so 
that parts of different manufacture will be interchangeable. 
Diamond drill bits are reconditioned by sand-blasting or acid 
treatment. The Bureau of Mines (RI No. 3793, A. E. Long 
and W. G. Agnew) has carried on a series of interesting dia- 
mond drill tests as to coolants and cuttings removal media. 


DIAMOND DIES 


To produce the tremendous quantity of fine wire required 
for aeroplane and other war-necessary instruments, the war 
demand for dies was huge. American industry and labor met 
the test and we had, before fighting ceased, not only plenty 
of coarse dies but an adequate supply of dies with extremely 
small apertures. It is understood that the electric spark 
method of drilling dies, perfected by Dr. C. G. Peters, has 
been a factor in this satisfactory situation, although die- 
makers are non-committal as to whether or not they use the 
process. As a general rule it may be stated that, with the 
improvement in making the die, a greater number of pounds 
of metal can be drawn through it; in other words, we have 
not as yet reached the ultimate efficiency of the diamond die. 











The “ROGER” — Another 





New Attractive SHOWCASE Display System 


Picture your watch cases and costume jewelry set off to best advan- 
Contrasting bengaline silk 
platform tops, richly trimmed with velvet risers of your own choice, 
reveal your merchandise to full, alluring view. The “ROGER” is style- 
fashioned to accent any article .. . possesses all the matchless crafts- 
manship and originality that distinguish every Korn creation. Stand- 
ard 6’ length by 18” depth, $59.50 complete with floor boards. 


Write for prices and photographs of complete line of displays or send 
us your specifications for original treatment for window, showcase 


tage on this eye catching showpiece. 


and background displays. 


Ollbean Kom F Ce 


Designers & Manufacturers of Jewelry Displays 


17-21 ELM STREET Our Only Location 


PR Aucust, 1946 


5 Whats a Jewel Without the Setting? 


in the famous KORN Line of Distinctive Displays 








BUFFALO 3, N. Y. 








U. S$. IMPORTS OF INDUSTRIAL DIAMONDS* 


Imports of industrial diamonds into the United States 
from 1940 to 1945 follow: 


Year Carats Value Value per Carat 
| ae 3,809,071 $11,026,563 $2.89 
| | re 6,882,248 14,908,809 2.17 
CS re 12,203,704 22,057,577 1.97 
a 12,172,025 21,938,362 1.80 
PRD -.acces 12,614,507 22,816,827 1.81 
BOO wxs-0es 11,726,372 12,756,973 1.09 


The imports as to carats are holding up far beyond most 
of our expectations (decrease 7.1 per cent), for most of us 
had looked for a marked fall in imports after V-J Day. On 
the contrary, while imports in the fourth quarter of 1945 
were less than the average for the first nine months, the de- 
crease was not marked. Value, however, was appreciably 
down (44.1 per cent), suggesting that the principal type of 
industrial imported was crushing bort. By value, 93.73 per 
cent of these industrials were of African origin and 6.27 
per cent from Brazil, Venezuela and British Guiana. 

In addition, we imported 3,497 carats of carbonado and 
ballas, worth $53,959 ($15.43 per carat). Practically all of 
this came from Brazil. Likewise, 62,317 carats of diamond 
dust, worth $47,213 ($0.76 per carat), evidently largeiy, if 
not wholly, of African origin. 





* These and other figures of American imports are by courtesy of the 
Bureau of Foreign and Domestic Commerce, Department of Commerce. 


LITTLE KNOWN GEMSTONES 
(From page 264) 


spodumene. Previously, the best of the crystals had 
been sent to Norman Spang, of Pittsburgh, the same 
collector mentioned last month as having obtained the 
remarkable sphene crystal. 

The locality from which the crystals came, in Alex- 
ander County, North Carolina, was originally known as 


Stony Point, but subsequently has been named Hidden. 
ite, in honor of the new gem so christened in Smith’s 
description. Unfortunately, the occurrence seems to be 
unique, and the production too low to warrant further 
development of the deposit. Almost all of the crystals 
found were disposed of as mineral specimens and com. 
paratively few were cut. A true hiddenite is one of the 
most avidly sought items of the rare gem collector, The 
original find at the locality consisted, according to 
Palache, Davidson and Goranson!’ of twenty prismatic 
crystals, with green gemmy tips. One of these is illys- 
trated in G. F. Kunz’ “Gems and Precious Stones of 
North America” in color. Apparently, after the original 
discovery and exploitation, comparatively little was pro- 
duced and the operation closed. In 1926, B. S. and W. 
B. Colburn, the latter for some years curator of min- 
eralogy at the Cranbrook Institute of Science, near 
Detroit, reopened the excavations and worked for nearly 
a year, getting additional specimens. However, no im- 
portant finds were made, and practically all of the 
specimens found went into the private collection of B. 
S. Colburn, of Asheville. Recently this entire collection 
has been sold and is now the property of the University 
of South Carolina’s geology department. 

The occurrence and mineralogy have been described 
in detail in the Palache, Davidson, Goranson paper for 
the first time. According to these authorities, the hid- 
denite occurs in smal] pockets and pegmatite stringers, 





1 Palache, C., Davidson, S. C., and Goranson, E. A., The Hiddenite 
Deposit in Alexander County, N. C., American Mineralogist 15, pp. 
280-302, 1930. 
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closely resembling some of the Alpine clefts described 
in the sphene chapter. Most of the recent finds consisted 
of small crystals and very few of them were suitable for 

m cutting. Many minerals, some of them of consider- 
able collector interest, were found as crystals lining the 
pocket walls, with the spodumene. Complex beryl, 
apatite and rutile crystals were among them, along with 
other minerals such as muscovite, albite, ankerite, monaz- 
ite, pytite, etc. ; minerals familar to the specialist but 
not as a rule mentioned with gems. 

In the 1896 edition of Dana’s “System of Mineralogy” 
and the 1897 Hintze “Handbuch der Mineralogie” we 
find no suggestion of subsequent developments in gem 
spodumene. It is interesting and rather incomprehensi- 
ble that a gemstone which has occurred in spectacular 
transparent crystals now known as the variety kunzite, 
in three different parts of the world, should not have 
been known a mere 50 years ago. The first developments 
have never been written up; according to accounts, how- 
ever, the sequence was about the following: In the course 
of the working of a tourmaline pegmatite near Pala, 
San Diego County, California, large transparent lilac- 
colored crystals were encountered which were recognized 
as being unlike the tourmaline but which could not be 
identified. Some of these were sent to Kunz at Tiffany’s 
and upon testing they were recognized as the long an- 
ticipated gemmy variety of spodumene, but of a quality 
never before seen. A considerable quantity of the crys- 
tals seems to have been collected. A preliminary notice 
of this find was published by Kunz,” who then turned 
some over to Charles Baskerville for further investiga- 
tion. The results of this “study” were published a few 
weeks later,? and the gem was christened kunzite in that 
paper. 

The remarkable kunzite crystals of this find made 
magnificent mineral specimens. Large clear and well- 
formed crystals of any mineral are unusual, single crys- 
tals up to 12 or 14 inches long, 6 inches wide and an inch 
or more in thickness are well worthy of note; for them 
to be the first occurrence of a mineral in transparent 
gem material made them even more startling. Subse- 
quent discoveries of this variety of spodumene elsewhere 
in the world have not dimmed the uniqueness of the Pala 
specimens. The mineral is so susceptible to alteration 
by later solutions percolating through the same channel- 
ways, that the crystals are usually altered and corroded 
long before the mineralizing activity ceases. Only frag- 
mental and etched crystals have been found in Brazil 
and Madagascar, present sources of the gem. 


Large size in spodumene crystals is not unexpected. 
The Black Hills of South Dakota hold the record, with 
# foot crystals in the Etta Mine. These, unfortunately, 
are altered so that they crumble in the quarrying. Three 
or four foot crystals hang like jaws of an ancient port- 
eullis in quartz in the wall of the Harding Mine in New 
Mexico. The sharpest crystals in collections came from 
boulders near a pegmatite in Goshen, Massachusetts. All 
of these are well crystallized occurrences of the mineral, 

(Please turn to page 320) 


—_—_— 


*Kunz, G. F. “On a new lilac-colored transparent spodumene,” Science, 
wol. 18, p. 280, 1903. 


* Baskervill . Ch ee i ‘id 7 
303-304, 1903" arles “Kunzite, a new gem,” Science, vol. 18, pp. 
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WATCH STRAPS 
featuring the NEW 


CORONET Licchle 


I 
It streamlines the strap- 


VISITING JEWELERS 
to 


The ANRJA CoNvENTION 
are cordially invited to 


visit our offices at 


516 Fifth Ave. 


A full line of leathers with 
buckles in nickel, yellow or 
pink finishes. Also in gold- 
plated. All non-tarnishable. 


Be es 
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Although ALTON WATCHES are 


not now plentiful, the high stand- 
ard of quality and workmanship 


has been maintained and will 


ever be. 


Weksler & Goodman, Ine. 


CHICAGO 3 
ILLINOIS 
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Can You Help Me? 


My Display Problem Ig: 








by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Mise Vir. 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field, Miss 
Dixon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 


RE there any figures available on the percentage of 
retail store sales or other similar figures which 
should be spent on window display? Have you any in- 
formation on what the average jewelry store does spend 
on display? We are anxious to do an adequate job in 
this respect, but find it is very easy to go overboard on 
expenditures without some guiding figure.—R. T. 


Answer—Figures from a recent survey on the break- 
down of the “Advertising Dollar” for medium size de 
partment stores allotted 12% of this amount (the per- 
centage of gross sales spent on all advertising) to dis- 
play. One advertising authority advocates the spending 
of one-quarter to one-half of the store rent on display, 
This same authority also maintains that good windows 
should account for from 25% to 50% of an ordinary 
store’s sales. One chain store spends 15% of its adver- 
tising appropriation on its windows . . . another 3% of 
its sales revenue. 

As far as I know there are no figures on average jew- 
elry store expenditures, but judging from the figures of 
the Jewelers’ Publicity Committee on the public’s opin 
ion of jewelry store as compared with department store 
windows, the average jeweler does not spend enough! 

Of course it is quite possible to spend a great deal of 
money and still not have effective windows. The estab 
lishment of a definite and adequate budget for window 
and interior display certainly is the first step in 4 
sound program of merchandise presentation—and if such 
a program is carried through thoughtfully and consi 
tently it will bring surprising sales returns. Compared 
to all other forms of advertising, display is by far the 


least expensive and probably the most effective. 


your display suggestions, you frequently recommend 

the use of photo-blow-ups. In the small town i 
which we are located, there is no photographic studié 
which can turn out such enlargements for us. Can you 
recommend any source from whom we can order by 


mail?—M. O. 


Answer—The Photocraft Display Company, 3546 
Broadway, Kansas City, Mo., specialize in filling sud 
orders by mail. They will make enlargements of you 


own photos, drawings or other material up to practically 
any size you want. They will send a complete price 
on request. Prices are based on the size of the enlarge 
ment and include mounting on wall board. 


SHOPPING NOTES 


“W/ HAT Will They Do Next Department A new 


record playing device may now be installed i 
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your window which will launch into a sales talk or a 
welcoming invitation to the store when a passer-by ap- 
roaches near enough to the window to break an electric 
eye beam! If you are out to startle the populace, fur- 
ther information may be obtained about the “Ad-Vox 
Merchandiser,” from Electronic Advertising, 247 Park 
Avenue, New York. 

No need again this year to make-do with the remnants 
of your pre-war Christmas tree ornaments. The old- 
fashioned brilliant solid color metallic glass balls are 
back again. If you want a fair-sized quantity, better get 
in an early order. Art R. Cohen, 810 Penn Avenue, Pitts- 
burgh 22, Pa., are offering them at very low prices. 
Write for their Christmas catalog. 

A new edition of “Modern Stores,” a trade manual on 
modernization of retail store design, has recently been 
put out by the National Retail Furniture Association. It 
js intended primarily for furniture stores, but much of 
the material is applicable to almost any type of retail 
store including the jeweler. It is profusely illustrated 
and the discussion on the problems of modernization un- 
der restricted building construction makes it particularly 
timely. Copies may be obtained from the Association at 
666 Lake Shore Drive, Chicago. 

Other items of interest to those with store moderniza- 
tion on their minds are a new aluminum awning which 
iolls up just like a canvas one and double plate glass 
windows which act as insulating units as well. 

The aluminum awning is called “Alumaroll” and is 
made by the Aluminum Awning Company, 389 Meadow 





Road, Rutherford, N. J. It is claimed to be easier to 
operate, more attractive and more durable. They are 
finished with a protective coat of baked aluminum en- 
amel and are available in a range of colors to harmonize 
with any store exterior. 

The double glass windows should be of particular in- 
terest to those planning open front shops. Where large 
areas of glass are required, the double glass panes with 
sealed-in air space between make possible more economi- 
cal operation of heating and air-conditioning units. The 
sealed air space also greatly reduces the possibility of 
condensation on the glass—one bugbear to window visi- 
bility. This type of glass is being produced under dif- 
ferent trade-names by two of the largest glass compa- 
nies. Pittsburgh Plate Glass Company, Pittsburgh, Pa. 
offers ‘““T' window” while Libbey-Owens-Ford Glass Com- 
pany, Toledo, Ohio, call their product “Thermopane.” 
Detailed information will be furnished by both com- 
panies. 

A new company—the Shopsin Paper Company, 112 
Charlton Street, New York 14, N. Y., offers a selection 
of papers adaptable to display uses. A metallic parch- 
ment paper comes in several thicknesses and all of six- 
teen colors—satin or bright finish in rolls or sheets. 
They also offer a waterproof, scuffproof, washable paper 
for counter and shelf linings and wall-papering in six 
brilliant colors. This also comes in both rolls and sheets. 
The firm has facilities for dye-cutting paper to any shape 
or any size. They will send sample book on request. 
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LITTLE KNOWN GEMSTONES 
(From page 317) 


but fine transparent gem material comes only from Pala. 

The earliest gemmy spodumene was that of Brazil, 
mentioned above as having been described by Pisani*, 
but this light yellow material created no flurry in the 
trade, Kunz® mentions having seen over a ton of small 
fragments from Brazil in Idar in 1881 but apparently 
they never came upon the market. More recent develop- 
ments in the Brazilian line have been related recently by 
Swoboda,® but through the last few decades there has 
been a small spasmodic production of gem spodumene 
from that district. The most unusual specimens are those 
in which there are two colors, green and lilac, sometimes 
alternating along the length of the crystal, as in a long 
splinter in The American Museum collection, and some- 
times centrally green with a bordering rim of lilac, much 
as in the watermelon tourmalines of Maine. Occasional 
white, pale yellow, and pale blue crystals are found 
which are of gem quality, but they have little gem value 
because of the low demand. 

Shortly after the description of the California ma- 
terial, possibly even before, according to Lacroix,’ the 





4 Pisani, M. F., “Decription de plusieurs minéraux.’’ Comptes Rendu, 
vol. 84, p. 1509, 1877. 

5 Kunz, G. F., “Gems and Precious Stones of North America.” N, Y., 
1895, p. 150. 

6 Swoboda, E. R., “Spodumene gems of Brazil,”” JEweLers’ Crrcucar- 
Keystone, 1946, May, p. 250, 305, 307, 309. 

7 Lacroix, A. ‘“‘Mineralogie de Madagascar,” vol. 1, pp. 518-522, 1922. 


same variety of the mineral was found in Madagasca, 
and several descriptions were published. Subsequently 
Lacroix was enabled to make a detailed study of adqj. 
tional specimens of the mineral, but all of them were 
loose in clay-filled pockets upon discovery and so strong- 
ly etched that no large, intact crystals could be collected, 
The longest illustrated is a slender cleavage prism about 
8 inches in length and but an inch across. While no 
studies could be made of the crystals in place, in Mada. 
gascar, Lacroix was most fortunate in the time of his 
visit to Pala, California, where he was enabled to see 
the clearing of a gem pocket in a pegmatite. Hig de- 
scription of the occurrence in California makes it clear 
that he regards the formations as identical. 

Lilac spodumene, translucent material that could only 
with great generosity be called kunzite, has been found 
at other New England localities, including Portland, 
Connecticut and at several Maine localities; in addition 
to the earlier suggested Branchville occurrence. Mani- 
toba pegmatites have been reported to contain some 
spots of lilac spodumene, but these localities have never 
been exploited. More may be found elsewhere from time 
to time, as spodumene is not a rare mineral, but the gem 
is unlikely ever to have great popularity. Two factors 
militate against wider use, and rarity is the lesser of 
them. 

The more important factor reducing the value of 
spodumene as a gem are the physical properties which 
make it one of the fragile marginal stones, suitable for 
use only under conditions demanding little in the way of 
durability. The prismatic cleavage noted by Haiiy 
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Exciting originality in design plus 
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guish these three new sets by URO. 
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and that extra “high fashion” note 
to any promotion. Delicately produced 
in gold-plated sterling silver studded 
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makes the stone a substance which can easily be broken. 
As a matter of fact, lapidaries need experience with the 
stone before they can safely cut it, and, as recounted in 
an earlier article® stones are frequently broken in the 
polishing. The stone has other undesirable character- 
istics as well. Both hiddenite and kunzite transmit the 
deepest colored rays along the vertical axis of the crys- 
tal. This means that good color will only be obtained 
through the correct orientation of the gem, the table 
must be horizontal in relation to a vertical prism direc- 
tion. The proper orientation thus both reduces the size 
of the gem which might be obtained from a given piece 
of rough, and places the easiest cleavage directions in 
the direction most likely to break, especially near the 
girdle where the stone is thin. 

The delicate coloration of kunzite is liable to fading, 
hence, it may become lighter in time. Some of the large 
stones in the Museum seem to have retained a good color 
for years, but other stones, placed in a brighter light, 
may fade. This is also true, or likely to be true, of the 
delicate greens, blues and yellows of the Brazilian 
stones, though it does not seem to be the case in true 
hiddenite. The cause of the color is unknown, it is cer- 
tainly evanescent, for x-rays and radium easily change it 
to a green, after a period of phosphorescence during 
which the green color may be masked. Upon exposure to 
light, the treated gems revert rapidly to their original 
pink or white. 


HIDDENITE COLOR MORE PERSISTENT 


Hiddenite, on the other hand, appears to contain some 
chromium, the pigmenting agent of emerald, and its 
color is undoubtedly more persistent. It, too, is strong- 
ly pleochroic, and the largest stone in existence was cut 
for maximum size stone and weighs some 9.29 carats, 
but was misoriented so that though the ends are deep 
‘green, its sides are pale. The distinction now being 
“made, which requires emerald to be chromium-pigmented 
Weryl, should probably be applied to this gem, thus ruling 
“gut the name hiddenite for the Brazilian green gems of 
lighter hue. The green of hiddenite, however, does not 
‘appear red in the emerald filter, its color is closer to a 
“pale yellow green to orange yellow in sunlight. 
2 In hardness too, kunzite falls a little short of the best 
‘gems, being about 614. The gravity is about 3.2, the 
Mean index of refraction about 1.66. It resembles 
‘Pinked topaz, pale morganite, or pale amethyst in hue. 
a is none-the-less more brilliant than any of these when 
: foperly cut and had some popularity as an American 
$m when the California mines were in operation. The 
“uly serious imitation, which must be guarded against, 
pS the pale lilac amethyst sometimes being offered, par- 
Meilarly in Rio de Janeiro, as kunzite. However, its 
pemparative rarity, its fragility, and its tendency to- 
yard fading make it a stone for the connoisseur rather 
lan the average purchaser of jewelry. Very large gems 
We been cut, The American Museum of Natural His- 
has a pear-shaped stone weighing 192 carats and 
mets weighing 224 and 118 carats. 











*Pough, F. H., “Hardness and Durability of the Various Gemstones.” 
Jewerers Circugar-Keystone, April, 1946, p. 198. 
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Large variety of fancy cardboard boxes for 
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M for special fitted fabric leather jewel cases 
with lock and key. 


Watch and jewelry boxes of metal covered 
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hinges. 
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Other plastic watch boxes from $650 per M up. 
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DON'T BE AFRAID OF CRITICISM 
(From page 270) 


cally and face-to-face will write it out vehemently, For 
the sake of the possible grain of gold, the jewelry store 
dealer should always sift the sand carefully; he shoul 
never throw out the contents of the box without congig. 
ering every step. 

5. Customer “want slips” offer an insight into cy. 
tomer dissatisfaction. For in reality, each want slip ig 
in itself a complaint that a desired item is not stocked, 

6. A sign campaign within the store encouraging cys. 
tomer suggestions will not only draw much valuable jp. 
formation, but will also serve to keep sales personnel, 
etc., on their toes. Signs should be placed at strategic 
spots, and they should clearly show to whom complaints 
should be made, and where the individual can be found, 

7. An educational campagin instructing sales per. 
sonnel, deliverymen, etc., to listen for customer com- 
plaints, is always a good plan. Offer rewards ty 
members of your store personnel who make usable sug- 
gestions. Stimulate interest in your “complaint cam- 
paign.” When an individual makes a suggestion which 
will ultimately make you money (in saved customers) 
see that he is properly rewarded. See also that he gets 
public recognition for his thought. 

8. Finally, try a little self-criticism on the store. Look 
it over objectively, critically, and see what you think 
might be offensive about it—how it might be improved. 
Put yourself in the shoes of your customer. Open your 
eyes? You may be surprised at what you see. 

Where criticism is concerned, the danger is not in 
getting it—but in not getting it! 





FASHIONS ARE EVER CHANGING 
(From page 280) 


events as opera balls, horse shows, the Assemblies in 
Philadelphia and Wilmington, the Veiled Prophet fes- 
tivities in St. Louis and inaugural balls and diplomatic 
receptions in Washington that American women wore 
their diamonds. In the ’90’s they began building wp 
family collections, but they bought according to the taste 
of the day; and that brings us to the close relation of 
jewels and fashion. 

Period design in costume is quite clearly defined, but 
jewelry is often handed down from generation to gem 
eration and worn without resetting. So the precise eta 
of the bowknot, for instance, is not so easy to date as 
that of the silk bow tie. Jewelry is sometimes so im 
portant that it influences the gown, but in the ’90’s all 
was ornament and lavish decorations anyway, and jew- 
elry was just piled on top. 

Hair was up off the ears so we had big ear-studs, a8 
we do today, rather than long pendants. Diamond soli- 
taire eardrops grew so large that women had engraved 
gold caps to wear over the big stones in the daytime; 
they couldn’t remove their earrings for any length of 
time or the lobes would require re-piercing. 

Consuelo Vanderbilt, who became the Duchess of Marl- 
borough in the most noted international marriage of that 
century, had a long, “swanlike” throat that looked well 
in a high, tight collar. So the diamond dog collar, named 
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for the actual dog-collar worn by lap dogs of the period, 
was in fashion, with variations, for a quarter of a cen- 
tury, and has been revived with considerable success. 

Women collected odd brooches, especially the four B’s 
_howknots, birds, bees and butterflies—and wore them 
al] at once! In old photographs I have counted as many 
4s 15 pinned to the bodice of an evening gown. Stars, 
crescents and sunbursts, solid with diamond brilliants 
or diamonds and pearls, were popular for bodice and 
coiffure. All types of jeweled hairpins, combs and 
sigrettes were worn, and the tiara carried right through 
into the twentieth century. 

The most artistic creations in the late ’90’s came from 
Russia, where young Carl Fabergé, who had learned 
jewelry making in Paris, was at work in St. Petersburg 
on his fabulous baubles of diamonds and blue enamel. 
The rich and royal from all parts of Europe and Asia 


journeyed to his St. Petersburg mansion to order from | 


him. 

In New York, people went to Tiffany’s. Or to Tif- 
fany’s mail order catalogue. What a book this was for 
a winter night’s reading, nestled in your cotton flannel 
wrapper in front of the glowing base-burner! Tiffany’s 
Blue Book for the season 1897-1898, straight from the 
shopping-center of Union Square! An engagement brace- 
let with a permanently locking catch—there’s an idea 
for you, first cousin to the ankle chain! It was $8 to lock 
on or $12.50 with padlock and key in case the girl 
wanted to “get out of” her engagement. 


There were diamond horseshoes from $140 to $500. 


miniatures of famous women on ivory, $50 up. Frogs, 
beetles, turtles, crabs and lizards, diamond set, at $100. 


- There were parasols with jeweled handles up to $1,000 


and silver stirrups, gold-plated stocking supporters and 
engraved watering cans for the conservatory. We hate 
to tell it on them, really, but Tiffany’s sold sterling-sil- 
ver-mounted bicycles, too. 

Tiffany’s annual catalogue, and those of the great mail 
order houses, which listed diamonds as early as 1893, 
and a few of the big dry goods emporiums, which 
stocked diamond engagement rings and wedding bands, 
did their part in educating the people to appreciate real 
jewelry. But it was the family jewelry store in every 
town in America that usually supplied the rings for the 
bride, beauty pins for the baby, a sunburst for Mother, 
a tie pin for Father, and “tickers” for everybody. In a 
survey made for this review we found that the items most 
widely sold around the turn of the century in the aver- 
age city jewelry store were the diamond sunburst and 
the horseshoe brooch. Next came the marquise cluster 
ring (there was a tremendous revival in finger rings dur- 
ing the ’90’s and we're right in the midst of another one 
now). Then pendants and lockets and the row-type ring 
set with three to five diamonds. 

In 1893 Mermod & Jacquard of St. Louis offered the 
public a fabulous display of diamonds at the Chicago 
World’s Fair, and the Granats, out in San Francisco, 
were making gold nugget jewelry from the pure Cali- 
forn‘a metal. ; 

We come now to a new century numbered the twen- 
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tieth, and families and fortunes are subject to change. 
There are still society “queens” and an occasional for- 
eign visitor to admire and imitate, but there are also 
opera singers, actresses and pretty chorus girls. Women 
begin to switch their adulation to stage stars, and this 
developed into the movie craze of our present times. 

In 1900 Paris was in the fashion picture stronger than 
ever. She beckoned the world to see beautiful things at 
her Exposition Internationale, “l’art Nouveau” was born. 
Among the jewelry in this New Art were objects made, 
not from the classic gold and silver, but from stone, bone 
and ivory. Diamonds were set in a new white metal 
from Russia called platinum. It had been used experi- 
mentally for a hundred years, but Cartier’s claim to be 
the first to use it extensively for jewelry. They had just 
moved into the Rue de la Paix, had a London branch on 
New Bond Street which was busy remounting ducal dia- 
monds into the new high-pompadour coronets for the 
coronation of Edward VII, and were planning to open a 
store in America, which they did in 1911. Cartier is also 
credited with being first to create “soft shapes” in this 
hard white metal, using diamonds, the hardest substance 
of all. Instead of flat, rigid designs that might be drawn 
on paper, Cartier’s designers modeled the fronds of os- 
trich feathers, the curl of leaves and petals, the natural 
twist of ribbon, all in diamonds. 

Curiously enough, however, the complete development 
of these “soft” shapes has been in our own day. It 
skipped the ’20’s and ’30’s. 

(To be continued) 


BIBLE "GEMS" SELL JEWELS TODAY 
(From page 284) 


moment, and since the name of Archie Tegtmeyer 'e 
well known in Milwaukee as one of the city’s lead; 
jewelers, the readers are reminded of various gifts of 
jewelry that would be appropriate for happy religions 
events. 


This unusual advertising idea was originated by the 
firm’s founder, the late Archie Tegtmeyer, back in 1940, 
The thought had occurred to him that most advertisi 
was solely concerned with selling and profits—ang }, 
wanted something with a finer purpose—an advertise. 
ment that would leave readers with a worthwhik 
thought. And what better thoughts were there, h¢ 
reasoned, than those in the Bible? Weren't they real 
jewels? 

So Mr. Tegtmeyer contacted the Milwaukee Journal, 
the newspaper with the largest ad-reading public jp 
Milwaukee, and discussed his plan with its advertising 
department. At $3.60 an inch—about $22 for each ad— 
he had the boxed-in Bible quotation—a new one each 
week—appear on the Saturday church news page. 


From the very beginning when this type of ad began 
to appear, Mr. Tegtmeyer received many favorable con- 
ments on his originality; while many clergymen wrote 
him to tell him how delighted they were to see the words 
of the Holy Bible appear in the midst of daily living. 
This response alone was reward enough for Mr. Tegt- 
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WANTED AT ONCE! 


A Diamond and Watch Dept. Manager 


One of America's leading department stores, 
located in the Middle-West, is desirous of immedi- 
ately securing the services of a manager for their 
watch and diamond department. He must be 
experienced in selecting and valuing diamonds as 
well as being a capable salesman. Salary and 
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who felt then that his idea had been justified. 


meyer, 


SALES MOUNTED ANYWAY 


But sales began to mount. Customers coming in 
mentioned the fact that they had seen the ad on the 
church page and were reminded that jewelry presents 
would solve their gift problems. Baby lockets, tiny 
crosses on Chains, and baby porringers rank high as 
christening gifts. Watches, rings, and bracelets are 
popular gifts for confirmations; and as for weddings, 
naturally, silverware ranks first, with bracelets, pearls, 
and expensive compacts being sought as gifts for this 
happy occasion. Birthdays bring a steady call for good 
costume jewelry, compacts, watches, and _lockets. 
Graduations call for just about the same type of jewelry 
as birthdays. 

Jewelry gifts for church-connected celebrations are 
not set apart from other jewelry, since Mr. Mixdorf 
feels that the presence of a golden cross, for instance, 
in among other lockets, will remind the buyer that per- 
haps he has to buy another locket for another gift 
presentation. In this way, one sale will often lead to 
another. 

The firm’s many employees, among them two recently- 
returned Army veterans, Howard Mixdorf and Anthony 
Rheude; are well versed in selling the various types of 
jewelry which are most often called for in connection 
with happy events. The Bible ads seem to have given 
the customers an added faith in the integrity of the 
Tegtmeyer firm, and so, many of the purchases are left 
up to the taste and discretion of the sales firm. 


GEM OF THE MONTH 
(From page 286) 


peridotite rock, crystals have been found there but only 
in small pieces. Brazil also has some material as do 
Ceylon, Hawaii, Arizona, but all of them unimportant as 
far as large gem quality material is concerned. 

Like the zircon, peridot has a pronounced birgfring- 
ence, the double refractive quality which makes it readily 
identified to the naked eye. Only these two stones 
possess this quality to such a marked degree. 

The following questions and answers are designed to 
provide in simplified form that information essential in 
retailer-customer relations whenever these gems are dis- 
cussed: 

How do you pronounce Peridot, the August 
birthstone P 

Per’-i-doe is preferred in the trade. 

What is peridot? 

The gem quality of the greenish varieties of the min- 
eral olivine. 

What is the most desirable color for peridot? 

A dark green which approaches emerald shade at night 
under artificial light. 

How long has peridot been known? 

The “topaz” of the Bible in the breastplate of Moses 
was today’s peridot. Also, the Romans wore peridots 
to repel terror, enchantment and melancholia. 

Is peridot commonP 

No. There has been only one commercial mine since 
Biblical times. 
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FOR JEWELERS 


A SINGLE POLICY 
to fully cover 
ALL INSURANCE NEEDS 






Practically “all risk" protection of your Merchan- 
dise and Stock—both inside and outside your 
premises—contemplating physical loss or damage. 


A "St. Paul" Jewelers Block Policy 
not only covers your financial in- 
terests, but also serves to guard 
your goodwill. 











Have you investigated the advan- 
tages of a Jewelers Block Policy? 






... Why not do so now —today...by writing | 
JEWELERS BLOCK DEPARTMENT 


atl 


E AND MARINE 


SURANCE COMPANY 
ST. PAUL. MINN. 

111 W. Fifth St. 

St. Paul 2, Minn. 










PACIFIC DEPT. EASTERN DEPT. 
Mills Bidg. 80 John St. 
San Francisco 4 New York 7 







First American Company to write and since specializing 
in providing Jewelers Block Policies 
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Where is this mine located? 

St. John’s Island (Zebirget) in the Red Sea. 

What was the ancient name of this island? 

“Topazos.” The stones now known as peridot Were 
called “topaz.” 

When was this mine operated last? 

In 1940 by a French group who found some very fine 
material. Some came to the United States recently and 
several fine stones over 35 carats were cut here. 

What are other known sources of peridot? 

Burma, Ceylon, Hawaii, Arizona, yield insignificant, 
usually tiny pieces not worth cutting for jewelry, 

Is the mineral olivine common? 

Extremely so. It is an iron magnesium silicate, 
constituent of many rocks. 

Are there other colors of olivine besides green? 

It is found from a yellowish shade, through brown to 
black, only of non-jewelry quality. 

What is chrysolite? 

A confusing name sometimes erroneously applied to 
the yellow shades of olivine and applied to other gem- 
stones as well, as a name of a color. It means “golden,” 

How is peridot mined P 

It is quarried from the matrix or mother rock. 

How does peridot look when found? 

It is generally in well-formed, transparent crystals, 

What is optically charactertistic of peridot? 

It is strongly double refractive, meaning objects ap- 
pear double when looked at through the crystal. It can 
be easily detected. 

What gem is sometimes erroneously called 
olivine P 

Demantoid, a rare green garnet which has a high 
single refraction and is more fiery and more expensive 
than olivine or peridot. 

Has synthetic peridot ever been made? 

No, and the color cannot be closely imitated in syn- 
thetic spinel. 

How heavy is peridot? 

Slightly lighter than the diamond. 

‘How hard is peridot? 

According to Mohs’ scale it is 614 to 7. 

How does peridot wear? 

Fairly well but not too suitable for rings. However, 
it wears better than some stones of higher hardness. 

Following are the physical characteristics of the 


peridot: 

ee ee errr re Tre. Peridot 
ee 
eer eeT Te eT er TT TET Te TT Yellow to Green 
Commpocition ... . 2. .scceeces Iron Magnesium Silicate 
Crystal.System .........ccccceccesess Orthorhombic 
Ed in pi aeks i +e eee eee 6.5 to7 
Mpnciie Geatltg oo csc sccccccevens. sees see 3.3 
Ie TREE kon vccencdsce. cbvnedasune 1.65-1.69 





CONFIDENCE CREATING METHODS NEEDED 
(From page 288) 


Of the 63 per cent who were lacking in this direction, 
high pressure tactics and over eagerness to close a sale 
were the most-common failings. The young man who is 
buying a diamond ring just doesn’t want to feel that he 
is being rushed. He wants to feel that the jeweler is 
like a professional consultant upon whom he can de 
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for honest guidance in what the prospect considers one 
of the most important purchases of his life—one which 
he wants to consider very carefully from every angle be- 
fore deciding. 

A few salesmen were actually insulting when the 
young man remarked that he wanted to “think it over.’ 
In one case his comment read, “I wouldn’t buy a ring 
there if they were the only jewelers in the world. In 
fact, it took a lot of will-power to keep from punching 
the in the nose.” 

Are you driving your salesmen too hard to close every 
sale on the spot? Think it over. 

In some stores an astounding ignorance on the part of 
the salesperson was evident. “Blue-white” was glibly 
bandied about, but when asked what “blue-white” meant, 
few were able to say more than that all their stones were 
“blue-white.” DeBeers would certainly be surprised at 
the improvement that occurs between mine and market. 

Others based most of their sales talk on knocking com- 
petitors—a line of talk that seldom inspires much con- 
fidence on the part of the customer—especially if the 
store that is being disparaged has already expressed sim- 
ilar sentiments about the one now doing the knocking. 

One jeweler, when asked to show a ring at about $300 
replied—‘‘Come in again some time with the lady. I’m 
too busy now.” Too busy to make a $300 sale??? Help! 
Help!! Help!!! 

But perhaps the most astonishing thing was the com- 
plete ignorance of the economic facts of life displayed 
by a majority of retailers. Or was it their eagerness to 
make a longer mark-up on an unbranded line? 





Anyway, more than three out of every five jewelers— 
64 per cent—when asked about one of the nationally ad- 
vertised brands said, in substance, that such rings cost 
more because the consumer “had to pay for that adver- 
tising” and its cost was simply added to the price of the 
ring. Invariably they tried to switch the sale to their 
own unbranded line. 

Haven't those men ever learned that the volume pro- 
duction and sales which are made possible by advertis- 
ing lowers the unit cost? 

Do they really think that automobiles, or radios would 
be cheaper if they were made one at a time by hand 
methods? Do they really think that the little corner 
tailor can make a given suit of clothes for less money 
than Hart Schaffner & Marx? Or are they just trying 
to switch the customer to an item that carries a longer 
profit? 

Whichever it is, it doesn’t go over very well with the 
American public which has been educated to the benefits 
and lowered prices of volume production and volume 
sales through advertising. The jeweler who is either 
blind to the advantages of branded lines or looking for 
an extra margin on unmarked goods had better wake up 
and begin living in the 20th Century. And there are far 
too many of them—at least in the New York area—for 
the good of the trade. 

Possibly the picture may be different elsewhere. The 
manufacturer who has been conducting the survey is con- 
tinuing it and will extend it to other parts of the coun- 
try. The findings in these other districts will be reported 
in future issues. 
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Pam Dawer gives you the pepulence 

of gold styling at gold-toned Seices . 
n ‘‘Sunbeams’’, an exclusive new compact a 
cigarette case duo designed to give your 
customers the richness, the prestige 
of their own monogrammed (if they like!) 
jeweler’s-type gold set! 
Individually boxed 
Compact —To retail about $4, 
Cigarette Case —To retail about $5, 


Sig i 2 awe 1: Res 


THE HOME OF FETHALITE PRODUCTS 
307 FIFTH AVE. * NEW YORK 16 
BOOTH 306 AT THE WALDORF JEWELRY SHOW 
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THE OFFICE AND FACTORY 
OF THE 


RUECKERT 


MANUFACTURING CO. 


IS NOW LOCATED AT 
83 KING ST., EAST GREENWICH 
RHODE ISLAND 










¢ Telephone East Greenwich 980 « 


All correspondence and shipments 
to be sent to the above address 









Since 1890 Manufacturers and 
Designers of Ring Cases, Displays, 
Sample Case Trays and Pads, 
Salesmen’s Traveling Equipment 




















FINE LIGHT OPALS 
IN FASCINATING COLORS 
FOR YOUR 
DIAMOND CLUSTER RINGS 


Manning Opal Corporation 
22 West 48th Street, New York 19, N. Y. 


Telephone BR 9-7199 




















KINGSLEY Gold Stamping Machine Co. 2: 





You-can.Stamp % 
Names or ee rams, 















WRITE FOR DETAILS 
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OPEN FRONT ATTRACTS TRADE 
(From page 292) 


and Joseph Aronoff, was opened to the public on April 
4, 1946. As a result of a vigorous advertising campaign 
calling attention to the store’s opening, an extraordi- 
narily large crowd of persons was attracted. Two Toledo 
radio stations carried announcements of the opening for 
about a week before the event, and “teaser” ads were 
employed in the two daily newspapers, the Blade and 
Times. In addition, neighborhood and union newspapers 
carried advertisements announcing the grand opening, 
and editorial space was devoted to the event, also. 
Advertised as “Toledo’s most beautiful jewelry store,” 
Lindel’s might well expand the statement even further. 
Truly modern and in step with the times, it may well be 
considered as the prototype of the “jewelry store of the 


future.” ‘ 


BACK-ORDER FORM SIMPLIFIES RECORDS 


(From page 294) 


promises can not only be disputed but honestly misin- 
terpreted or misunderstood, oftentimes resulting in hard 
feelings. 

The store record part gives the jeweler an accurate 
picture of every such back order and enables him to know 
his position with regard to forthcoming merchandise. He 
avoids over-extending himself, which can easily be done 
when no such record as this is kept. 





Shortages are going to continue for many months and 
most of us are going to be behind on deliveries for some 
time; a simple form such as this, easy to record and 
keep, and inexpensive to print, can serve a manifold pur- 
pose for any jeweler. 


—_—_———_— 


GERMAN PROCESS HARDENS SPINEL 


A process for hardening synthetic spinel jewel bear- 
ings to the point where their performance approached 
that of synthetic sapphire bearings was developed by the 
Germans during the war, according to a report released 
by the Office of the Publication Board, Department of 
Commerce. The new process also required only one- 
fourth as much diamond powder for cutting the spinel 
bearings as is used in cutting sapphire. 

The report was made by M. H. Barnes for the Joint 
Intelligence Objectives Agency. It describes synthetic 
sapphire and spinel production in Germany. 

Spinel, a crystalline mineral, is normally considered 
less satisfactory for bearings than sapphire because it is 
For the same reason, it is easier to work and 
requires less diamond powder for cutting. This was 
an important consideration in Germany because of the 
severe diamond powder shortage. 


softer. 


The German hardening process involved heating the 
spinel to a temperature of 950-1050 deg. C. for 12 hours. 
This precipitated the excess alumina in the spinel and 
converted it to a different alumina form. As a result, 
the clear spinel turned cloudy and became harder. Final 
polishing of the bearing surface after heat treatment 
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Shimmering fascination . . . 
like a smouldering flame. 


Magnificent fob in sterling, 






encrusted with imported stones. 





Replica of a fabulous original 


About $48. Plus 20% Fed. lax. 





At better stores, or write 
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“GIFT-OF-THE-MONTH"* 
for September 


AS FEATURED IN 
ESQUIRE 
VOGUE 
HARPER’S BAZAAR 





Fob Pin No. 6727 . . . $288 doz. 


Another in our series of high-power 
pieces designed to draw the better trade. 
... Write for full details of our “Gift- 
of-the-Month” plan which will bring 
you these outstanding features regularly 
each month. 


JAY KEL, Ine. 
307 FIFTH AVENUE, NEW YORK 16 
Chicago: 36 South State Street 





*Trade Mark Reg. Pending 





















A Pearl dashton Srtumph 


VEDA*--Beautiful simulated 
pearls in single, double 
and triple strand necklaces 
Glittering pearls imper 


ceptibly graduated 


SINGLE 

DOUBLE 7.50 

iiged 11.00 
Prices, Net 


$4.00 


SIMULATED PEARLS) 


SURRANTEIEO 
*m voa* 


H. STADTMAN, 82 Bowery, New York City 











SPAREX NO. 2 


REPLACES HAZARDOUS SULPHURIC 
ACID IN PICKLING AND CLEANING 
NON-FERROUS METALS 
SPAREX No. Z is a scientifically developed and unusually safe 


granular dry acid compound which becomes active only when 


dissolved in water. 2'/2 pounds of SPAREX No. 2 dissolved in 








7 pints of water produces one gallon of highly concentrated 
pickling solution. 


SPAREX No. Z is delivered No objectionable fumes 


to you in dry granular form, 
safe to store and easy to 
use. Just pour into water 
and start pickling. Secure 
most effective results by 
heating to 170° F. in pyrex 
dish. 


—replaces sulphuric acid 
for pickling gold and silver 
and other non - ferrous 
pieces. Packed in 2!/2 pound 


cans or in 50 pound bags. 


Send for descriptive circular and quantity price: scale. 
Sample can $1.00 post paid. 


ALEXANDER SAUNDERS & CO. 


(Suee. to J. Goebel & Co.) Est. 1865 


95 BEDFORD STREET, NEW YORK 14, N. Y. 
DISTRIBUTORS FOR 


Kerr Dental Manufacturing Co. 

The Jelrus Company (''Thermotrci'') 
Thos. J. Dee and Co. 

Ecco High Frequency Corp. 





Joseph Dixon Crucible Co. 
Baker & Co., Inc. 

A. H. Waage Electric Co. 
Western Gold & Plat. Wks. 
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Cutters of 
SYNTHETIC RUBIES 
and 





BLUE SPINELS 


Buff Top 
Faceted 
Cabochon 



















PROMPT DELIVERIES 
EXPERIENCED WORKMANSHIP 
GUARANTEED SIZES 


METROPOLITAN LAPIDARY 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y, 
COrtlandt 7-0584 




















Genuine blue 
and white 


Ircons 
pals 


in stoch 














CUTTERS OF PRECIOUS ond SEMI-PRECIOUS STONES 


48 WEST 48th STREET WEW YORK 19,.4.¥. 
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done with diamond powder in the usual manner. 
was 


According to the German inventor of the process, 
spinel bearings would have been produced on a much 
vider scale in Germany had it not been for the opposition 
of the I. G. Farbenindustrie, which made sapphires. 

Except for the spinel hardening process, no new ap- 
lications for sapphire or spinel in the German industry 
were noted. Although German methods for making 
jewel bearings were closely guarded trade secrets before 
the war, investigation revealed that they depended on 
the basic Verneuil process. The principles of the 
Verneuil process are known in the United States. 

German jewel bearing firms used highly skilled, low 
paid labor. Production was considered an art. Little 
attempt was made to mechanize the industry. German 
jewel bearings were considered inferior to those made 
by French and Swiss gem cutters, according to the in- 
vestigator. 

The operation of two German plants. the Wiedes 
Karbid Werke at Freyung and the I. u. Farben plant 
at Bitterfeld, is discussed in the report. Details on 
their apparatus, powder production, inspection, grading, 
and selling methods, and on industrial application of 
synthetic spinel and sapphire are included. Schematic 
diagrams of the two types of boule apparatus used by 
the plants are appended. 

Orders for the report should be addressed to the Of- 
fice of the Publication Board, Department of Commerce, 
Washington 25, D. C., and should be accompanied by 
check or money order, payable to the Treasurer of the 
United States. 


SMALLER STORE MODERNIZATION 


Although many jewelers view the subject of remodel- 
ing with suspicion, feeling that extensive improvements 
can only be made by large, big-city firms, Earl N. Davis, 
Tampa, Fla., has proven that the “small fellow” can 
do it, too. 


® 


TCHES + DIAMONDS: - 





BEFORE 


The Davis store before it was remodeled. 


: Mr, Davis, formerly associated with the Carter-Davis 
vewelry Co., Leesville, La. recently purchased the 
Premises at 800A Grand Central Ave., in Tampa. Dis- 
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Krewen JEWELRY COMPINY 


EMPIRE STATE BLDG., NEW YORK 1,N. Y. 
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FOR HONEST RETURNS 
IN . 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 


Sterling silver pin, rhodium fin- 
ish, studded with rhinestones and 
pending on two handknotted JOSEPH B. COOPER & SON 
graduated, La Marquise pearl PS y- 


strands. Rhinestone catch. Beau- 


tiful individual box. 114/107. PRECIOUS 
Retails about $35.00 Smelters 


OFFICE: 


FACTORY: 26 JOHN STREET, 
BROOKLYN, N. Y. NEW YORK CITY 

















Custom Made for the Better Trade 
~ 


LEONORE DOSKOW 


HAN DWROUGHT 


STERLING SILVER 


THE NEWEST PEN IN THE WORLD 


Van Cleeve Fountain Pens 
with Revolving Sapphire Ball 
Point. 


A NEW PHENOMENA ... 


Perfection of Craftsmanship... 





Precision of Performance... 








Everlasting Beauty. Made in v 
I 14K Solid Gold, Sterling Sil- 


cvosen ver and other finishes. OPEN 





PEN 


Hors d’Oeuvres Set— Tea Caddy and Strainer 
3 pieces, $63.00 dozen 2 pieces, $240.00 dozen 


Will write anywhere from 5 months to 5 years de- 
Exquisitety designed handwrought Sterling Silver, 


i i . Opens and 
created by Leonore Doskow, is today being featured in the pending “pee the frequency of its use Op 


closes with one hand. Can be refilled anywhere 
by injecting special Van Cleeve Ink supplied in 
LARGE COLLAPSIBLE TUBES LIKE TOOTH PASTE. 


CLEEVELANDT CORPORATION 


33 West 46th Street New York 19, N. Y. 
Patents Applied. 





country’s smartest jewelry stores and gift shops. Nationally 
advertised in leading class magazines, this fast-selling attrac- 
tively-priced line ranges from fashionable costume jewelry 
to such clever home accessories as the two sets illustrated 
here. A request on your business letterhead will bring you 
descriptive literature, illustrating other popular Doskow 
designs in Sterling Silver, pre-tested for their sales appeal. 


LEONORE DOSKOW, SILVERSMITH, MONTROSE, N. Y. 
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: satisfied with the appearance of the store, he decided to. "LIFE-TIME SCRAP BOOKS" IDEAL GIFT ITEM 
5 have it remodeled with a new front installed. 

As can be seen from the photographs, the transforma- 
tion was really remarkable, and carried out with a 
mintmum of expense. The front, of Pittsburgh Carrara 
plate glass, was designed by the owner to harmonize with 
the store’s surroundings. 


On the theory that there is always a yen in everyone 
to own a scrap book full of memoirs, photos, clippings, 
etc., Hess-Culbertson Jewelry Company, St. Louis, has 
developed a successful merchandising program around 
“Life-time Scrap Books” in handsome metals and 
leather. 





Clarence Vogt, head of the store, chose this unusual 
item for jewelry store promotion because it has proven 
ideal for “suggestion selling.”” There are many custom- 
ers coming into the store who balk at spending too much 
for jewelry gifts, such as watches, fine china, sterling 
silver, etc., and still are not contented with ordinary 
leather goods, china gifts, ete. The scrap-book, because 
of its undoubted usefulness over a life-time, can be suc- 
cessfully suggested and sold in almost every such case— 
and in addition, it appeals to all ages. ‘We don’t at- 
tempt to sell ordinary varieties of leather or fabricoid 
albums or scrap books,” Mr. Vogt said, “since we are 
first and last jewelers. We want to suggest a type of 
scrap book which fits into the luxurious-merchandise 
classification. This has been made possible by concen- 
trating promotion entirely on expensive, beautifully 
, finished types guaranteed to last a life-time.” 

; . _ APTER ca The “life-time scrap books” contain 100 pages, 24 
A transformation effected by the use of Mr. Davis’ own inches long by 12 inches wide, “bound” in polished sheet 


design for a glass front. 
aluminum, bright, gleaming polished brass, or gold- 








To quote Mr. Davis: ““The owner of a smal] jewelry trimmed fine genuine leathers in a variety of colors. 
store can modernize and beautify his store just as well Even the paper in the scrap-books is offered in several 


as the owner of a big one.” forms, to appeal to the most fastidious buyer. 
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‘I! { How Goop IS YOUR SOLDER JOB | 


@ Does your solder groove out when you polish it? 









@ Is your solder seamless when you want it to be? 






@ Are you bothered with filling Pin Holes with the cor- 
rect solder? 


NIASH has the solders that fill the bill in JA 
all karats and colors. 
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The new second-floor appliance section in the 
Fox store, before it was opened to the public. 


Contacts with manufacturers 









dating from before the war 
helped Fox’s, Grand Rapids, 


get their floor samples. 


Pre-War Commitments 


Get Appliance Quotas — 


ANY a jeweler decided long ago that post-war 

merchandising of electrical appliances would be 

“right down his alley.”” But how to get the merchandise? 

From V-J Day onward, obtaining even floor samples of 

major appliances was as big a headache for merchants as 

getting butter was for the housewife. Without contacts 
it seemed hopeless. 

However, the Fox Jewelry Co., Grand Rapids, Mich., 
found that they had contacts for electrical appliances. 
And as a result, when plans were made for installing 
a complete appliance department in a newly-acquired 
upstairs showroom, it was possible to secure a wide 
variety of merchandise for display. 

Many another jeweler, fretting over the problem of 
getting appliances, may have the same contacts as the 


by JANET LOGIE 


Hurdon Prescott, Fox's jewelry buyer, dis- 
cusses a ring sale with a customer. Watch 
repair department is in foreground and the 


offices are located in the store's rear. 





334 








Fox firm without knowing it. Hence this story on the 
Fox technique which gave them a large number of hard- 
to-get radios, refrigerators, washing machines, etc. 

Virtually a landmark in downtown Grand Rapids, for 
35 years the Fox business has been in the same spot on 
Campeau Square directly opposite the Pantlind Hotel. 
Originally it was a small one floor store selling jewelry, 
doing watch repairing and setting diamonds. Thirty-five 
years ago wrist watches were a novelty and many stopped 
to look and comment on Fox’s window display. 

The store’s first expansion was the establishment of 
an optical department in the basement of the store. As 
time went on, gifts were added to the jewelry section 
and a few small electrical appliances could be had. These 
(Please turn to page 348) 
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MANUFACTURERS SAY: 


“Watch 
for Our Line 


in the New 
Becken Book’’ 
— OUT OCTOBER Ist 


A. Beclon bo. Uhicago 








29 East Madison St., Chicago 90 


“Buy From Becken—And Get The Best” 





: 
BRANCHES: Denver, Detroit, Nashville 
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AMERICA’S LEADING WHOLESALER 
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Early-Season Promotion 


Eases Christmas Buying Rush 


More time for individual attention is afforded by Carter's early holiday promotions, 


NE of the worst problems of the holiday seasons— 

crowds in the store too large to be handled even 
by an amplified sales force—is solved at least partially 
by Carter Jeweler’s, Fresno, Calif., by giving customers 
a definite date for specific merchandise the following 
year. 

“Neither customer nor salesperson enjoys shopping 
when the store is too crowded for good service” Rex Car- 
ter, head of the store, pointed out, “therefore we've 
adopted the policy of individually asking each customer 
to come in at an earlier date the following year—on the 
theory that many of them are local residents and can be 
depended upon to be doing the same kind of shopping 
year after year.” 

Thus when a Fresno housewife comes in looking for a 
leather goods gift for her husband and has to wait for 
half an hour or so for service, the first thing the sales- 
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by ROBERT LATIMER 


lady says is: “We're sorry you must wait. Next yet 
we'll have a full stock of leather goods for the Christmas 
season on display November 5th, and if you'll come i 
then, we'll be able to show you a larger selection.” 

Men buying gifts for wives and sweethearts are par 
ticularly important in this connection, Mr. Carter oF 
served—since they almost invariably can be depended be 
to reappear the following Christmas for more jewelf 
as gifts. In every case, the store sales staff is inst 
to mention a specific date and specific merchandis 
chances being that when holiday shopping comes! 
again, the customer will remember and take adva 
of it. 

(Please turn to page 349) 
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pROFITS SERVED YO € Oe. & Pte Pea 


NEVER BEFORE A TRAY SO LARGE 
. AT A PRICE SO SMALL! 


A Most Amazing Value 
HEAVY GAUGE 


112" DIAMETER 


ALUMINUM 
SERVING TRAY 


WITH ETCHED DESIGN 


It’s-an Admiration natural .. . ideal 
for sales promotion! 


A strikingly beautiful new serving 
tray. Bright butler-finish, turned up 
semi-serrated edges, exquisite design. 
Ideal for sandwiches, cocktails, water 
sets, and serving. A spectacular, lus- 
trous new creation that’s priced to sell 
in volume! 














Fair trade Price fixed to retail at. . $1.19 
No. 348-1 


HERE'S YOUR BIG PROFIT MARGIN 


Oe eo Pro ree > 65¢ each 
20-piece minimum order .............- 70¢ each 


PLUS THIS GORGEOUS ARRAY OF WINNERS 


IN EMBOSSED ALUMINUM OF MATCHED DESIGN 
COASTERS — 








& 
No. 348-3. 
BO © scscvdavenvethsacuses 48¢ LARGE 
In lots of 125 Sets. Smaller quanti- 
ties 55¢ a set—bulk-packed. A Ss H T R a Y 
OR BONBON DISH 
No. 348-2. 
BOOK-MATCH 
5/4," diameter. $2.40 a 
c ° Vv E R Ss dozen—bulk packed. 
No. 348-4. 


48¢ a dozen—minimum 100 pieces— e 


bulk-packed. 
ORDER NOW FOR PROMPT DELIVERY 


ADMIRATION PRODUCTS COMPANY 





23 WEST 23rd STREET NEW YORK 10, N. Y. 





"“"OVER 25 YEARS OF RELIABLE SERVICE’ 
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Perfume Display 


Boosts Sales 


Right—Front of the Gordon store. 
A drum-table display, featuring 
perfumes, will be installed in the 
center shortly. Below—Toiletries for 
men are shown with male jewelry. 


ee ERFUME in a jewelry store? Well—why not? 

After all, it is a luxury item, and the majority 
of jewelry store shoppers. are definitely seeking 
luxuries.” 

That was the reasoning which prompted Milton 
Gordon, co-manager and “idea man” for Gordon’s 
Jewelers, Mount Vernon, N. Y., to not only stock per- 
fume, but display and merchandise it in an aggressive 
fashion. 

Essentially, the perfume counter at the front of the 
Gordon store is tied in with the costume jewelry de- 
partment. When a lady comes in for costume jewelry, 
it is but a step to suggest perfume as well. And it isn’t 
a very short step when the enterprising management 
sprays a whiff or two of the perfume near the store 
entrance in order to intrigue the ladies. 

According to Mr. Gordon, there are two reasons for 
setting up and maintaining the perfume display. [Tor 
one thing, in these days of shortages, a bottle of per- 
fume can be readily recommended in place of the item 
the customer had in mind when entering the store. A 
surprising number of people approve and take it as a 
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Gordon’s, Mt. Vernon, N. Y., 
use perfumes and toiletries 
as substitutes for those 


hard-to-get jewelry items. 


Left—Gordon's display perfumes 
at the costume jewelry counter. 
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BRAND NEW “Puy (vod 


for the Perfect Plastic Watch Strap 


This smart strap was first introduced on some 

of the finest Swiss watches, and until recently 

advertised and sold under the name of "Protexo”. 

You'll remember # as soon as you see it. It’s the same 

distinctive band with the same, exclusive selling features, 
different only in its bright new name... DURALON. 

DURALON is no ordinary plastic watch band. It’s a pat- 
ented Polyvinyl strap with the selling impetus of all the 
features listed at the right. As a quick profit item, you'll find 
it hard to match, and it assures the satisfaction that brings 
customers back to your store the year ‘round. 

For attractive counter display, DURALON straps are 
packed in convenient sales kits. Each kit contains 36 in- 
dividually packaged straps in a wide assortment of rich 
colors, and in several different styles and widths. 

Present stock is limited, however, and orders must be 
filled in the order received. So get yours in TODAY, and 
get in early on DURALON profits. 





‘DURALON PRODUCTS, INC. — 


604 Fifth Avenue _ New York 20,N.Y. 





*TRADE MARK 


PoR Aucust, 1946 


Watch for the sensationally new 


LADY DURALON 


in heavy braided plastic cord! 





The ONLY men’s watch strap 
with ALL these selling extras: 


PLIANT, FLEXIBLE 

DURALON feels pleasantly soft and supple to 
the touch...needs no breaking in... adjusts 

to wrist movements without binding... 

not affected by heat or cold. 


PERSPIRATION PROOF 


DURALON is impervious to acids, grease, moisture 
— readily cleaned with damp cloth. 


NON-IRRITATING 
DURALON'S patented composition cannot 
irritate or discolor the most sensitive skin. 


DURABLE 
DURALON outlasts any leather strap. 


FADE-PROOF 

DURALON comes in all popular colors — Bur- 
gundy, White, Blue, Gray, Brown, Ivory, 

Tan, Silver Gray, Tile Red, Black — to harmonize 
with any watch. 


DISTINCTIVE STYLING 


Rich, smooth, wafer thin — smart buckles and 
trimmings to match the finest watch case. 


EASILY ATTACHED 


to any watch in 30 seconds. 


ATTRACTIVELY PRICED 
to retail at $2.00 keystone. 


FOR YOUR PROTECTION 


DURALON is sold only through retail 
jewelers and better department stores. 















Left—General view of the store 
interior shows the careful depart- 
mentalization. Below—The silver 
display at Gordon's occupies al- 
most half of one side of the store. 


































substitute gift. And secondly, as mentioned above, when 
tied in with sales of costume jewelry, perfume could 
frequently be sold after an original jewelry sale had 
been made. This was especially true last Christmas 
time when Gordon’s stationed a brace of pretty girls at 
the costume jewelry-perfume counter, and sold a large 
amount of perfume and toilet water. 

Gordon’s doesn’t concentrate entirely on the ladies, 
either. An expansion of the same principle is applied 
as far as men are concerned, and the store’s “Esquire 
Shop,” normally devoted to tie clasps, belts and other 
masculine jewelry, began featuring men’s toiletries such 
as shaving lotions, eau de cologne, etc. Many of these 
items were neatly tied in with accessories such as travel- 
ling kits, sterling dresser sets, etc. 

The fact that Gordon’s sells perfume is well known 
to the residents of Mount Vernon, a town of 70,000 
people. In addition to the trick of occasionally spraying 
perfume in the store foyer to draw attention to the dis- 
plays on the counter, the store has featured more than 
one window display with perfumes as the theme. In 
addition, a local newspaper, staging a contest, asked 
Gordon’s to contribute one of the prizes. Whereas an 
unimaginative jeweler might have offered a ring, bracelet 
or wrist-watch as a prize, Gordon’s put up an expensive 
bottle of perfume as their contribution. As a result, 
the reading public became aware of the fact that the 
store was selling perfume as well as jewelry. 





The “guessing contest,” designed purely to acquaint 
Mount Vernon with the store’s large stock of radios, 
involved no skill whatsover. Which made it highly a 
tractive to the contestants who normally have to cope 
with “sharpies” who make a living engaging in such 
affairs. 'The whole point of the contest was to guess the 
serial number of the radio being given away in a partic 
ular week. The person whose guess came nearest to the 
actual number on the set, won the radio. Simple, but 
effective ! 

The Gordon store, which was completely remodeled 
several months ago, is one of the most pleasant retail 


RADIOS ALSO FEATURED 










Although the Gordon store has a complete stock of shops in Mount Vernon. Air-conditioned (no sli 
jewelry at the present time (including hard-to-get flat- feature on hot summer days), the interior is cooling just 
ware which is featured in the windows), the store is to view. Displays are well arranged in attractive 
probably best known to the residents of Mount Vernon shadow-box cases in the walls, and the one side of the 
as one place which really has radios. Certainly, one store is a vast mirror reflecting the pleasant pine 
person in every seventy is aware of this fact, since ling which has been used opposite. In addition to creat 
Gordon’s “radio guessing” contest drew at least 1000 ing the allusion of greater space, this arrangement also 






entries per week over an eight-week period. (Please turn to page 849) 
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CRYSTAL—IZE YOUR STOCK 


HAVE YOUR OWN WATCH CRYSTAL DEPARTMENT AT YOUR FINGERTIPS 


FULTON FIT-TITE FANCY G & S UNBREAKABLE FANCY 
GLASS CRYSTALS AND 


@Complete assortments. 


dininnie 4h, bites ROUND CRYSTALS 


fits for all sizes and 











shapes. 
Sturdy steel cabinet. eSpace Saver Steel Cabinet 
eAdjustable clear view eAdjustable Indexed Compart- 


labeled compartments. 
: ments 
@Exclusive system of 


eri r error- . ote : 
p pee ge an ie * Conveniently built-in Insertion 
where every crystal Machine 
carries the Fulton 
number and competi- 












































iia ellie ASSORTMENTS 
= pa! pric —_ No. 3B—4 Gross Round Crystals 
sion in additional com- 3 Drawer Cabinet with 
ene inserting machine . 
ASSORTMENTS Price complete. $63.00 
No. 1A—1008 Regular Crystals | No. 9AC—2 Gross Round Crystals 
12 Drawer Steel Cabinet 9 Gross Fancy Crystals 
Priep complete .....cccccceces $105.00 17 Drawer Cabinet with 
No. 1B—1440 Regular Crystals inserting machine 
12 Drawer Steel Cabinet Price complete. $138.00 
Price complete ............... $150.00 
No. 1C—432 Extra Double Thick Clear Rock No. 11AC—2 Gross Round Crystals 
Crystals for the most popular sizes 11 Gross Fancy Crystals 
and shapes of men’s watches. 17 Drawer Cabinet with 
6 Drawer Steel Cabinet inserting machine 
ree $80.00 Price complete $160.00 
REFILLS OF FULTON AND G & S CRYSTALS ARE AVAILABLE 
FOR IMMEDIATE DELIVERY FROM OUR COMPLETE STOCK. 
BR'SHTENED STOCKS MEAN HIGHER PROFITS Solid gold and gold filled watch attachments. 
Designed by 
Make Repair Jobs Look Like New FORSTNER ¢ GEMEX « J-B 
The Hoover Electro Plater is _ ma com- x *k* * 
plete with metallic solutions an simple operating Key Chates Sache 
ng ~ Pe ne Pty = eaten Sport Chains Tie Holder Sets 
JUST PLUG INTO YOUR REGULAR Vest Chains Tie Clips 
LIGHTING OUTLET—1IS VOLT, Neck Chains _ Crosses 
50-60 CYCLE AC. FULLY GUARANTEED Heart Expansion Bracelets 
naint Heart Expansion Bracelet and Locket Sets 
. Created by 
dios, COMBINATION OFFER FORSTNER ¢ BIGNEY « SKS 
y at 1 Hoover Electro Plater........... $15.00 tus ke 
cope 1 Qt. Pure Gold Solution ......... 5.00 
auch 1 Qt. Copper (Makes 1 Gal.)...... 2.50 LITTLE FOLKS Children’s Jewelry 
5 the 1 Qt. Electro Cleaner (Makes 1 xk * 
igen gellminaaetncs cla 1.00 ' ; : 
p. hale é Finely designed BABY SPOON AND 
7 1 b oe Stripping Solution (Makes 1 roe FORK SETS in sterling by WEB. 
othe © | Qe | =6Gal.) 6... eee eee i 
bat 3 Anodes xk & 
. POMEE? WOME o.cu dee waaves veces $24.50 Distinctive stone rings in gold for men and 
women. Gold Emblem rings for men. 
jeled OUR PRICE..... $19.50 
retail 
light WRITE IN FOR OUR COMPLETE PRICE LIST 
‘just 
7 CENTRAL WATCH MATERIALS 
— & SUPPLY CO., INC. 
also | 134 SOUTH 8th STREET PHILADELPHIA 7, PENNA 
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Community Ads 






Benefit Jewelers 





Merchants in Mason City, Iowa, 
banded together for a co-op 
| advertising effort which pays 


off without great expense. 


EWELERS at Mason City, Iowa, including 

Blanchards, Daniels Jewelers, Goodman’s and 
Seney’s, are taking part in one of the best cooperative 
retail trade stimulating radio programs in the middle 
west. 


The principal purpose of the radio advertising pro- 
gram, sponsored by the retail division of the Chamber 
of Commerce, and involving 70 merchants who pay about 
$10.00 each per month for such advertising, is to pro- 
mote good will and sell Mason City to all potential 
customers within the Mason City trade area, said to com- 
prise 293,000 radio families, in northern Iowa and south- 
ern Minnesota. 




















World War II was just in its closing stages when the 
Mason City retail merchants’ division, headed by Jeweler 
“, E. Blanchard, advertising program chairman, laid out 
the Mason City radio advertising campaign. They got 
out well designed brochures which showed maps of the 
Mason City area and which told of the potential busi- 
ness which could be secured through co-operative rad‘o 
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Mason City's 


Enlarging MOP i 4 through the 
os oe classified bore as individuals = way in the 
on mason 11 Mason Cit jal were well on ve, and 
‘a- Commerce, lace to live, a 
st as, merch nd to promenje nation, is ¢ —, a Mason City ong 
j jsing des nor a whole 7 motio! 5 rr. here 
Any adver itisa little town °° sty adverti> vn a first class busi the time to pick UP 
ity, Wherry Advertising». at community i dends usa th , , “Selling 
“Community ved me ¢ ears ag°. 
Commcperience has PFS. ying handsoma jars and e three or four ¥ in the order of 
Long exper investment, PAr”in, actual ¢ ve leit off som ity — is again i 
ing 8 a sound in be reckoned in : we let ty”? — Mason CiY ar trade are uniimn 
fits © = moe tw 
Its enero ° * saves ont general evy per capita nea gx! Potentialities for - the map. Teen 
it for HOPE, ment and ht —.. rea sho’ waiting fo 
a ined employmen ited in the = unre of dollars, Ww, POSTW AR! 
income ie iad and rentals of people, Wi meltitto them —- NOW, 
@ Real esta! public vce making possible cpeslil ast 
trom taxes, ’ 




























e*increased ein tax rate iy public 
reduction # securities DY y 
. netve demand we Tow interest F M ily Literature put out by the mere 
priv! s . 
, a Ww -- PO chants behind the plan + 
What's the unete = NOW —w plan to boost 
ies fro Wom g2 $5 Reatil Tat aie Mason City's sales stressed the 
i tion . Wholesale eee Prt ° ° 
Modern, esse enclen HE pes “ 15,547,000 Pico Per Week Vliet Proves fact that the city's potential trade 
* res aor ryad re * ay “He 
o ares eilieiaed inurl <i weal Tectrade 300 to Get TW NDRED MILLION DOLLA could reach the hundred million 
ws es rer ’ 5,4 
Fira clas De og gecrention Lae Gpor- "| Nau red Products 30.0% ae Total -- ONE # mark. Cost of the plan for each 
than mv . . 7,43 J 
Pe cams caveniont) © ‘total wae merchant is extremely modest. 













advertising aimed at building up the local market. 


No specific merchants’ names are mentioned on the 
radio programs. All copy is devoted to boosting Mason 
City as a trading center. 


The program has been running for over a year and 
the merchants stick to it, which shows that they are get- 
ting results from it, according to Mr. Blanchard. 


The radio program at present consists of a 15-minute 
period at 6:15 p.m., Monday through Saturday each 
week, and the program content varies as the special 0c 
casions arise. The general format includes good listen 
able dinner time music, and special programs have it 
cluded four weeks of holiday promotion preceding 
Christmas when children were invited to write to Santa 
Claus. One of the station’s announcers posed as Santa 
Claus for the program and a total of 3,202 letters were 
received from children. 


Other special events included the actual broadcasting 
(Please turn to page 351) 
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New Leather 
SENSATION 
semen om) 












| Sea 


eye-catchin : 
y e ¥ 


sales-building 


smartness .. . 


Made by the Manufacturers of the Famous 
KARLTON ONE-PIECE STRAP 


America’s most famous novelty leather strap, made of artisti- 





cally tooled Steerhide . . . will fit any watch. 






LADIES’ 
HAND BRAIDED 








GENUINE 
PIGSKIN 





CORDOVAN 










Black, Blond 
and Brown 


# 500 


London and 
Hazel tone 


# 400 


Genuine Pig 
and Calf 


# 600 












DAVID GUSS & COMPANY 


Makers of Fine Watch Straps Since 1922 
121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. 
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Modern-Baroque 


Treatment 


Photograph No. |! 


a new offices and showrooms for Jack 
Kuris, Inc., manufacturing jewelers on the fifth 
floor at 36 West 47th St., New York, have been designed 
by Murray M. Pearlstein, JC-K’s architectural con- 
sultant. 

The public foyer (photograph number 1) has been 
treated with Bubingo flexwood. The painted walls are 
dubonnet, and the ceiling is executed in royal blue. The 
trim around the entrance to the private foyer (left) is 
treated in a baroque fashion. 


Photograph No. 2 















The private foyer (photograph number 2) leading to 
the showrooms and offices has the walls finished in royal 
blue and the ceiling in dubonnet, thus exactly reversing 
the outer foyer’s scheme. Moulded trim around the en- 
trance fo the showroom and information window is also 
of the baroque type, painted white. Doors to show- 
(Please turn to page 380) 





Photograph No. 3 










New quarters of Kuris firm 
reflect dignity and taste in 
handling of materials. 


Photograph No. 4 
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THE NATION'S BESTSELLER 
yy MANICURING SETS... 


Here's the JOY manicuring set that's 
making sales history in leading stores from 
coast to coast. A handsome zipper case, 
stitched — not pasted — combining the 
choicest implements with the finest top- 

grain pigskin set. All implements hot- 
dropped forged of surgical precision 
steel, and mirror-finished in nickel- 
chrome. Retails at $12.50 


CASE OF GENUINE TOPGRAIN PIGSKIN 


IMPLEMENTS OF SURGICAL PRECISION STEEL 


The set shown is one in a line of 35 distinguished 
manicuring sets, ranging from $3.52 retail to 
$49.50 including tax. Please write for complete 
set catalog. 


REX CUTLERY CORPORATION 
16-24 CORDIER ST., IRVINGTON 11, N. J. 


Please send us your 1946 JOY manicure set 
catalog with dealer prices. 





Dept. 








prt tenn - = =e --- 














Above—Ted Brown displays 
appliances in the window 
as soon as they come in. 
Signs emphasize availabil- 
ity. Right — Interior of 
the store showing wall 
cases for small appliances. 


"No Waiting’ | 
Sells 
Applianees 


More 


ELLING small appliances and radios can be a prof- 

itable, trouble-free venture if you follow the advice 

of Ted Brown, who owns a jewelry store in Long Beach, 
California. 

Well known on the West Coast as a reputable jeweler, 
Mr. Brown invaded this new field some five months ago, 
but not without qualms. Would the public buy appliances 
from a jeweler, especially when there were many appli- 
ance and furniture stores in the neighborhood? Would 
he be able to obtain merchandise when long established 
appliance dealers were having a hard time getting their 
quotas filled? 

The answer to both troubling questions was yes, and 
with these two uncertainties no longer perplexing him, 
Mr. Brown set to work to merchandise the new con- 
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Signs such as ““Immediate Delivery” 
or “Take Me Home With You” spell 
success for the appliance business 


of Ted Brown, Long Beach retailer. 


by JUANITA CASSIDY 


Below — Exterior view of 
the Ted Brown store. The 
interior will soon be re 
modeled to make room for 
the larger appliances. 


trivances. His is no involved formula: he simply puts 
the appliances in the window, hangs a sign on them, and 
lets the customers carry them home. The attractive pla- 
cards read, ‘““Take me home with you,” or “Immediate 
delivery,” and dubious passersby find it hard to resist 
making an inquiry. 

Most of the customers prefer to pay cash and carry 
their purchases. The majority of them return again and 
again to buy other appliances and some have even made 
jewelry purchases while in quest of toasters and flat 
irons. Indeed, Mr. Brown has found that selling appli- 
ances is one of the best ways to increase store traffic am 
build a clientele for the jewelry department. 

Customers heartily endorse the Brown plan of no wait- 

(Please turn to page 380) 
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GS, 


Dsiened to satisfy the rugged masculine taste ... 
FLEX-EAGLE (1/20 12K gold filled) surpasses the 
most expensive 14K gold bracelet in workmanship and 
eye appeal. 


Precision-made, FLEX-EAGLE has special features. 
The self-adjusting clasp (Patent pending) 1 is new, differ- 
ent. Just two non-corrosive springs in the entire band 
assure a fit that’s easy, comfortable . . . regardless of 
wrist expansion and contraction caused by temperature 
changes. 


FLEX-EAGLE is generous in length and can be short- 
ened in a jiffy. Exquisitely-curved, seamless links shape 
into a bracelet that’s well nigh unbreakable, yet pleas- 
urably light to wear and simple to manipulate. 


FLEX-EAGLE is tops in styling and finish. Gold filled 
throughout—front and back—in yellow, pink and white. 
Designed for service and luxurious appearance, it is 


xO WATCH BRACELETS 









IN MEN’S 


ee - 


manufactured by craftsmen whose lifetime experience 
has been devoted to the artistic perfection of fine jewelry. 





Every bracelet comes individually boxed in a silk-lined 
leather-type case befitting FLEX-EAGLE’S exceptional 


beauty . . . ideal for gift presentation. 
Easy to Sell — Wonderful to Wear 


EAGLE PRECISION MANUFACTURING CORP. 
Mamniffactumng fprvclers 
Long Island City 1, New York 

SOLD THROUGH WHOLESALE JEWELERS ONLY 


444 





FLEX-EAGLE CONSTRUCTION AND MATERIAL ARE UNCONDITIONALLY GUARANTEED 
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SERVICE 















| DIAL REFINISHING 
| CRYSTAL FITTING 


trom coast to coast 
AN OFFICE TO SERVE YOU 


Summer or Winter 


DIALS BECOME TARNISHED, CRYSTALS ARE 
BROKEN, BRACELETS NEED REPAIRING 


Including our new shops in DENVER, COL., and 
ATLANTA, GA., we have OFFICES in NINE 
cities. Our employees are all anxious to give you 


better work and quicker service than ever before. 














KIRK-RICH DIAL CORP 


LOS ANGELES oO Nene) 


SAN FRANCISCO SEATTLE 
DALLAS PITTSBURGH 






























> /’ EMSON — Designs 
‘ the Practical Gift! 
~  Greated for Simplicity 


OCKTAIL SHAKERS “wstoor 

















OUTSTANDING FEATURES: 


@ One-quarter turn of the 
EEZEE POUR TOP closes 
or opens spout 


@ Shake without fear of leak- 
age 


© Top—Easy to take off and 
put on 


® No loose parts to misplace 
or drop 


© Strainer easily removed for 
washing 


® Lightweight, high lustre 
aluminum 


© Holds one quart 


Price: $4.95 Retail 
Write for full particulars 


/ Patent 
Pending 













EMSON PRODUCTS CORP. 


Bridgeport, Conn. 








PRE-WAR COMMITMENTS GET APPLIANCE QuoTAs 






(From page 334) = 


proved popular, and customers were happy to find that 
they could buy dependable electrical merchandise op 
credit just as they had done with jewelry. Popular de. 
mand caused the management to realize that here was an 
added source of profit just waiting to be taken, 

While plans were started for a complete electrical ap. 
pliance department, the idea practically died aborning 
because World War II came along and the whole idea 
had to be shelved. But when reconversion set in, Fox 
already had plans for the next expansion move. The 
time was more than ripe for the establishment of a com- 
plete electrical appliance department. For four years 
customers had struggled along with antiquated appli- 
ances or with none at all, and there was an entire new 
market of war brides who wanted to establish homes. 

So Fox leased the entire second floor of the building 
and carpenters set to work to make the electrical appli- 
ance department one of the most modern and workable 
in the city. When completed in its physical aspect it was 
expansive—ideal for display——with its modern fixtures 
and lighting. A service department for all electrical ap- 
pliances was installed on one side of the room and noth- 
ing more could be desired except—merchandise ! 

Once more plans were waylaid. Strikes—steel, rail- 
road, automobile—everything appeared to stop the im- 
mediate opening and success of the latest Fox venture. 


MANUFACTURERS COOPERATE 


However, the fact that in pre-war times the Fox firm 
had carried a certain number of small electrical appli- 
ances—a limited number of toasters, waffle-irons, mixers, 
etc.—came to their rescue. The items carried had been 
nationally advertised brands and, in the low-production 
months of the first half of 1946, manufacturers were will- 
ing to allocate them not only with small appliances but 
with samples of larger ones as well! Through the efforts 
of the electrical and jewelry buyers, sources were tapped 
at an early date and because of the fact that the name 
“Fox” has been long established in Grand Rapids, manu- 
facturers were willing to cooperate. 

By the time carpenters had cleared up the last shav- 
ing and shipments had been checked, enough merchandise 
was on hand for display so that the management could 
really proclaim the “Grand Opening of Fox Complete 
Electrical Department.” At least the department was 
introduced to the city and the customers, with money 
burning in their pockets for all the wonders displayed 
could leave orders for future delivery. 

Customers were amazed and happy to find such a com- 
plete outlay in a jewelry store. Here was every con- 
ceivable electrical appliance that could be found in a de- 
partment or an electrical store. Fox chalked up a “first” 
for Grand Rapids as the first credit jewelry store to 
open such a department. 

The store carries one of the most complete lines of 
radios in the city, ranging from small table sets to com 
bination radio-phonographs. Competing with furniture 
stores, the firm features such radio lines as Lear, RCA, 
Emerson, Motorola, Crosley, Farnsworth, General Elec- 
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tric, Stromberg-Carlson, Admiral, Sonora, Majestic and 
General Television. 

The firm also holds franchises for General Electric, 
Westinghouse and Sunbeam appliances, General Electric, 
Norge and Coolerator refrigerators, and Deepfreeze, 
Norge, General Electric and Coolerator home freezers. 
Other appliances include gas and electric ranges, wash- 
ing machines, vacuum cleaners, automatic dishwashers, 
automatic ironers, garbage disposal units, electric roast- 


ers and broilers, cameras, projectors and photographic 


supplies. 
Harvey DeBruyn is manager of the radio, appliance 


and gift departments and H. J. Prescott has managed the 
jewelry department for the past five years. 

Martin Fox, owner and president of the store, is still 
active in the business he started in the same location 35 
years ago. Today, he is assisted by his son-in-law, Ray 
L. Strifling, vice-president and general manager. 

The organization believes in advertising and lots of 
it. The jewelry section has always widely used radio, 
newspaper, and direct mail. The new electrical appli- 
ance department will use the same media and will extend 
credit terms on the same basis as the jewelry section. 

Today, shoppers can also find a Fox Jewelry Store in 
Holland, Kalamazoo, Port Huron and Jackson. ° 





EARLY PROMOTION EASES CHRISTMAS RUSH 
(From page 336) 


“We have sold a regular patronage of customers for 
at least five years running who have become educated to 
coming in early,” Mr. Carter said, “with the result that 
about one-third of our volume has been moved up at 
least three weeks ahead of the crush. Naturally, during 
the war it was difficult to promise merchandise at a par- 
ticular date, but by stressing such early calls as Novem- 
ber 10th and 15th we nevertheless got a large percentage 
in early. People enjoy particular consideration under 
such conditions, and thus I believe more than half of 
them follow the suggestion.” 

Where a customer is disappointed in looking for some- 
thing hard to find—such as a particular stone of a par- 
ticular color, the same idea follows through. Carter sales- 
people tell the customer that although it isn’t in stock 
this year every attempt will be made to have it the fol- 
lowing holiday season—a rather broad promise, it is true, 
but nevertheless stimulating enough to bring the same 
customer in again. 


PERFUME DISPLAY BOOSTS SALES 
(From page 340) 


serves to make the store brighter. 

Aside from the unusual perfume display at a counter 
to the right of the store as one enters, perhaps the most 
unusual feature of the Gordon store is the silverware 
display. Occupying the entire center of the right-hand 
side of the store, the display occupies two recessed wall 
cases, one above the other. In front of the wall cases, 
two knee-hole counters, with chairs, display a variety of 
place-setting patterns. 

Everything in the Gordon store is departmentalized 
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MOISTURE PROOF 


SALT and PEPPER Shakers, beautifully finished 
in our usual high quality WAKEFIELD SILVER- 
PLATE io enhance your table. 


A unique household item that comes in two sizes 


—for individual service or regular table use. 


Each time the tip is pressed, a predetermined 
quantity of seasoning flows from the bottom of the 


shaker. 


To identify each the Salt Shaker has a Gold 
Plated plunger—the Pepper a Silver Plated tip. 


KEYSTONE PRICES 


Individual Size $4.80 Table Size $5.50 


F. O. B. Wakefield, Mass. 
Silver Division 


DIAMOND INSTRUMENT COMPANY 
Wakefield, Mass. 


MEMBER OF THE JEWELERS’ BOARD OF TRADE 





THE NEW NIASH CLIP 
fer Ear ads 


Practical 

é asy to rhssemtble 

Here is an inexpensive handy clip with 
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operations or bending. After base is at- 
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and the earring is ready for wear. 
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NIASH Retining Co. Songer ogee (SIASH) 





(TT GLASS 9 
INT? 


ful, Distinguished, Unique! That's the 
attern —- a combination gray and polis 
an all over design so charming 
mers will keep you busy reordering 


SILVER CITY GLASS CO. 
MERIDEN, CONNECTICUT 


AMERICA'S LUXURY LEATHERWEAR ° 


ht Mark Y Ougimal 
Rag y Ltalher ¢ alum 


Good leather scarce! 
Prices going up! BuyNoy! 


Show the latest, the finest, and listen 
to your cash register ring. Quantities 
limited of course, but every item a 
positive sell-out! 


| Still the finest leathers, including: 
| Imported Ostrich English Pigskin 
} British Pin Seal Genuine Alligator 
| Buffalo Seal Guana and Lizard 
Also rich combinations of: 
Calf and Alligator, Lizard Two-Tones 
British Morocco and Alligator 
RUGBY'S 
Nat'l Adv. 
in 1946 reaches 


59,000,000 


For easy stock control, 
a compact, convenient 
Interchangeable Coy. 
ter Stand and Window 
Display Unit, FREE with 
asst. at $250 COST. 


| RUGBY PRODUCTS CORP., 11 w. 32 St., NY.C.1 


Offices: Chicago ¢ Los Angeles 


(Orders Filled in Order Received) 


DISTRIBUTORS - 
WANTED a 


ae ey Not Gravity! 
- FY «But sure me 
VA * chanical controll 


Guaranteed for full 
Only Ball mag = YEAR 


Pen with pee Yf RETAILS AT 
stant Flow. SAIS EACH 
No Stop & Go! d 4 OPA Ceiling $8.00 


Writes from £3 Y, doz. to 2 doz. 40% discount. 
Y special Discount for larger quantities. 


Order Now! Write 


ARKO PEN CO. 


3180 N. CLARK ST., CHICAGO 14, Ill. 


ARKON PEN CO. Dept 3 3180 N. CLARK ST., CHICAGO 14, ith & 
(J Please send me 
enclosed [] Ship C.O.D. 


(PRINT PLAINLY) 
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as far as is humanly possible. Upon entering, the first 
display on the left features watches, the second dia- 
monds, and the third rings. Between each square shad- 
ow-box recessed into the wall is a rococo-shaped 
sbadow-box featuring various ceramic figurines. 

The center of the left wall of the store is occupied by 
the safe, which is camouflaged effectively by a display 
of bar furnishings and wall cases devoted to leather 

s. Giitware, trophies and clock displays are fea- 
tured in the area to the rear of the safe. 

On the right side of the store, the costume jewelry 
display is at the first counter, followed by the perfume 
display. The silverware section takes up most of the 
center wall space on the right side, being recessed back 
about three feet, and afterwards the “Esquire Shop” 
and appliance departments round out the displays. 

In the rear, the repair department and cashier’s desk 
stretch the entire width of the store. 

Gordon’s display windows, facing Mount Vernon’s 
South Fourth Avenue, are impressively arranged. The 
right-hand display is a single window, usually devoted 
to sterling. To its right, separated by a door leading to 
an upstairs enterprise separate from Gordon’s, another 
display faces inward. 

To the left of the store entrance, a waist-high “L” 
shaped window display provides ample space for show- 
ing merchandise. Originally a single window, it has now 
been converted into four separate “picture frame” affairs 
which, being completely separate, can display a greater 
variety of goods. In addition, cleaning and changing 





displays is facilitated, since only one need be worked 
upon at a time. 

Gordon’s admit that their advertising budget is low— 
too low, really, in the face of the volume of business 
conducted. The firm uses approximately 3000 inches of 
space per year in the town’s daily paper, the Argus, and 
about one-third of a page per week in a shopping news- 
paver circulated locally. “We will have to increase our 
advertising budget shortly,” Mr. Gordon admits, “but 
up to the present it has been hardly necessary to ad- 
vertise at all.” 


COMMUNITY ADS BENEFIT JEWELERS 
(From page 342) 
of the dedication ceremonies of the new million dollar 
municipal airport. Conventions and musical events as 
well as civic affairs are also publicized on this program. 

During the North Iowa Music Festival and Centennial 
Celebration the young women who were candidates for 
band festival queen were interviewed and a history of 
each community sending youngsters to the fesitval was 
also presented. Thus much listener interest was built 
up in communities surrounding Mason City. 

In a brochure which was used to line up merchants 
behind this radio advertising program on station KGLO, 
Mason City, copy went in part as follows: 

“A plan to boost Mason City Sales higher and higher, 
through: profit for stores and general business, sustained 
Mason City’s trade area can be enlarged. 

(Please turn to page 359) 








hile at the Waldorf- 


| VISIT’ NEW YORK'S 
FAMOUS BOWERY 


CONVENTION SPIRIT WILL BE 
FOUND AT THE NATION’S MOST 
COMPREHENSIVE REPAIR SERVICE 


YOUR ALMA 


ALMA SERVICE COMPANY 


12 Bowery * New York 13, N.Y. + WAlker 5-5512 


Por Aucust, 1946 


SERVICEMAN ... 


THE ASPIRIN TO JEWELER’S HEADACHES 





+— +++ 


THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 





Case Repairing 





Recasing & Dialing 


Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 





Engraving 


Plating 
Gold . . . All Colors 
Silver—Rhodium 
Chromium—Nickel 








Hollowware and 
Flatware 





Silverware Refinished 
Cptical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 

Radios 
Luggage 
Cameras 














“We are as near to you 


ae ae oe ee ee 


as your post office”’ 







































Adviee From an Old Timer 






























After forty years in the trade, and with no ax to grind, the author 
offers practical advice and some humorous incidents which are certain 


to oceur to those who are just setting themselves up as jewelers. 





“Sailor beware, sailor take care— 


Editor's Note: Paul P. Wentz got his start in the jewel- Danger is near thee— 
ry business as an apprentice in 1902. Four years later Beware, beware.” 
he entered the Bowman Technical School at Lancaster, ’ 
Pa., where he studied watchmaking, engraving, and ps O goes the old song of the sea, long a favorite of the 
jewelry work. After finishing the courses of study there basso profundos. However, the danger is not con- 
he went to work for Fred W. Koehler, who had a store fined to the sailor alone, but to the soldier, and other 
| at Sharon, Pa., and in 1910 Mr. Wentz purchased this persons about to enter business, that great unknown 
| store. He operated it alone for 12 years until 1922 quantity, that looks so rosy on the surface. 
| when he took in a partner, C. C. Price, and ran the store I am impelled, by the great number of discharged 
under the name of Wentz and Price. In 1980 he sold his service men, with their mustering out pay and savings, 
interest to Mr. Price and went to Hollywood, Calif., future security in mind, and disgusted with labor wor- 
where he opened another store on Hollywood Boulevard. ries, who are embarking in business, and many in our 
After ten years of successful operation, ill health forced own jewelry business, to write about some of our joys 
him to sell out the business to his brother who has been and sorrows, most of which I learned the hard way. 
operating it since then. I had been in the retail jewelry business for over 
Since his retirement, Mr. Wentz has gone in for writ- forty years. As I now see it, I have sort of a bird’s-eye 
ing. His advice to newcomers in the jewelry field which view of our trade, and at last am free to speak my piece, 
follows is garnered from his 40 years experience in the No longer have I an axe to grind, customers to please, 


trade. . jobbers or manufacturers to coddle, or landlord to kneel 
. (Please turn to page 382) 











[, JEING asked many times for proof of the fi 
B | engraved the entire Lord's prayer on 
of a common brass pin, the exact si eof 


shown below, 


I reproduce, herewith, 
a certificate, given to 
me by the Pennsyl- 
vania Historical So- 
‘gety, 1300 Locust 
St., Philadelphia, Pa., 
and whose. word can- 
not be questioned. - 


































The author's achievement : ———— 
in engraving was scoffed Paul P. Wentz 
at by many, so he had this 
card prepared in 1907. It ae 
reproduces the certificate _ 2mm, diameter head. 
of or a gee His- os 

torica iety, confirm- 
ing the accomplishment. @ EXAcT SIZE 344 hours to engrave. 
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NOTE: Because the demand far exceeds the 
supply we, for the present, are unable to es- 
tablish any additional outlets for LuNt Sterling 
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WILLIAM &@ naav AMERICAN VICTORIAN ENGLISH SHELL 
-Typically Lunt is the ever-popular Mopern Victorian. Here 
again Lunt craftsmen have faithfully adhered to authentic period 
design, selecting for this exquisite pattern the much favored 
Victorian style. This is the kind of Sterling you are proud to offer 
to your most discerning clientele . . . for such soundly designed 
patterns retain their charm and beauty, making life-long, enthusi- 


astic customers. 


~Lint- Shoousmiths * GREENFIELD, MASS. 

















Need We Fear a ‘Buyer's Strike’? 


Speaking before NRDGA’s Controller’s Congress, the research 


director of the National Statistical Bureau asserts that one 


is probable when the public’s high level of savings is reduced. 


S a consumer buying strike likely in the foreseeable 
future? That was one of the principal questions dis- 
cussed at the meeting of the National Retail Dry Goods 
Association’s Controllers Congress in Chicago, June 17 
to 20, and the points which were brought out are worthy 
of thoughtful consideration by every retailer in every 
line. 

Robert C. Shook, director of research for the Inter- 
national Statistical Bureau, New York, was of the opin- 
ion such a strike would not occur during 1946. Analyzing 
currently active factors affecting retailing, however, he 
warned that “There is at least a chance that a consumer 
buying strike will climax the present advance in prices 
and production.” This, he declared, might occur 
“probably in 1947,” when the peak of the present price 
cycle and inventory replacement will be reached. 


PUBLIC MORE CRITICAL 


There are many signs, Mr. Shook said, that the public 
is taking a more critical attitude toward the price-quality 
relationship of available merchandise, than during the 
war years. Shoppers are not too anxious to buy appli- 
ances of unknown make, he said, and are waiting for the 
well-known brands to come on the market. 

In soft lines, he added, there has been increasing re- 
sistance to poor quality goods and a willingness shown 
to pay a higher price for better quality merchandise as 
it becomes available. Active price resistance, he stated, 
has. been reported in several soft lines, notably in chil- 
dren’s wear. 

“The fact remains,” he continued, “that, despite the 
strikes and work stoppages, the public has continued to 
buy at record rate. . . . High incomes, the existence of 
accumulated savings, the relatively low level of install- 


ment debt and the high level of current savings have all 


been stimulating forces.” 


HIGH PRODUCTION REQUIRED 


Analyzing factors affecting the financial position of 
the public in relation to the increasing value of supplies 
as they become available, he asserted that ‘“‘an increase 
of at least 25 billion dollars in the value of consumer 
goods production will be necessary before the high rate 
of current savings is reduced to a more normal level.” 
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by H. H. SLAWSON 


Such an increase, he declared, is not in sight before 
the end of this year, making a general buyers’ strike 
improbable in 1946. 


PRODUCTION IS UP 


Mr. Shook took issue with the prevalent belief that 
production has been at a practical standstill since V-J 
Day, almost a year ago. This he said, is far from true, 
since statistics show that the unit volume of production 
is at 60 to 65 per cent above the pre-war level. 

“If allowance is also made,” he said, “for the wartime 
advance in prices, which has now speeded up, the dollar 
value of goods at the manufacturing level is not far out 
of line with current high income.” 

Some of the increases in supply, particularly in textile 
and apparel lines, he pointed out, have been concealed 
by factors not apparent generally. There are, for ex- 
ample, he said, 190 new manufacturers making corsets, 
girdles, and brassieres and the number of manufacturers 
making women’s blouses for the New York market has 
grown from 95 to 400. [He might also have mentioned 
manufacturers of costume jewelry, and importers of 
Swiss watches.—Ed. ] 


SUPPLIES SPREAD THINLY 


These illustrations, while extreme, Mr. Shook said, 
are repeated to a greater or less degree in other lines, 
raising the question “Where are the new manufacturers 
obtaining the necessary working materials?” 

“It is plain,” he said. “that the current flow of sup- 
plies, like a deep river approaching its outlet to the sea, 
is spreading thinly over an increasing number of re 
sources. The fact that the flow is shallow when mea- 
sured at one point tends to conceal the large volume that 
is pressing forward from primary sources.” 

While reluctant to be specific about price control legis- 
lation “at this time,” Mr. Shook ventured one assertion, 
namely that “Regardless of details, price control has be- 
come rapidly less effective since the war ended; price 
advances from now on will be more rapid until the crest 
of the present cycle is reached.” 

(Please turn to page 390) 
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Not one or two — but all seven of the 

‘‘class'’ magazines read by your best 

customers! Women will see Frank M. Whiting 

& Company exclusive patterns... will be told 

why this solid sterling should be their choice. They'll ask to see 
Frank M. Whiting & Company sterling by name. If we can supply you 
with enough to meet the demand (and there's a good chance we 
can) 1946 will be prosperous indeed! 
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MERIDEN « CONN. 


© 1946 Frank M. Whiting & Co. 
FoR Aucust, 1946 














Letters Can Build Business 


But they should be directed toward the “‘natural’’ customer. one 
who is reasonably certain to buy—otherwise the high unit 


cost of such advertising makes its cost per sale excessive. 


O most people a letter is something to be sent at 

varying intervals to cousin Joe, a note from the bill 
collector, or a means of ordering merchandise from out 
of town vendors. Few jewelers think of letters as a 
means for building bigger volume sales, yet direct mail 
advertising in its most personal and direct form— 
letters—is a tool which can be used by every jeweler to 
bring in more sales and bigger profits. 

Direct mail advertising is cheap, easy to use, and often 
more effective than any other form of advertising. Used 
rightly, it can accomplish such specific sales promotion 
jobs as enlarging the account list, bringing lost, strayed 
or stolen accounts back into the fold, or moving a cer- 
tain item of merchandise off the shelves quickly. Direct 
mail letters are versatile and can do a million jobs. They 
really shine, however, when turned loose on a particular 
merchandising problem. 

Because a letter is so personal, it is ideal as a selling 
tool for building the jeweler’s account list, and because 
it is relatively cheap, a direct letter campaign is within 
the budget limit of any merchant. It can continue over 
many weeks or months, with anywhere from a few hun- 
dred to a few dozen letters mailed each month, depend- 
ing upon the sum the individual jeweler’s advertising 
budget permits. 

These letters should be sent to a carefully culled list 
of natural prospects. For the beauty of direct mail ad- 
vertising, especially for solving a particular selling 
problem such as enlarging the account list, is in its 
ability to reach natural prospects only, with no waste 
circulation going to those who cannot buy at the store. 

Good results were achieved by one jeweler who began 
an account list campaign with this letter to women 
prospects: 

“Dear Mrs. Jones: 

“Next time you’re shopping, take an extra half-hour 
for coffee... for you can, without neglecting your 
important buying. 

“Lots of women like to ‘shop,’ buying this at one 
store, that at another. Yet, I wonder how many 
actually like this practice, and how many do it because 
they believe it’s necessary in order to get the best 
selections. 

“For example, many women (maybe you do it too!) 
are in the habit of shopping here for, let us say, 
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by DAVID MARKSTEIN 
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Letters such as this can bring back old accounts, 


sterling silver, yet they go elsewhere for. costume 
jewelry. 

“If you've been doing that, here is a tip: you can 
save minutes, maybe hours of shopping time by pur- 
chasing many of the things you need in one store. 

“I’m proud, and I hope you'll agree I’ve a right to 
be, of the diversified selection we offer here at Blank’s. 
Have you ever looked over all our departments? In 
addition to the regular jewelry lines you already know 
we’re famous for, we have a costume jewelry depart 
ment I like to think can’t be beaten anywhere for 
selections, a gift shop with some of the prettiest 
present ideas in town, and soon we are going to offer 

(Please turn to page 394) 
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We are pleased 
to Announce that 


Mr. M. Fred Hirsch 





is now associated with 


as president 


CTY 


CARL h. KLEIN 160 WEST 18th ST. 
Treasurer NEW YOBH 11,N. Y. 
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See, 


SHE'S ALMOST ready to go... Ann, my little 
daughter. I'll want to run after her, but of 
course | won't. 


For she isn’t really little any more. Some- 
how, the years have come and gone, and my 
fuzzy-headed baby is a tall and lovely girl. 


Especially lovely tonight, when, as surely 
as that moon is silver, her Bill 1s going to ask 
her to marry him. 


It was bound to happen soon. | knew that. 
And if, right now, I feel a little lonely and lost. 
at least I'm glad that it’s Bill. 


I've come to be a pretty good judge of 
people, in the decade that I've had to be both 
mother and father to Ann. She and Bill are a 


‘Sve a feeling about tonight 


good combination...impatient with anything 
second-rate... admitting only the real and last- 
ing things to their dreams. 


So I think they'll be pleased when | give 
them the most fitting present I can think of... 
their own International Sterling. (Am I getting 
ahead of myself? I don’t think so!) 


Because Ann and Bill have a long and won- 
derful way to go, only the finest silver, like 
International, should go with them. For their 
pride, when they're alone together. For their 
sense of rightness, when other people come in... 


{ want the best for you, Ann, darling. And 
now I’m wondering how long I must wait be 
fore I hear you tap at my door . 








WwSJr” 
For anyone planning to be married, the life 
time possession of greatest meaning is truly 
fine sterling, like International. 


Let your jeweler show you the dream lovely 
International patterns. . . artist-designed, baw 
tifully balanced, silver all the way through 

If you like, your set may be started with 
single pieces or individual place settings (knife 
and fork, teaspoon, salad fork, cream smp 
spoon, and butter spreader). Complete its 
you go along 
TUNE IN to The Silver Theater, Sunday evenings 
6:00 p. m., D. S. T., Columbia Broadcasung 
System. 


Copyright 1946, The International Silver Company, Meriden, Comm 


Snternationt 


Slerling 















COMMUNITY ADS BENEFIT JEWELERS 
(From page 351) 


. “Almost every town and city, county, state and region 
thes some distinctive advantages. A particular area can 
i sold to the outside world just as merchandising is 
" gold—through advertising. Any advertising designed to 
# te a certain locality, whether it is a little town or 
4 whole nation, is called ‘community advertising.’ 
“Long experience has proved that community adver- 
‘ising is a sound investment, paying handsome dividends. 
“Its benefits can be reckoned in actual dollars and cents 
- through profit for stores and general business, sustained 
~ employment and high per capita income, real estate sales 
© and rentals, revenue for public utilities, increased income 
from taxes, making possible a reduction in the tax rate, 
" and active demand for securities by public and private 
investors, at low interest. 

“Mason City has these. It is located in the world’s 
richest farming area, 80 miles from other cities of com- 
parable size, with modern, fast transportation facilities, 
rail, bus, air and excellent highways. It has large, well 
stocked stores of all types, potential medium sized indus- 

| trial center, first class hotels, better than average rec- 
reational facilities, first class educational and cultured 
" opportunities, financial and commercial leadership, po- 
‘tential postwar growth in population and many more. 
“Telling is selling. Talk Mason City and sales go up. 
' “Enlarging Mason City’s trade area can very well be 
classified as ‘unfinished business.’ Before World War II 
Mason Citians were well on the way toward the realiza- 





tion of the program of a better Mason City, known as a 
first class business center. Now is the time to pick up 
where we left off some three or four years ago. Selling 
a community—Mason City—is again the order of the 
business program. Potentialities for postwar trade are 
unlimited in the shaded area shown on the map. Thou- 
sands of people, with thousands of dollars, are waiting 
for your sales story. Tell it to them—NOW POSTWAR! 

‘Mason City promotion radio advertising is to have 
one major objective, that is, to sell Mason City as the 
one best city to ‘get what you want when you want it 
and enjoy all the procedure involved. Radio programs 
are to be designed expressly for the achievement of this 
purpose. During each 13 weeks’ schedule, the program, 
different each period, will be broadcast at varied times 
of day. 

“Continuity for the Mason City promotion radio pro- 
gram is to be ‘specialized copy.’ Much of the script will 
be written about the many fine advantages found in 
Mason City. Special events, such as sports contests, mu- 
sic festivals and other entertainment features will be 
publicized. 

“Commercial copy about retail stores, wholesale out- 
lets, and manufacturers will be broken down into pub- 
licity about particular business groups selling or manu- 
facturing the same type of merchandise. Of course, no 
firm names can be used. The aim is to continuously sell 
Mason City. Listeners attracted to Mason City to buy 
will share their business among co-operating firms. 

“The base suggested is from $2 to $5 per firm, per 
week, depending upon size and gross yearly business.” 








Coming! 


International’s Slide Film— 


‘$ellin 


Besides ads like the one opposite and a coast-to- 
coast radio program, International Sterling has 
a new, special way to help you sell more silver! 


A lively, authoritative, color slide film of sell- 
ing techniques for new salesgirls and salesmen. 
(A refresher-course for Star Salesmen, too.) 


Your International Sterling Representative 
will have this color slide film when he visits you. 
Be sure and arrange for a private showing in 


Avcust, 1946 


International 





Serling 


$kill” 


your store with your staff. 


“Selling Skill” clearly shows a salesman the 
best way to show Sterling patterns...what to say 
about Sterling...how to turn customer’s rela- 
tives and friends into customers themselves, be- 
sides giving the right answers to customer-ques- 
tions asked most often. 


Don’t miss “Selling Skill.” Your International 
Sterling Representative will bring it soon! 


_ TUNE IN to The Silver Theater, with Conrad Nagel, Sunday Evenings, 6:00 p.m., D.S.T., Columbia Broadcasting System 
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1. This time-switch electric clock in chestnut plastic case 
permits the automatic control of appliances such as radios, 
heaters, etc. Called the Select-O-Switch, it is made by the 
General Electric Co., Bridgeport, Conn., to retail at $9.80. 


2. A new idea in baby gift items is this simulated leather 
folder, gold imprinted on front cover. Designed to hold 
the new baby’s birth certificate, it retails for $1. Made by 
Stationers Specialty Co., 19 W. 2Ist St., New York City. 


3. Deluxe Barbara Bates jewel case handmade and covered 
with leather and cushioned and lined with soft fawn suede. 
It is fitted with modern brass hinges, a spring lock and 
key. Retails at $65. C. J. Bates & Son, Chester, Conn. 


4. Novel silverplated salt and pepper shakers. Push the 
button on top and salt or pepper comes out bottom. They 
retail at $4.80 for individual size; $5.50 in table size. 
By Silver Div. Diamond Instrument Co., Mansfield, Mass. 


5. A new electric alarm clock with a pleasant voice is 
this Lyric model made by E. Ingraham Co., Bristol, Conn. 
Silverplated case stands 4//," high. Retails around $3.75. 


6. Twin swirl necklace and bracelet by Goldberg, Kirsch- 
man Co., Inc., 501 Madison Ave., N. Y. Available in both 
bright or antique gold or silver finish, they retail at 
about $10 for the necklace and $5.50 for the bracelet. 
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Keep your cyes on Jordan: 


A dramatic program for 

Fall and the Gift Season 
awaits your investigation. 
Strongly saleable merchandise, 
intensively advertised 

to help you. 

Inquiries invited. 
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SHOWROOMS: 
377 5th Ave., New York 16, N. Y. 
607 South Hill St., Los Angeles 14, Cal. 
527 Canal St., New Orleans, La. 
36 South State St., Chicago 3, Ill. 
121 South Monroe St., Spokane 8, Wash. 
4164 Rivard St., Montreal, Canada 


FACTORY: 


17 Custom House St., Providence 3, R. I. R. M. JORDAN € Cu... INC. 
377 FIFTH AVE., NEW YORK 16, N.Y. 


POR. 
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Horatio Alger. 
Here's a Story 


F THAT popular author of “Rises to Fame” were 
writing today for Tue Jewrerers’ Circurar-Key- 
sToNE, he'd find a wealth of material in the two young 
and able proprietors of what has come to be known as 
one of the East’s foremost watchmakers’ and jewelers’ 
supply houses—“Mike” Mahar and “Elly” Engstrom. 
Michael, who quit Boston’s public schools at the age 
of 14 to become an errand boy for A. Paull & Company 
in the Jewelers Building, was, to use his own best-chosen 
words, “a fresh young devil’—a broth of an Irish lad 
with plenty of noodle. That was in 1922. 

Elliott, just as fresh off a midwestern farm, entered 
into apprenticeship as a material clerk with Swartchild 
& Company in Chicago, back in 1937. 

Mike, in spite of his deviltry, or perhaps because of 
it, soon became one of the most popular errand boys 
around the Jewelers Building, and after a year of hot- 
footing it for Mr. Paul, his infectious grin won him a 
place as order clerk with the firm of J. M. Kirby, a 
brother of Edmund W. There, his rise was equally 
rapid, and soon, still in his teens, he was out on the 
road for Mr. Kirby, remaining with him until 1934. 

Then, he transferred his affections and sales ability 
—plus those likeable little ways of his—to the Boston 
branch of Swartchild & Company, covering their New 
England and New York State territories and making 
hosts of friendships. Later, in 1938, he became Branch 
Manager. 

Meantime, Elly was letting no grass grow under his 
(Please turn to page 398) 


362 


EVERETT M. SMITH 


Left — The new Mahar and Engstrom 
showroom, with its angled counters and 
open space for customers is a far cry 
from the previous, crowded set-up (be- 
low). At Bottom—The two lads who made 
good, standing at the new entrance. 
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This is the same Barbara Bates whose superb Manicure Gift Kits have 
for years delighted every woman fortunate enough to receive one. 


Barbara Bates welcomes you to the first postwar 
ANRJA Show— August 12, 1946 
at the Waldorf Astoria 
Booth 205 


A special invitation to a preview which forecasts loveliness in 
Jewel Cases and Manicure Kits—bearing her famous name. 


Nationally Advertised 
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What Will Happen to Business 









When Searce Goods Are Plentiful? 





Well known commodity manufacturer is conducting an interesting 


experiment to determine effect on sales when wanted goods are 


available in quantity and time it will take to satisfy this demand. 


ETAILERS who have been puzzling their heads 

over the question of what is going to happen to 
sales when various much-wanted consumer goods that 
have been off the market in recent years reappear again, 
will be keenly interested in an experiment now being con- 
ducted by the Silex Company to find out the answers to 
that question. 

The Silex Co., manufacturers of the well-known glass 
coffee-makers of that name, also are eager to know how 
long it is going to take to satisfy the postponed demand 
for various household utilities and what the sales of such 
items will be once production has caught up with the 
backlog of deferred purchases. 


TYPICAL TRADING AREA SELECTED 

Consequently, the company has selected a typical mid- 
western trading area, in which it is conducting an ex- 
tremely interesting “laboratory experiment” on that 
point. The town selected for the test is Peoria, IIl., 
which has been chosen because it is an independent mar- 
keting area, with little or no inter-community trade be- 
tween itself and other cities, so that it can be isolated 
for purposes of study and experimentation. 

Secondly, it is small enough so that pouring goods into 
it in whatever quantity the market will absorb will not 
divert serious amounts from other parts of the country 
or seriously affect allocations of dealers elsewhere. 

The program in brief is to flood the selected territory 
with merchandise until supplies and demand have reached 
the saturation point and then observe the normal absorp- 
tion capacity after the first flurry of catching up with 
deferred buying has been passed. 

As a result of the experiment, the Silex Co. expects 
that it will be able to get a picture of what will happen 
through the nation from six to 12 months ahead of the 
actual occurrence, and thereby obtain an accurate gauge 
of long-range market possibilities. 


MARKET TO BE SATURATED WITH GOODS 

To make the test fully accurate, Silex realizes that the 
market should be saturated not only with the products 
of this one company but with all types of durable goods 
from all the leading manufacturers, and therefore in- 
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vites other concerns to participate. For, if not merely 
coffee percolators but vacuum cleaners, toasters, refrig. 
erators, washing machines, radios and so on, are to 
be poured into the market, and competing freely with 
each other and with other products on the basis of m- 
limited supply, the resulting picture will be far more 
informative. Nevertheless, even on the basis of just the 
one item by one company, it will still give at least a rea- 
sonable indication. 


EARLY SALES EXPECTED TO BE HIGH 


Sales during the first few months that the plan is in 
operation will no doubt be abnormally high because of 
the factor of catching up with postponed demand, and 
therefore, volume figures during this phase of the test 
will be of little importance. The really important test 
is the sales volume per capita within the area after the 
market has been exposed to ample quantities of mer- 
chandise for several months. Therefore, assuming that 
it will require from three to six months to bring about 
normal conditions, the succeeding months should accu- 
rately reflect future normal expectable sales volume. 


NO SALES STIMULUS TO BE USED AT FIRST 


In the initial phase of the plan, no promotional effort 
is to be used to stimulate sales. Orders are to come only 
as a result of adequate display in stores and store wil 
dows without newspaper, radio or other types of pro 
motion. Then as soon as sales begin to decline in the 
area, as indicated by weekly reports from distributors 
and dealers, promotional effort is to be started in order 
to determine the quantity of merchandise that can be 
sold within the district under normal conditions with the 
aid of reasonable advertising and sales promotion efforts. 

Much speculation has been indulged in in many lines 
of business as to potential future volume in the post-war 
period. Here is the first effort to arrive at a truly fac 
tual determination of the question without guesswork 0 
wishful thinking, but solely on the basis of cold hard 
facts. ; 

Such an investigation should be of inestimable value 
to every manufacturer, wholesaler and retailer of col 
sumer durable goods. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











that 
out 
ecu 
Be 


fort 
nly 
yin- 
r0- 


ors 
der 


ines 
wat 
fac 
: OF 
ard 


slue 
‘on- 


‘ONE 





Sr imaginative as a poet — 
‘impressionable as a camera — im- 
pulsive as a weathervane! She’s the 
kind of vital, emotional, young 
woman who naturally picks Cosmo- 
politan as her favorite magazine. 


Along with millions of others, she 
finds escape from everyday dullness 
and routine in Cosmopolitan’s bril- 
liant fiction— in living, inspiring 
stories by authors like Louis Brom- 
field and Katharine Brush and Faith 
Baldwin and Sinclair Lewis. 


_ She finds great writing in every 
issue of Cosmopolitan. And great 
writing makes great reading. Great 
teading helps to make a girl’s en- 
vironment more attractive — her 
frame of mind more receptive! 


Speidel Corporation is well aware 
of this. So, while her mood is still 
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warm and mellow, they’re acquaint- 
ing her with the Beauty and Protec- 
tion of the Speidel Forty-Niner. They 
couldn’t have chosen a better time! 
And they couldn’t have picked a girl 
who is better able to buy. 


She’ll respond to Speidel’s appeal, 
all right. For she’s a creature of 
impulse. She’s a young, impetuous, 
emotional woman. 


And as so many advertisers have 
learned, emotion makes wars. Emo- 
tion makes marriages. Emotion 
makes sales! 





(‘0st “i 


GREAT WRITING MAKES GREAT READING 









Sophie Kerr has charmed her with a magic pen— 
SPEIDEL has chosen the perfect time again! 












Group Ad Effort 


Stresses Quality 


ETAIL jewelers in the adjoining towns of Fargo 
and Moorehead, North Dakota, are far from sat- 
isfied that business will “‘take care of itself.” Recently, 
they organized the Fargo-Moorehead Retail Jewelers 
Association, had a distinctive emblem executed for use in 
advertising and window displays, and instituted an ag- 
gressive advertising campaign in local newspapers. 

A unique feature of the organization is the fact that 





Below—Fargo - Moorehead jewelers 
all use the distinctive emblem and 
slogan “for lasting gifts visit your 
jeweler" in all of their advertising. 
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The cooperative advertising effort in the Fargo- 
Moorehead region was started with the insertion 
of full-page newspaper ads listing all jewelers. 


North Dakota jewelers in two cities join 
efforts in 100 per cent cooperation to 
link jewelry profession with the idea 
of gifts which will be permanent. 


every jeweler in the two cities has joined the group, de- 
signed to foster the local jewelry trade. 

The group’s insignia, a blazing diamond surrounded 
by the words “For Lasting Gifts Visit Your Jeweler,” 
was featured in original full-page newspaper advertising 
which laid before the public the purpose of the organiza- 
tion. According to the text of the ad, “the public may 
rely on the professional talents of each member of this 
association. Each is an expert counselor with a personal 
interest to serve each customer with the utmost degree 


of satisfaction.” 

The ad continues: “Your gift of jewelry from the 
collections of the members of this association will be 
cherished far beyond its intrinsic value. Jewelry that 
you select from them is certain to be worthy of those 


dearest to you. 
“For many years these jewelers have served an exact- 
ing clientele. Prestige gained by such a record is their 
challenge to strive for still finer quality and service dur- 
(Please turn to page 402) 
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Hook your ladder to Glamour 


“*Pure red,” muttered an editor. “Red hot,” said another. 
“Fire-engine red,” some brightie suggested. And with that, the staff of Glamour 
raced to records of the old Volunteer Fire Department of New York. 
Result: four hectic months later, in the August issue... coats, helmets and blazing plaids, 
insignia belts and buttons...even red flannels. A new lipstick and nail polish color 
by Tussy...Mankiller, named for a horse-drawn engine of the 1840's. 
Stores from coast to coast are promoting the complete works...thanks to 


Glamour’s top-flight merchandising, painstaking planning. No wonder 






girls-with-paychecks look to Glamour first for fresh fashion ideas., 
No wonder alert merchants and manufacturers 


think of Glamour first for sales helps. 
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Does Your Store 


Need Modernizing? 





Perhaps present restrictions do prevent you from carrying out a 


program of store renovation, but now is the time to make your 


plans contingent upon the removal of building restrictions. 


VERYBODY looks at store fronts and interiors 

with a critical eye—customers, competitors, clerks. 
Are you, Mr. Merchant, certain that you have cast a 
discerning glance at your property, and considered it 
from the view of those who keep you in business? 

There was never a better time to plan changes should 
they be needed, even though you may be restricted today 
by government orders restraining all but essential hous- 
ing. Within a matter of time, you may obtain the mate- 
rials and labor to give you a more efficient plant or a 
brighter, inviting exterior which compels prospects to 
stop and shop. Now is the time to lay your plans and 
be prepared to go ahead as soon as those restrictions are 
lifted. 

It may be that in the future you can alter your place of 
business more easily than you can move or build better 
quarters. A poor location, properly handled, can per- 
haps attract a greater volume of trade than a building 
on the best street or corner if the latter does not follow 
modern methods. 

Perhaps your business does not need rehabilitating— 
you have kept it up to date, you cannot obtain more busi- 
ness than you now have or see in prospect. If so, the 
interests of your community may compel you to en- 
courage less progressive non-competing firms to improve 
the shopping center that all of you are trying to keep 
profitable. 


WAR EFFECTED CHANGES 


The war years necessitated many changes in trans- 
portation, which may have directly affected you. Perhaps 
your customers now come within a few feet of your door, 
but pass you by to shop elsewhere—in stores whose 
brightmess and arrangement makes spending an even 
greater pleasure. You can help to bring those sfraying 
friends back by using plenty of light and color, with 
windows that command inspection, with an entrance in- 
viting them to step into your store. 

Perhaps the new large factory which has brought com- 
merce in increasing amounts to your suburb has added 
huge payrolls to that area. Money which may have 


moved to other parts of town for spending can just as 
well be yours. Can you keep open at more convenient 
hours? Is it pleasurable to shop at your store? Or do 
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by DONALD R. CRONE 
Commodity Analysis Section 
Office of Domestic Commerce 


cramped space, poor light, and other physical disadvan- 
tages prevent your sharing in that market? 


MAKE AN ANALYSIS 


Before you plan those changes which will raise you to 
an institution in your neighborhood, however, there are 
certain fundamentals to consider. Local housing con- 
ditions are important. Is your market area one where 
home owners live, or do renters, transients, or passersby 
give you the bulk of your sales? Are zoning laws chang- 
ing, and will they permit you to spend more on yeur 
store itself, profitably? 

A better “front” and layout may reduce the insurance 
rates, but if the main trend is against you, onlv remark- 
able innovations in*merchandising can expand 4 slipping 
trade. More rings on the cash registers will come from 
better, less expensive goods, sold in a finer store by com- 
petent, friendly clerks. 


MAKES WORK EASIER 


A point often overlooked but quite important is that 
a well-planned store is easier to shop in and easier to 
work in. Practicality can go right along with glamour, 
too. Serviceability, convenience, appearance and costs 
can be factors that work for you, instead of negative 
qualities which drag the sales curve down. 

On the other hand, too much drama can be produced, 
and competitors, instead of feeling aroused will console 
you—some customers are conservative, although all of 
them like improvements which are well designed. 


MODERN SALES METHOD 

Methods of sales have changed in late years. Not 
only is the space itself used differently, but the way 
goods are sold has changed. There was a time when 
impression was made on customers by mass displays. 
That does not hold true now and the trend is toward 
wider aisles and display cases suited to easy inspection 
and purchasing. Square layouts rather than long, unit- 

(Please turn to page 404) 
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To make the American Family spend more than 8¢ of 
its spendable dollar on Home, leading retailers from 
coast to coast have already run 386 advertisements 
(548,117 lines) tying-in with the “BETTER YOUR 
HOME...BETTER YOUR LIVING” campaign. 
These advertisements have reached a total of 88,846,800 


readers! 


And it’s these advertisements that are creating 88,846,800 


prospective customers for the products you make! 


BUT ARE YOU DOING YOUR PART TO MAKE 
THESE PROSPECTS YOUR CUSTOMERS? The 
“BETTER YOUR HOME...BETTER YOUR LIV- 
ING” crusade launched by House Beautiful Magazine 
is yours, too...to tie-in with, to benefit by. So start now 
and use the “Better Your Living” symbol on your letter- 
heads, in your advertising, on your catalog pages and on 
shipping labels; incorporate the “Better Your Living” 
theme in your consumer advertising, your displays and 
publicity. The spade work has been done for you by the 
retailers and House Beautiful. Now it’s up to you to 
bring this tremendous selling and prestige opportunity 


to your own front door! 


Better your leeme., deller your Living 





Fork Aucust, 1946 
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Amerieca=Pioneer of 


Mass-Produced Watches 


A brief history of watch manufacture 
and the trade of watehmaking in the 
U. S.. with emphasis on the 77 years 


during which JC-K has flourished. 


Editor's Note: Scheduled to observe its Diamond Jubilee 
(75 years of publication) in 1944, THe JEweLeErRs’ 
CircuLar-Keystone had prepared a number of in- 
teresting articles covering the historical development 
of various phases of the jewelry business. However, the 
conduct of the war was far more important, in 1944, 
than an observance of JC-K’s anniversary, and the con- 
templated jubilee issue was never published. 

Now, rather than wait 23 years in order to include 
this material in its 100th anniversary edition, JC-K will 
present the articles from time-to-time, as material of 














JOHN J. BOWMAN, the author, JC-K's 
technical consultant, has long been iden- 
tified with American horology. Director 
of the Bowman Technical School, Lan- 
caster, Pa., he has served the HIA as 
vice-president and treasurer, and is now 





timely interest. 


ELF-SUPPORTING personal enterprise created 

the American system for manufacturing watches, 

and its superiority soon led the rest of the world to copy 
it in order to survive the competition. 

The story of American watchmaking is too wide- 
spread and complex to be told briefly. But we can, at 
least, outline it here—particularly during the time of the 
parallel career of THe JeweLers’ CrrcuLar-KrysTone 
from 1869 to the present. In addition to tracing the 
growth of. manufacturing, we must note the evolution of 
styles and the mechanism of watches, changes in mer- 
chandising practices, and the service department’s role— 
factors which all kept step with each other in the general 
march of progress. 


SEVENTY-SEVEN YEARS AGO 


In an early edition of THe Jewerers’ Circuar in 
1869 there appears an illustrated story concerning the 
factory of the United States Watch Co. at Marion, N. J., 
“constructed wholly of glass and iron, with a frontage 
of 253 ft.; the center of the building four stories in 
height, surmounted with a handsome spire.” This busi- 
ness, so admirably housed in its then-novel all-daylight 
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chairman of the education committee. 


building, seems to have deserved a better end than it met 
only seven years after its first watches were turned out 
in 1867. For the company quit in 1874, a total loss to 
the stockholders. The promoters of the enterprise, Giles, 
Wales & Co., of New York, went bankrupt in an attempt 
to protect the small investors. 

In 1869, in addition to the United States Watch Co, 
five other firms were actually producing watches: The 
American Watch Co., Waltham, Mass.; the National 
Watch Co., Elgin, Ill.; the Howard Watch & Clock Co, 
Boston, Mass.; the. Newark Watch Co., Newark, N. J, 
and the New York Watch Co., Springfield, Mass. Two 
of these firms, Waltham and Elgin, are still in business. 
The others ceased long ago, but some have an ancestral 
relationship to watch factories now in existence. 

Many of the 60-odd American watchmaking firms had 
careers with bewilderingly frequent changes in corporate 
structure, personnel, location and product. It would be 
impossible to recount all of them in this space. However, 
a look at one example will demonstrate the extraordi 
narily tangled nature of watchmaking history @ 
America. 

Don J. Mozart, something of an odd character, de 
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signed a horological oddity: a three-wheeled watch. This, 
after failing in a Bristol, Conn., enterprise for manufac- 
turing a clock which only required an annual winding. 

The lure of wealth to be made from a watch with few 
parts intrigued investors, and enabled Mozart to start a 
factory at Providence, R. I., in 1864. But his watches 
had two faults: most of them wouldn’t run, and those 
that did kept very erratic time. Pessimism over building 
a business on such a product stirred the stockholders to 
effect a reorganization, in 1866, and the New York 

“Watch Co. was the result. L. W. Cushing of the Wal- 

tham factory was hired as superintendent to design a 
different watch and the machinery for making it, and 
Mozart was forced to resign. 

Going to Ann Arbor, Mich., Mozart organized another 
firm bearing his name. It struggled on for four years, 
then closed and the equipment was sold to a group at 
Rock Island, Ill., who moved it to Milan, IIll., and 
formed the Rock Island Watch Co. Frank Leman was 
persuaded to leave the Elgin firm to become super- 
intendent. 

In Rock Island factions soon became bitter over di- 
vergent ideas of business policy, and intro-corporate liti- 
gation caused abandonment of the enterprise just at the 
time that the new plant was ‘ready to operate. The ma- 
chinery was sold to a group at Freeport, IIl., and reor- 
ganized as the Freeport Watch Manufacturing Co. 
which built a factory and acquired the Rock Island ma- 
chinery. Just as the wheels were ready to start turning, 
a fire destroyed everything insurance covered only a 
part of the loss, and the stockholders voted to quit. 

However, the original Mozart enterprise, transformed 
into the New York Watch Co., was still alive at Spring- 
field, Muss., having moved there from Providence. 






























Shortly after this factory’s first watches were complet 
a fire destroyed the building and most of the machinery, 
However, in this case the stockholders came forwayg 
with new money to rebuild the plant and in 187] the 
firm actually began to market watches, the first of any 
put out by the Mozart-spawned firms in the preceding 
10 years. 

During the period between the fire and the business 
depression which closed the factory in 1875, John ¢, 
Perry was general manager and Henry J. Cain th 
manufacturing superintendent. The depression-caused 
closing was only temporary, however, and stockholders 
again ventured funds for a reorganization and a new 
firm, the New York Watch Manufacturing Co., reopened 
the plant and proceeded to fill the vaults with watches 
in anticipation of the depression’s end. This hope was 
vain, however, and after a year of production the plant 
again closed down. 

Still determined, the investors again came forward 
with funds and formed the Hampden Watch Co., and 
work started again. Shortly thereafter business revived 
and the firm prospered. 

Meanwhile, John C. Deuber had built up a successfy 
watch case manufacturing industry at Newport, Ky. In 
1888 he constructed a large new factory in Canton, 
Ohio, occupying with it a merger of his Kentucky busi- 
ness and the machinery of the Hampden Watch Co, 
which he had acquired as a result of gaining control of 
the stock. The combined business was incorporated as 
the Deuber-Hampden Watch Co., and through the years 
grew to be one of the largest in America. 

Upon Deuber’s death, in 1930, the Canton macninery 
was sold to the Russian government and was shipped, 
along with 23 foremen and toolmakers from the Deuber- 
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Hampden plant, to Russia where it formed the basis of 
the present state-owned watch industry. 

Similar involved stories could be told of many other 
American watch manufacturing firms—some now extinct 
and others thriving. Space limitations, however, forbid 
and the reader will have to rest content with the chart 
outlining the major concern’s history, appearing on 
the preceding page. 


FOUNDING OF AMERICAN WATCH INDUSTRY 


That New England early bred mechanical genius is 
well known, and it is only fitting that watchmaking by 
machinery should start there. The system was the out- 
come of the visions of Aaron Dennison and Edward 
Howard who, between 1850 and 1854, struggled at Rox- 
bury, Mass., to start their new plan which was partly 
inspired by observations of mass production at Spring- 
field armory. 

Until Dennison and Howard pioneered in the manu- 
facture of watches from interchangeable parts, every 
watch was carefully fashioned by hand and, more than 
likely, the parts of one watch would be useless in an- 
other. But at the Roxbury plant, and later at Waltham, 
after six years of heartbreaking difficulty, the firm did 
manage to produce watches and, what is more, pay the 
stockholders their first dividend. 

Originally known as the Dennison, Howard & Den- 
nison Company, the firm subsequently was reorganized 
as the American Watch Co. In the 1880’s the name was 
changed to the American Waltham Watch Co., and after 
the turn of the century it became just the Waltham 
Watch Co. Despite changes of name, however, it was 
unquestionably the world pioneer in the field of mech- 
anized watch manufacture. 


AMERICAN METHODS JOLT SWISS TO ACTION 


Proof of the fact that Americans created modern 
watch manufacturing is found in the record of an in- 
tensely dramatic meeting of representatives of the Swiss 


(coe ARNE CHBCHE 9 


Watch advertis. 
ing in the ‘90's 
was somewha# 
less glamorous 
than it is today. 
This ad, taken 
from JC-K's "Sil. 
ver Anniversary" 
number in 1894, 
shows that com. 
pletely - cased 
American 
watches were not 
yet the rule and 
movements and 
cases were man- 
ufactured by 
separate firms, 


watch industry at the Primary College of La Chaux de 
Fonds on Nov. 14, 1876. There, M. Favre-Perret, a 
member of the international jury on watches for the 
Centennial Exhibition in Philadelphia last year, re- 
ported what he had seen of the watchmaking industry in 
the U. S. 

By 1850 Switzerland had achieved top place in 
watchmaking in the world. Naturally, she took scant 
notice of the infant Waltham industry just born that 
year, nor of its frail growth in succeeding years. Swiss 
watch exports to the U. S. had increased annually until 
1872, and there seemed no reason for her to fear com- 
petition from any quarter. This was the situation when 
M. Favre-Perret shattered her complacency at the Chaux 
de Fonds meeting. The following excerpts from his ad- 
dress tell the story concisely: 

“We have heard here [in Switzerland] of an Ameri- 

(Please turn to page 408) 


The works of the Boston Watch Co. at Waltham, Mass., as they appeared in the 


1850's. The picture is reproduced from the recent book, 


"Timing a Century.” 
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ARTHUR GEORGE & CoO., Inc. 


presents an important forward step in the science 


of gem-carving ... the new and exclusive 





PROCESS 


Reg. U. S. Pat. Off. 


A few of the many 
attractive MAGI.- 
CARVE styles: 


This “impossible” feat of gem craftsmanship was 
brought to reality through years of research and ex- 
perimentation by a distinguished group of scientists. 


The emblem m a MAGICARVE, instéad of protrud- 
ing above the gem’s surface, is deeply inlaid... fitting 
with microscopic precision into a pre-formed section 
exactly duplicating the contours of the emblem! 


No longer need emblems and gem settings loosen, turn, 
fall off and ruin the appearance of the ring by not 
following the contour of the buff of a stone. No longer 
must you be satisfied with crude etchings in stone, 
filled with precarious gold leaf. The MAGICARVE 
Process offers a new beauty, new security . . . sales- 
appeal unlimited. Produced in synthetic spinel, syn- 
thetic ruby and genuine onyx in a wide range of styles, 
MAGICARVE rings are available for immediate de- 
livery. Prices are scaled to assure high-volume sales. 


MAGICARVE Stones are Produced Exclusively by 


ARTHUR GEORGE & CO., Inc. 


Manufacturing Jewelers 


7-11 West 45th Street New York 19, N. Y. 


See your wholesaler © 1046 by Arthur George & Co., Ine. 





Last year it was the Barrette by Wallace 
that created a sensation at the show... This 
year it will be a brand new collection of hand- 
made sterling silver jewelry in a series of amaz- 


ing designs. See it at Wallace’s Puppet Show. 


PERROQUET SUITE—BOOTHS 505-506 
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1 71-01 AUSTIN STREET, FOREST HILLS, N. Y. 
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.... another Jewelry by 


Wallace “First will be pre- 
sented to the Jewelers for 








the first time 
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Watch Tests at 


‘Operation Crossroads’ 


The Bikini Atoll Atom Bomb test sees a number of watches being 


exposed to the full force of the blast; how they react to the test 


may revolutionize the design of military timekeeping instruments. 


ASHINGTON — The bursting of the atomic 

bomb over Bikini Atoll in the first of the atom 
tests has subjected American watches to a stiffer test 
than any which these battle-tried timepieces encountered 
during the war. 

Watches and all other standard types of military 
equipment are being tested in addition to the ships being 
used as guinea pigs. 

Since Army Ordnance is charged with the procure- 
ment of military watches, it was selected to arrange for 
the testing of watches and other instruments. 

During the development of the atomic bomb by “Man- 
hattan Project” a few things were learned about the 
effects of atomic energy on specific materials and prod- 
ucts. Some additional knowledge was gained as a re- 
sult of the bombs dropped on Hiroshima and Nagasaki. 
But nothing that could be applied scientifically to future 
research and development of watches and other equip- 
ment was made available. 

Many great unknowns remained. The tests at Bikini 
present the first opportunity for the armed services to 
learn the effects of atomic energy on specified materials 
and products—physically, chemically and structurally. 


EQUIPMENT CAREFULLY INSPECTED 


Watches and other equipment were inspected before 
the ships were abandoned to await the test to assure A-1 
condition. They were to be left running if it was found 
practical to do so. They are being studied now by 
qualified government and civilian scientists and techni- 
cians to determine the effect of the bomb burst, fire, heat, 
pressure, radiation and mechanical shock. 

This knowledge will prove invaluable to the armed 
services in the development of military watches of the 
future. Watch producers will undoubtedly make wide 
use of this information to reach important conclusions 
which will have a bearing on specifications for certain 
types of civilian time pieces. 

For example, if the bomb burst at Bikini is found to 
leave the watches radioactive, but otherwise operable, 
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the future development of certain types of watches 
might be revolutionized. 

While the watches used in the test are the responsibil- 
ity of Army Ordnance, the information obtained will be 
made available to all the services since the entire opera- 
tion is a joint project under the direction of Vice-Ad- 
miral W. H. P. Blandy, Commander of Joint Task Force 
1, 

Confronted with space limitations, Ordnance selected 
the following watches as representative types: 17-jewel 
Hamilton wrist watch with standard fabric band and the 
21-jewel Hamilton pocket watch, railroad grade, with 
fabric fob. Message center clocks were also included, as 
were binoculars, telescopes and other optical instru- 
ments. 


WATCHES ON FOUR SHIPS 

Several of these watches and other products have been 
placed on panels. A complete panel was placed 
aboard four different ships; the Nevada, Pennsylvania, 
Arkansas and Saratoga. 

These ships were arranged so that the watches and 
other equipment would sustain varying degrees of dam- 
age. The first of the four ships was placed practically 
on the point of aim, while the farthest ship was 1000 
yards away. 

The panels holding the watches were placed on deck 
and secured, since it was possible that the blast would 
otherwise blow them miles away. 


FIRST ATOMIC TEST FOR WATCHES 

The test provided complete knowledge of the ef 
fects of atomic energy on watches for the first time i 
history. In addition to the watches and materials going 
into them, the actual method of construction will be sub- 
jected to this severest of all tests. 

The watches are being shipped to Frankford At 
senal, Frankford, Pa., for detailed inspection. 
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Exquisite 


ilverplate 


Unlimited Service Guarantee 





‘An outstanding favorite for years, King Edward 
Silverplate is more popular than ever, today! 
For discriminating women everywhere are quick to 
recognize the distinctive beauty and unusual 
value of this time-honored line. Backed by an 


unlimited service guarantee, King Edward 









Silverplate assures lasting customer-satisfaction 


... builds a prestige reputation for your store. 


National Silver Company 


BUSINESS FOUNDED IN 1890 


New York * Chicago °* Detroit * Miami °* Atlanta 


losAngeles * SanFrancisco °* Portland (Ore.) Long-beloved King Edward 


Pattern —charming, romantic, 
richly traditional! Known and 
loved for years! 












New, contemporary “Cavalcade” 

Pattern — The latest style- 
sensation — beautifully simple, 

modern as tomorrow! 
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“NO WAITING" SELLS MORE APPLIANCES 
(From page 346) 


ing list, no orders, no deposit, for it means that they can 
choose anything they see and be able to use it the same 
day. If Mr. Brown is sure of receiving delivery of a 
requested appliance, he tells the customer the approxi- 
mate date and suggests that she return at that time. He 
has found that this is also a good opportunity to mention 
that watches, certain scarce types of jewelry, or sterling 
silver flatware will be arriving soon. 

At present Mr. Brown is selling table model radios 
and—when he can get them—electric razors, coffee 
makers, and flat irons. As soon as major appliances are 
available in larger quantities, he plans to sell them on 
the same immediate delivery basis, with credit terms for 
those who desire them. 

So far Mr. Brown's new enterprise has produced none 
of the headaches that you might imagine would befall a 
jeweler whose knowledge of appliances was limited. He 
has had no returns and no adjustments, but just to be 
on the safe side, he has made arrangements with a re- 
pairman to service appliances at no cost to the customer. 
When the sideline develops into a major operation, he 
will add a full-time service department. 


To make room for his burgeoning appliance business, 
Mr. Brown is weeding out excess merchandise—some of 
it acquired as a wartime expedient—even if it means sell- 
ing at cost. The interior of the store will soon be re- 
modeled and more room will be made for stoves, refrig- 


erators, and washing machines. Small appliances yjjj be 
displayed in wall cases as well as in the windows, 

Mr. Brown feels that the time is now for wide-awak. 
jewelers to secure appliances and sell them as soon x 
they are received—if only in driblets—thus establish; 
themselves as being in the appliance business while de. 
mand is at its peak. It is also his contention that th 
jeweler has the edge on the hard-pressed appliang 
dealer who may have hundreds of people on his Waiting 
list. 

Mr. Brown is a good example of the legitimate jey. 
eler, albeit one who does not believe that selling watches 
and gems is the jeweler’s sole province. His swelling list 
of new, steady patrons, many of them attracted by ap. 
pliances, prove that the customers agree with him, 


MODERN BAROQUE TREATMENT 
(From page 344) 


rooms are upholstered in coral leatherette and the 
asphalt tiling on the floor combines red and brown, 

The oval-shaped showroom (photographs number 3 
and 4) has walls treated with a dado of Sapeli mahogany 
flexwood, topped by a wallpaper treatment. Settees and 
tables are all natural mahogany upholstered in coral 
leatherette, and the carpet is a Chinese blue twist. Light- 
ing, in the showroom, is both fluorescent and incan- 
descent. 


Showrooms and offices are air-conditioned throughout, 


The Flatware with, a Post-Postwar Future! 


Dirilyte has — not merely a postwar future - 
but a post-postwar future! Today's great de- 
mand for this product stems more from its 
special qualities than from hectic present 
conditions. Every day more people see 
Dirilyte for the first time — and, seeing it, want 
it. They are thrilled by its warm golden color 
and brilliance, by the fact that it’s steel-hard, 
scratch-resistant, solid, not plated, yet mod- 
erate in price. These are the big reasons why 
Dirilyte sales are zooming and will continue 
to do so when “postwar” conditions no longer 
exist. Tie in with this product of the future, 
which is being backed by consistent, highly 
successful national advertising. Write for in- 
formation and for a Dirilyte color booklet. 


—— 





Dirilyte, Reg. U.S. Pat. Of. 


Golden-hued Dirilyte 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. * 1 W. 34 ST., N.Y. 
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REE, With Your Order Be, 
This shribingly smart Lucite 


Walt cDioney ° miniature showcade 
aittiiines With gleaming mirrored back 





STERLING SILVER 


move faster in this 


SELF - SELLING 
DISP 








ORDER FROM YOUR LOCAL JOBBER 


ne a 
WI direct to us. 


7 SALES he OF 


at te Delta Jewelry Y Hollyw ood 
SOLE MANUFACT Foe OF WALT DISNEY 


GOLD and SILVER CHARACTER JEWELRY 
707 So. Broadway Los Angeles 14, Calif 


LICENSED BY WALT DISNEY PRODUCTIONS through KAY KAMEN LTD. 1270 SIXTH AVE. WN. Y. 
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STERLING SILVER 
BABY SETS 
IMMEDIATE DELIVERY 
$2.75 SET NET 
IN DOZEN LOTS ONLY 





TIE CLIPS 
10 KT. YELLOW GOLD $4.75 NET 


Mitchell Phillips Co. 


JEWELERS & SILVERSMITHS 














719 SANSOM STREET PHILADELPHIA 6, PA. 














ADVICE FROM AN OLD-TIMER 
(From page 352) 





to. I just want to give the neophyte jeweler some facts 
without quadruple plating. 

I love the jewelry business. You who have Served 
through the years know there is some grief and much 
hard work connected with it. This is true of any retail 
business. There are many compensations for the many 
unpleasant events that are bound to transpire. Don't 
think we have a corner on trouble. You will meet many 
fine people over the counter, and form many lasting 
friendships. You are handling merchandise steeped jn 
history and romance. A jeweler is looked upon as an ex. 
pert, his opinion and judgement on the ramifications of 
our lines and services, are respected. What greater thrill 
when you have an interested customer, than to way 
eloquent over the origin, the beauty, and other virtues 
of precious gems?—Or to lead your customer to the 
sales of a fine timepiece through your knowledge of the 
intricacies of complicated mechanisms ?—Or to the sale 
of some really fine silverware, the design of which js 
executed from a rich historical background? 


BEWARE THE PITFALLS 


There are many pitfalls for the uninitiated. Owing to 
the value of our merchandise, its compactness, or port- 
ability, the ease with which it may be liquidated, we are 
often prey to crooks, whose manipulations show up in 
many clever forms. There are night burglaries, now and 
then, so be sure you are secure with bars, locks and 
bolts. Daytime depredations run from pennyweighting 
(the substitution, for instance, of a cheap ring for a 
valuable one), to outright holdup. These are exceptions 
to the rule, in the daily grind, but be on the alert, al- 
ways. A word to the wise will save you trouble. 

I am going to skip over, lightly, good business prac- 
tice, which you probably know anyhow. Keep informed 
and take up, if possible, courses on gems, for instance, 
either direct or by mail. Subscribe to at least one good 
trade magazine. Associate yourself with your local and 
national guilds. Carry plenty of insurance—all kinds. 
Pay your bills, establish credit, discount bills if por 
sible. Don’t over buy. Keep yourself, your stock and 
your store neat and clean, show windows attractive. 
Don’t encourage loafers. Be courteous, but not servile. 
Be honest and reliable. If you are a member of 3 
luncheon club, that’s fine, it identifies you. Keep books, 
perhaps a simple set, but accurate. Charge for small 
jobs, for time is money. 


THESE THINGS WILL HAPPEN 


Newcomers to our business will get, of necessity, their 
eye teeth cut on some matters, so I will set down here 
a few happenings in the day of the jeweler, things your 
mother never told you about. Thank Heaven they wil 
not all happen in one day. But be on the lookout for 
them, you cannot evade them all. Oldsters will read thes, 
and nod benignly, maybe give out with a chuckle, uw 
less one or another will open up old sores. Don't let 
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. 0 we are not raising prices 
ail s 8 & 
ny 
n't 
ny 
z Fume is every justification today for raising prices. Silver 
ex- has been raised by legislative fiat from 71.11 cents an ounce to 90.5 
b cents an ounce, an increase of 27 percent. Labor costs have risen 
ax from 40-60 percent and the prices of materials and supplies have 
Pr advanced substantially. 
- Nevertheless, we do not plan to raise prices on any International 
is Silver Company lines during 1946, with the possible exception of 

a few items of hollowware. 

We have decided on this policy because we believe that the in- 
a terest of the industry will be better served by keeping prices down 
are than by raising prices, however well justified the increases may be. 
. We have great faith in the future of the silverware business and it 
and is our firm opinion that the bright prospects for silverware can be 
ing enhanced and prolonged by keeping the prices of our product well 
a within the reach of the buying public. 
’ Furthermore, we think that this policy will better enable the sil- 
ae verware dealer to meet the competition of other products for the 
r consumer dollar, and we feel that if volume can thus be maintained 
ood at substantially present levels, profits at each stage of distribution 
re will continue to be satisfactory. 
oa The International Silver Company has made no significant price 
ve. increases since the war and at no time have we applied to OPA for 
. price relief on any line in any quality or price range from sterling 
ks, silver to the most inexpensive plate. 
all 


This will continue to be our price policy until further notice. 


"] The INTERNATIONAL SILVER COMPANY 


" Meriden, Conn. 
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wlverwmare 


STERLING AND PLATE 


Old English Silver and Plate 
Old American Silver 


Old Sheffield and Sheffield 
Reproductions 


Sheffield Reproduction 


UNITED STATES 
SILVER CO., Inc. 


56 West 47th Street, New York 19, N.Y. 






them get you down, because they may cause you an os 
happy moment or two. Meet them diplomatically of 

’ 
course, but don’t say you were not forewarned. 





Witness the prevaricator who insists he hasn't 
dropped his watch. 

The long trail of pests who annoy you, asking that 
their Christmas jewelry be appraised. 

“Just glue this crystal in, won’t take you a second,” 
says he, anticipating no charge. 

The impossible crank who drags in his old kitchen 
clock two days before Christmas, demanding service 

“Your competitor wants to sell me this, will you tell 
me if he is trying to gyp me?” Mr. Nervy asks, 

The ignoramus who wants you to guarantee that you 
will not remove the “jools” from his watch, if he 
leaves it. 

The careful soul, who, upon leaving his 10 karat 
signet ring to be engraved, wants credit for gold te. 
moved in the process. 

The rat-face who glances apprehensively about, and 
snarls out of the corner of his mouth, “Wanna buy a 
hot diamond?” 

“Please measure my finger, just curious, that’s all,” 
and you know darned well she is ordering a ring from 
the mail order house. 

The young bride who doesn’t know that her silver js 
lacquered, and comes in with blazing eyes, complain- 
ing that her gifts are wearing off. 

The wiseacre who leaves you a $10 diamond ring to 
be repaired, and would like to make you believe that 
he is wise that you switched his stone. 

The pugnacious one, who would like to debate, as 
to why a mainspring should cost so much to install, 
“Why, it is just a little piece of steel,” he insists. 

The amateur local gambler who comes in, places 
a pair of dice on the counter, and asks you to load 
them, “because you have all the small drills and 
things.” 

The improvident one who whispers across the 
counter to you, “Let me have a five spot on this until 
Saturday?” well knowing you do not have a pawn- 
broker’s license. 

The methodical old bird, who marks down the date 
you cleaned his watch, and shows upon the 364th day, 
saying: “I know you guaranteed this watch a year, 
but I want you just to oil it for me now.” For free 
of course. 

As you come to work in the morning, the guy who 
is waiting in your doorway, to have a “drop of solder’ 
on his glasses, immediately, not realizing that you had 
a routine of work, especially the winding of the 
watches to do first. 

That towering mountain of brains, who wants you 
to drill his gold piece, and can’t understand why Uncle 
Sam should object. “It’s my coin,” he argues, as he 
takes up your time. 

The hands were caught, on his watch. He looks at 
you accusingly, as though you had purposely be- 
witched it. As you hand it back to him, no charge, he 
launches into a longwinded story about how gramps 
left it to him. 
The lowdown crook who paid you for cleaning his 
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Ces sa ~ he “oe OER Yes ... wherever romance breathes—Lucky Forever Diamond 
vad ; . : oat ; : Rings are present to catch the eye, spark the buy interest. 
ind Ls \\Wad 4 \ Nationally advertised in America’s leading class and mass 
be. ee . circulation magazines, they're alive with dramatic Hollywood 
the ° Fee oe styling, and the same quality craftsmanship for which Allison- 
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Here is just the gift people are always looking 
for—something different and distinctive. It’s one 
they exclaim about . . . show with pride. . . use 
with appreciation. 

The carving aid is an outstanding example of 
fine plated ware and is a worthy addition to the 
proudest silver service of any pattern. It is 
genuinely appreciated by both sides of the family 
for its beauty and for its usefulness in making 
the carving of fowl, roasts, or ham the gracious 
ceremony it is intended to be. 

Nationally advertised—a fast moving item. 
Orders are being filled as received. 


GERITY-MICHIGAN DIE CASTING COMPANY 
ADRIAN, MICHIGAN 


In rich, full color 
gift package 








watch, and immediately broke the glass. Little Ching 
of glass percolate down in the movement. To be 

he has your competitor fit a new glass, then returns it 
to you with loud, yes, very loud complaints, 

The fellow who brings in an oyster pear] about the 
size of a pinhead, and can’t understand why cooki 
it should make any difference. “Why, I read about 
people getting big money for pearls they fing is 
oysters,” he wants to debate. 

The dear lady who complains about the neck chain 
you sold her, that it makes her neck black, where th 
chain fits. She casts suspicious glances at you. Afte. 
ward she admits taking sulphur as a medicine, or that 
soap, cold cream or powder might be to blame. 

The old busybody who brings in a clock, all apart, 
in a paper bag. “I know it won't take you long ty 
put it together, and I don’t want to spend much on it!” 
And so on ad infinitum. 


Maybe I sound spiteful, hypercritical, or vindictive. 
That is far from what I have in mind. Remember that 
these are the exceptions to the rule. The average cus. 
tomer comes in to you because he has confidence in you, 
He accepts your advice as he would that of his doctor 
or his attorney. If I have given the newcomer an in- 
pulse to alert himself for the shoals ahead, I shall be 
more than content, I shall be happy. 

I do not want to leave you on a discordant note. Go 
to it and take the bitter with the sweet. You operate 
your business, don’t let it run you. Get some outside re- 
laxation, and you will be more efficient for the time thus 
spent. Be civic minded. but not to the extent to neglect- 
ing your store. 

Remember every young swain, and his queen, in you 
town, are the potential start for a dynasty requiring 
vour merchandise and service, from the engagement ring 
on down through family ties for years and years to 
come. 

Be proud to be a jeweler. Mix plenty of altruistic 
and heroic motives in your business life, but remember, 
too, that primarily, you are in business to make money, 
and a good living for yourself and family. 





SCARF PINS STAGING A COMEBACK? 


A cabled report to Collier’s weekly by the men's 
fashion editor of that magazine states that what may 
be the start of a revival of the style for scarf pins among 
better dressed men was noted at the Royal Ascot race 
course on the occasion of the running of the Gold Cup 
on June 20th. 

One of England’s foremost sporting events of the 
year, the Gold Cup always draws the upper level of 
British society whose tastes in clothing and accessories 
ultimately filter down to those of more modest income 
and position. 

Cables Henry Jackson, the Collier’s fashion editor, 
“Masculine social leaders at the Gold Cup race showed 
a strong preference for scarf stick-pins in diamonds, 
sporting designs, animal figures and pearls. This -< 
be the start of a scarf pin comeback in “better circles. 

Jewelers take note—an additional volume of busines 
may be on the way. 
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Like the miners of '49 you'll strike it rich in the West, 
with these watch bands. All are individually hand 
carved in the finest of leathers, featuring both hand 
carved and plain semi-precious buckles. 


(A) Style 7B Gold plated buckle, hand carved leather. $1.00 Individually boxed 


Style 17B Same band as above, in two tone leather. $1.25 each boxed 


(B) Style 10B Sterling silver buckle, hand engraved. $2.50 Individually boxed 


Style 8B Same band as above, in two tone leather. $2.75 each boxed 
THE ABOVE WATCH BANDS ARE ALSO AVAILABLE FOR WOMEN. 


AVAILABLE FOR IMMEDIATE DELIVERY, 


A COMPLETE LINE OF WATCH BANDS IN PIGSKIN, CALFSKIN, CORDOVAN 
ALLIGATOR, LIZARD, SHARKSKIN, WITH THE FOLLOWING CHOICE OF BUCKLES: GOLD 
PLATED, GOLD FILLED, STERLING SILVER, STERLING SILVER WITH GOLD OVERLAID. 


WE HAVE REPRESENTATIVES IN ALL SECTIONS OF THE COUNTRY. ON REQUEST THEY WILL 
BE HAPPY TO SHOW YOU OUR COMPLETE LINE. 


PE MP se 
PACIFIC WATCH ATTACHMENTS COMPANY 


253 SOUTH BROADWAY, LOS ANGELES, CALIF. 
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GOOD NEWS! 


es 


Merit-Made’s Promise Fulfilled!, 


Now Set. for Production! 


WHAT IS TY-MATIC? Ty-Matic is the second in Merit- 
Made's family of distinguished toasters. Based on a 
revolutionary new timing principle developed by 
Merit-Made and available on no other toaster, Ty- 
Matic performs almost magically. See it and be amazed! 
it toasts to suit the taste—light, medium or dark, and 
when the toast is done the current shuts off and the 





doors open automatically! No burned toast, no burned 





fingers, no burned tempers. 


OVEN-TOASTING* This exclusive Merit-Made feature 
makes better toast faster. The enclosed shell and double 
shield doors keep the heat inside the toaster, 
dehydrating the bread, making crisp, even-textured, 
delicious toast. Toasting time: light, 1% minutes; 
Medium, 134 minutes; dark, 2 minutes. 


The New “*‘Miracle-Action’’ 


& 


eZ 
in less than a year E-Z Flip has become famous as 
America’s fine quality popular price toaster. Now 
better than ever Exclusive oven-toasting design* 
makes delicious toast quickly 


Every Merit-Made Toaster Carries a I-year Guarantee 
Plas a 4-year Warranty See Your Lecal 


Distributor About These Merit-Made Sales Bailders 


MERIT-MADE, INC. 
MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, N.Y. 
In Canada Merit-Made, Ltd., Fort Erie, Ontario 
* Pat. Pend. 








DESIGNS CLEVER PLASTIC WATCH MOUNT 


All of the problems of displaying wrist watches, both 
in windows and in store cases, have been solved by 
simple plastic form invented by Ray Larson, display 
director at Hess-Culbertson Jewelry Company, St. Louis, 
Missouri. 

“There are a lot of drawbacks to standard watch dis. 
play,” Mr. Larson pointed out. “First, the fact that jg 
both windows and cases they usually are laid flat, which 
makes it difficult for the customer or passerby to see the 
name, recognize good design, etc. Also. small watches 
such as ladies’ evening types are usually submerged jp 
identity among larger types and gain little or no atten. 
tion, 


Plastic watch stand, designed by Ray Larson of 
Hess-Culbertson, St. Louis, flatters all watches. 


“In addition, boxes in which they are normally dis- 
played vary greatly in size and shape, and of course 
there have been few boxes furnished with watches dur 
ing the war. It all adds up to inefficient display of an 
item which really demands more close attention than 
any other jewelry store item with the exception of dix 
monds or precious stones.” 

The solution which Mr. Larson developed is the plag 
tic watch display stand or mount, pictured herewith, As 
shown, this consists of a 2x2 inch base with a three 
quarter inch strip of lucite curved and set at right angles 
to the base, also of lucite. The curved portion is de 
signed to be slightly larger than the average sized 
wrist, and is fastened to the base with a plastic bonding 
compound which makes it unusually strong. 

All window display problems in connection with men’s 
and women’s watches have been ideally solved with this 
“plastic gadget” according to Mr. Larson. First major 
feature is the fact that the watch is held tilted upright 
in approximately the same position as the average per 
son hold his wrist when checking the time. Second, the 
flexibility of the lucite strip makes it possible to ‘ai 
tract it, slip the watch over, and let it expand to holt 
the watch securely in the natural position. Even tt 
tiniest lady’s watch assumes real visibility under this 
plan, and the tension of the lucite is not strong 
to damage silk cords or delicate chain bracelets usually 
accompanying baguette diamond-studded watches. Mott 
watches can be shown in a smaller space, with the added 
advantage that a quick glance tells everything about each 
watch—manufacturer, type of case, numeral treatment 
etc. . a 
One of the most unusual features of this improvemelt 
is the fact that Hess Culbertson has readily sold maly 
of the mountings at retail to customers—chiefly to : 
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who want to put an extra watch on them to serve as a 
boudoir timepiece. In addition, there are many people 
who take their watches off when doing desk work, etc., 
and must stop to pick them up when the time is wanted. 
By placing the watch on the plastic mount, it becomes a 
miniature clock. Mr. Larson has found so many advan- 
tages through using this simple idea in better display 
that he intends to market the plastic mount commercially 
when it is possible to put them on a production basis. 





NEED WE FEAR A BUYERS' STRIKE? 
(From page 354) 


Between now and the first quarter of next year, he 
declared, the advance in “official” price indexes “will 
likely be at least 10 to 15 per cent.” 

“The actual advance in prices, including black market 
prices and quality changes that do not appear in official 
indexes,” he added “will probably be closer to 15 to 25 
per cent.” 


PRESENT PROFITS—LATER LOSSES 


Retailers, he said, can increase their profits now, if 
willing to take a small risk, but, if continued too long, 
“profits made now will be offset by losses incurred later.” 
He advised retailers (1) to try to speed up inventory 
turnover and reduce the length of commitments after the 
turn of the year; and warned them (2) not to overesti- 
mate postwar demand on the basis of current demand. 





“It seems to me,” he said, “that your lease-on-life 
so far as costs and margins are concerned, ig rather 
short-term affair. For this year at least, possibly fo. 
part of 1947, your highest average sale will cover up the 
advance in a multitude of cost factors. Elimination of 
excess-profits taxes, of course, gives most of you a thick 
cushion of security. But here, again, it is not the egy. 
rent trend but the future prospects that are important. 

“The test will come during the transition period when 
markdowns will be heavy, average sales will drop sharply 
and your high-salaried merchandising force will have to 
handle a much larger physical volume of goods, if your 
dollar volume is to be held at a reasonably high level,” 

A period of highly competitive merchandising ig jn the 
offing, Walter M. Heymann, vice-president of the First 
National Bank, Chicago, reminded the Controllers Cop- 
gress. He paid special attention to the “national 
pastime,” which appears to impel every distributor to 
feel that he is “competent to enter every other distriby- 
tor’s line of specialized business.” 


EVERYONE ENCROACHING 


“In other words,” he elaborated, “every merchant is in 
every other merchant’s back yard. The oil station op- 
erator is selling tires, and auto accessories, trucks, auto- 
mobiles and frozen foods. Food stores are selling 
hosiery and other non-food items. Jewelers are going 
into major electric appliances. Mail order companies 
are expanding their retail operations and department 
stores are expanding their mail order activities. Time 

























_SUPER-SALEABLE FEATURES: © 
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_ Handsome Stainless Steel or Pink and Yellow Gold- 








ENDURA 
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A PACE-SETTER! 





Springs of tough, highly tensile baryllivm 
copper, one of the most durable metals, make 
the ENDURA Expansion Band long-lasting. 
Endura’s engineers, after considerable research, 
adapted this stubborn material to the springs of 
ENDURA Bands, an outstanding manufacturing 






achievement. The result is an Expansion Band 


which is GUARANTEED for long life 
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These bright new bracelets are charmingly 
fashioned from the wonder 18-8 alloy. In- 


stantly appealing to fastidious women because they 
will not discolor, tarnish or corrode from contact. 
Always bright without polishing. Simple to clean 
with soap and water. Available in 18 adult styles and 
5 children’s styles, priced to suit all, from $1.50 to 
$7.95 retail. Order from above or write for catalog 
and price list. 


1704 GRANT BUILDING, PITTSBURGH 19, PA. 
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as mined represents dollars 
but its real value is in the 
manufactured item of 
jewelry. 


Eventually it comes to you 
in the form of old 


GOLD 
PLATINUM 
SILVER 


which you can turn into 
dollars profitably by ship- 
ping to 


DEE & CO. 


Trained men, modern 
facilities and equipment 
guarantee you prompt, ac- 
curate returns. 








For checks that satisfy ship 
direct to 


392 


















payment sales and installment selling are being emphs- 
sized and promoted by alert and aggressive merchants, 
Manufacturers are establishing retail outlets and ay 
selling by mail. 

“All these developments mean that the consumer's dol. 
lar will be wooed and sought after as it never has been 
in the history of merchandising. In the period ahead 
only the most able and skilled will make progress... 
Now is the time to analyze all operations critically, to 
find labor-saving devices, to consolidate jobs, to find 
workable short cuts and eliminate waste and extrayg- 
gance and to pursue the scientific approach to problems 
of retailing.” 


USE ‘PUBLIC RELATIONS’ 


Of special interest to the credit jeweler was the story 
related to the Congress of how Marshall Field & Co,, 
Chicago, is using “public relations” in its credit depart- 
ment to determine customer reaction toward its services, 

Any business engaged in retail credit, said Earle Har- 
rison, credit manager of Field’s, needs a tool for ap- 
praising customer reactions. 

“What we have chosen to call public relations is the 
most suited to that purpose,” he continued, “It can as- 
semble facts and valuable information about customer 
reaction and also compare its service practices with those 
of competitors. Investigations involving serious customer 
complaints and proper corrective measures can be made, 
This prevents the job of adjustments from becoming 
routinized. 

“The public relations unit can evaluate each credit 
customer and express management’s appreciation for 
valuable patronage in a personalized manner. This de- 
partment can also act in an advisory capacity on the 
ever-important problem of training, because it is in posi- 
tion to determine its effectiveness.” 

The public relations unit of Field’s credit department, 
Harrison said, was established just a year ago and al- 
ready has proven to be a valuable tool in maintaining 
and building customer good will. 





IT'S FUN TO BE FOOLED—OR IS IT? 


A star sapphire sold for 25c, a 47-carat ruby sold for 
$2.11, and a diamond-studded cigarette case for 25¢. 
Deflation? Not at all. The people who bought the items 
(and subsequently sold them back for twice what they 
had paid) hadn’t the slightest idea of what the things 
were worth. 

It all happened, as you may suspect, on a radio pro- 
gram: ABC’s “Ladies Be Seated,” broadcast each after- 
noon. And the fabulous baubles which were used on 
the program to provide the merriment for participants 
and spectators, were loaned by Dr. Frederick H. 
Pough, Curator of Geology and Mineralogy of the 
American Museum of Natural History, chief technical 
advisor of the Gem Trade Laboratory and gem consul- 
tant for Tue Jewerers’ Circutar-KeEystTone. 

Guests on the “Ladies Be Seated” program were S¢t. 
and Mrs. Edward Murgatroyd of San Antonio, Texas. 
Asked if they each had five dollars, they admitted they 
had, and were subjected to a unique type of auction. 

Participants in the auction were Johnny Olsen, pr 
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1 the FOLLOWING NATIONALLY KNOWN LINES: 
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d & Anderson Tool & Die Works (Anson) Kaye-Meyers Co. (Terry Wallets) 
— Associated Jewelry Manufacturers Kestenman Bros. Mfg. Co. 
Barclay Co. Le Stage Manufacturing Co. 
H. F. Barrows Co. Marathon Company 
S. O. Bigney Co. Marvella Pearls 
Bliss Bros. Co. A. Micallef & Co. 
Bruner-Ritter, Inc. Morse, Andrews Co. 
d for Budlong, Docherty and Armstrong F. H. Noble & Co. 
25c. Carl-Art, Inc. Ostby & Barton Co. 
items Doyle & Co. Pitman & Keeler, Inc. . 
they O. M. Draper Corp. Plainville Stock Co. 
hings Dunn Bros. Providence Stock Co. 
W. C. Edge Jewelry Co. Richelieu Pearls 
pro. Evans Case Co. Ripley & Gowen Co., Inc. 
ha Finberg Manufacturing Co. Shiman Manufacturing Co., Inc. 
aiter r ° 
aa Forstner Chain Corp. Speidel Corp. 
; Forstner Creations Louis Stern Company 
pants Gemex Co. Stonewall Products Co. = 
cH. R. L. Griffith & Son J. F. Sturdy's Sons Co. = 
f the Harvey & Ottis, Inc. Troob-Gordon Co. = 
anical L. Heller & Son Uncas Manufacturing Co. 2 
ynsul- Invicta-Seeland, Inc. Van Dell Company 2 
Irons & Russell Co. W. & H. Jewelry Co., Inc. 
, Sgt. Iskin Manufacturing Co. W. & R. Jewelry Co., Inc. 
‘onl Jacoby-Bender, Inc. White Mfg. Co. 
re Jewelry & Cutlery Novelty Co. J. J. White Mfg. Co. 
mn. 
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gram m.c. who acted as auctioneer, and Sgt. and Mrs. LETTERS CAN BUILD BUSINESS 

Murgatroyd. First item to be bid on was a pound of (From page 356) 

butter which was sold to Mrs. M. at the ceiling price. 

Then a “marble” was offered for the couple to bid upon, you electric appliances, such as radios, too, 

and it fetched 25c, the Sergeant’s bid. Following the “Think of the shopping time you can save by taking 

“marble” came a beat-up cigarette case which, since advantage of all these Blank’s services we've arranged 

neither the Sergeant nor Mrs. Murgatroyd smoked, for you! And to make it even easier for you to s 

brought only 25c also. A mystery package (which ap- here, we have opened an account in your name, know. 

peared to contain something valuable like nylons) ing that you’ve the reputation everywhere as a good 

brought $2, and a “good-luck” charm went for $2.11. customer. So the next time you're shopping, take the 

wane vily sunpenee: no half-hour for coffee and enjoyment you can saye 

y shopping in all of our diversified departments!” 

After the auction the master of ceremonies asked the Note how the writer of this letter observed the fundg- 

sergeant and his wife if they would care to sell back their mentals of good advertising. His opening sentence made 

prizes for double what they had paid. The couple agreed an immediate bid for the reader’s attention. His next 

quite readily, and this caused no end of relief to those words were designed to focus her interest so the letter 

who ran the program. Because, they disclosed, although wouldn’t be dropped. Then he secured conviction, and 

the butter was only butter, and the mystery package was last, concluded with a “hook” to make her take im- 

quite empty, the “marble” was actually a star sapphire, mediate action. 

the good-luck charm was a 47-carat ruby, and the “cig- The same sort of letter can be used to bring back old 

arette case” was heavily encrusted with precious stones. customers who haven’t bought lately. Here is the letter 
Although possibly chagrined at letting such prizes a southern jeweler used—with reported success—t 

slip through their fingers, the sergeant and his wife were keep ’em buying: 

rewarded with the pound of butter for joint consumption, “Dear Mr. Smith: 

a wrist-watch for the sergeant who had won by virtue of “You've got us stumped. We just can’t figure what 

bidding on and receiving the most valuable assortment happened. 

of goods, and his wife, as runner-up, received a backless ‘““As a personal favor, I’d really like to know. Did we 

wraparound lounger. slip somewhere, or have you just been ‘putting it off?’ 
Dr. Pough, as his prize, got his emerald, star-sapphire Or what? 

and cigarette case back. “If by any chance there is, or was, any misunder 
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We Can M ove Your Inactive Patterns 
iw STERLING SILVER 


P ATTERNS change and jewelers have in stock Sterling 
Silver for which they may never have another call. 


These are frozen assets which we will readily convert to 
cash at pre-war prices no matter how large the quantity. CIs 


We will pay the expressage when you ship the merchan- We are interested 
dise to us and if our offer is not acceptable it will be 


il 
returned express prepaid. : tn purchasing 


ANTIQUE 
JULIUS GOUDMAN & SON seo sewetry 


77 Mapison AVENUE ¢ Mempuis 1, TENNESSEE to any amount 
Juiius GoopMAN JosePpH A. GooDMAN 


Reference: THe JEwELERS’ Boarp oF TRADE 
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PLAIN SPRAY 








BRACELET BLINKER BALL 


Delicate simplicity in 14. Karat gold jewsliy by Louis Neff. 

WIDE RUBY STAR SET WEDDING BAND was designed and originated 

by the Ruby King. '742—D $30.00 Keystone; 742/12 $56.00; 742/15 $62.00; 

18 $68.00; 24 $80.00. (Last number indicates number of stones). 

BRACELET BLINKER BALL lends mystery and intrigue. Its emeralds, 

rubies, turquoises, sapphires, garnets and opals sparkle with the light. 

Enchantingly decorative. Number of stones varies with size. 44” Diameter 

$120.00 Keystone; 1” Diameter $150.00; 144” Diameter $180.00. 

PLAIN SPRAY shows perfect richness for the basic taste. 34 Round 

$90.00 Keystone; Full Round $100.00. 

JEWELLED SPRAY —artistically simple! Rubies or sapphires adorn indi 

vidual spokes. 34 Round $130.00 Keystone; Full Round $170.00. All items 

contain genuine stones and are available in white, yellow or pink gold. 
ORDERS IN EXCESS OF $200.00—10% DISCOUNT ; 


A'N'S:0'M STR ERE 
DELPHIA, PENNA. 


74:0 5 
PHILA 




















The Girl in the Ad on Page 358 


The pretty girl about to go out and meet her Fate, in the latest 
International Sterling ad, is Canadian-born Barbara Cully. 
Eighteen, dark-haired with sweet, fair features (as you can see). 


She lives in Forest Hills with her family. Her father is a 
musical director. Her modeling career is, at the moment, just 
the parsley, garnishing the edges of her life. The Main Course, 
in the fall, is to be Physical Education at Penn. State. 


She loves to paint ... does pastels, water colors. She hastriple- | 
decker taste in discs. Collects records ... classic, popular, and | 


strictly boogywoogy. 


Sntroducing 
A NEW RELISH SET 














A 2-piece combination sandwich and relish dish in 
lustrous hammered aluminum ware designed by 
LEHMAN with a 5-compartment crystal dish in the 
pattern of popularity . . . Victory. : 
Immediate delivery. Individually packed 24 to a 
master carton. Order now those “extra” gift sales. 


LEHMAN Bros. SILVERWARE Corp. 


Manufacturers of Hammered Aluminum 
and Silver Plated Hollowware 


197 GRAND STREET ° NEW YORK, N. Y. 
SHOWROOM: 
1472 BROADWAY ° NEW YORK, N. Y. 


Our complete line will be displayed at the ANRJA Convention, 
Waldorf Astoria Hotel, Booth 221, August |2th to I5th. Also at 
the New York Gift Show, Hotel New Yorker, Booth 127, August 
26th to 30th. And at the Memphis Gift Show, Peabody Hotel, 


Room 235, August 25th to 30th. 
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standing, will you drop me a line—or use the enclosed 
postpaid card? 

“Because here it is June, the month for bridal 
and graduations, and darned if I can find a purchage 


on your ledger in months! I'd like to have you use 


your Blank’s charge account, as we've alwa 
preciated your business. 
“How about it?” 

When a new item offering high profit margins ig put 
in stock, another jeweler uses similar direct advertis: 
to build fast demand for it among his customers, Instead 
of being mailed at three cents—or one-and-a-half cents 
per—this merchant slips the letter into every package, 
By distributing it in this manner, he reaches a group 
who are all prospects for the new item because 


ys ap 


obviously do buy at his store. The letter is tailored ty 


fit whatever the individual merchandise may be; in the 
case of a new handbag line, it goes like this: 

“Pink leather, trimmed in dark tortoise—that's 
mighty smart for this spring’s handbags! 

“You and I are old friends, and I like to tip my old 
friends off when I see something good. So I’m passing 
the word to you now—see the new spring line of bags 
that has just arrived. Because we haven’t too many of 
them, we’re telling only a few choice customers like 
yourself about them. 

“So come in soon to see them before the small stock 
is gone!” 

This “letter” is actually a card. That makes it cheap, 
easy to produce, and its personal appeal is as effective 
as that of a regular letter. A few hundred cost the 
jeweler only a few dollars, but he has found that they 
sometimes produce hundreds of dollars worth of bus- 
iness. Often, too, he is able to talk the distributor into 
sharing the printing cost with him, since both distributor 
and merchant benefit from the advertising. He uses 
direct advertising as a direct tool for solving a particular 
merchandising problem. 

‘Direct advertising will solve many problems, but it 
isn’t a cure-all. It must be handled just so, or the re 
sults fall off. Direct advertising’s real advantage is in 
the fact that it reaches only prospects, with no waste 
circulation. For that reason direct advertising is a cheap 
tool for accomplishing specific objectives. Since its cost 
per letter or per card is high, however, it ceases to be 


cheap when the list to whom advertising is sent is not 


carefully chosen. In other words, direct advertising & 
cheap because it reaches real prospects. If it reaches 
non-prospects, the cost per sale mounts quickly. How, 
then, is the jeweler to cull out non-prospects? How is 
he to build a really effective mailing list? 

One jeweler in a midwestern city compiled his list 
the hard—but the most effective—way, using what @ 
newspaper reporter would call leg work. He checked 
the newspaper each day over a period of months, pick 
ing out names of recently married folks and engaged 
girls. These, he knew, would be logical prospects for all 
kinds of home merchandise. So that became his “home 
department” mailing list. He chose the names of women 


prominent in society column news as natural prospects 


for personal adornment jewelry, and sometimes for home 
needs too. This was another list. He picked the names 
of men mentioned as receiving business promotions. 
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A LIFETIME OF 


WITH A LIFETIME GUARANTEE’ 


There are no smarter or more serviceable 
bands on the market today. These exquisitely 
oS Ife lal-to MM ololalol Mol a-Malohv amo Zoli (o]-](-Miiol mm ololin 
aal-tamelalo Mm delasl-aMmlameltlaelitlisliapmali 4.4: mei hole 
gold plate, and in green, yellow and rose 
10K gold and 14K gold. 


Sold exclusively through wholesalers 


“GUARANTEE: We will replace or repair without cost 
any mechanically defective band. 


RETAIL PRICES 


Duralumin 

Nickel silver. ... 
Gold Plate 
Women’s 10K gold 
Men's 10K gold 
Women's 14K gold 
Men's 14K gold 


Roval 


HOLLYWOOD 
WATCH BAND 


ROYAL JEWELERS MANUFACTURING CO. 230 NINTH STREET, SAN FRANCISCO 3 
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Their wives, he reasoned, would be able to spend more ties of direct advertising make it unexcelled for ge: 

on themselves and their homes, hence would be prospects fast action. It is this ability to do a job quickly, plug 

for him. This became another list. exclusiveness in reaching only prospects for the jew 
Sometimes mailings go to one list, sometimes to all store, which makes direct advertising an effective tool 

three, depending on what he has to offer. Every six for the merchant ‘who has a particular sales Dromotion 

months, he goes over the paper again to discover new or customer relations job to accomplish. 

names and replenish his lists—for he knows that if re- 

peated mailings bring no response from a name, it is wise ' 

to consider this name as dead promotion and scratch it. HORATIO ALGER, HERE'S A STORY— 

Thus his lists remain always up to date, and the jeweler ie pr 

knows that his letters reach genuine prospects. farm-boy feet, and, having served his apprenticeship jg 
The cost of direct mail advertising may be lowered, Chicago, was sent to Swartchild’s Boston branch to work 

sometimes, by using post cards rather than letters. This in the materials department. 

works well when the message is short and terse, but a It was then that these two young blades first crossed 

card can’t be as personal and usually isn’t as resultful paths. 

as a letter. On September 1, 1939, Elly succeeded Mike as Map- 
One effective way to use post card direct advertising ager of the branch, while Mike boosted his chain of 

is as follow-up messages behind a letter. Seldom does friendships with a few more years on the road. As they 

one direct appeal produce all the results that can be had. grew, so also his friendship with Elly was cemented, 

Often a follow-up letter or card brings in more business In the middle of September, 1943, only four years 

than did the first appeal. after they became acquainted, the two heard that the 
It is advisable to use a “hook” in follow-up direct old, established supply house of Harkins & Murphy was 

advertising, something to make the reader take immedi- up for sale. It was founded in 1917, and was then 

ate action. This might be a special price offer for a known as Harkins, Kirby & Murphy. Mr. Murphy had 

short time. Or if the original advertising concerned died a few years before, and Joe Harkins was anxiou 

price reductions, then the follow-up card or letter should to see the firm pass into good hands. 

remind the prospect that the offer will end soon. He lived for just four months after seeing these two 
In attempting to get new charge accounts or bring in capable youngsters take over the place with its four 

new customers, direct advertising should point out some- employees—George Mullin, Henry McGrath, Anm 

thing of immediate benefit to the reader, some reason Murphy, and Mary Spratt. who, incidentally, are still 

why he should take fast action. For the personal quali- with the company. 











A BEST SELLER... 


Mount Vernon Ware 


SILENT BUTLER 


REALISTIC VIOLIN DESIGN 


Irs beautiful! It’s useful! It’s brand new! 
Women buy this Silent Butler on sight! Here 
is a sure fire hit that sells the year around. 
Precision made of aluminum. Individually 
gift-boxed. 


Overall length, 11 3/4 inches. 
FINISHES Width, (at widest point) 5 
Ivory Antique inches. Depth 1 1/2 inches. 
* 
Bright Polished PROMPT SHIPMENT 


MANUFACTURED BY 


HAROLD A. STOLTZ AND ASSOCIATES 


Some territories available for direct representatives. Empire Bldg., 1783 East 11th St., Cleveland 14, Ohio 


Wholesalers inquiries invited. 


Patent Pending 
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Ma nificent desi n, worthy of the c ualit inherent in the sroduct itself. ue 
$ Ss ) 1 Y ! 
Packaged and styled by the nation s leading designers ee 


A product you will be proud to ofler . .. made and guaranteed by the 


makers of Personna Precision Razor Blades eve 


See it now at many of America’s leading wholesalers (O.P.A.—$8.50). 


PERSONNA BLADE CO.,INC Cutlery Division, 599 Madison Avenue, New York 22,N Y 
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LUGGAGE 2» LEATHER 
GOODS x yeu NOW! 


Buoiietion be 
ANBJA 


VISITORS 


to see the first real 


post-war collection of 
FINE LUGGAGE and 
LEATHER GOODS. 


Ask us how “Loyal” can play an im- 
portant part in your profit picture. 


Visit us now. Quantities limited! 


division of 
LEATHER # PRODUCTS 


U.S. Luggage and Leather Products Co. 
29 West 34th Street, New York 1, N.Y. 




















In October, 1943, the name was changed to the New 
Harkins & Murphy Company, and, with the new Young 
blood spurting through its veins, worker after worker 
was added until today there are 17 employees, including 
three men on the road. They cover New England and 
New York State, and before Mike and Elly injected ney 
vim into the company, it never had had anyone on the 
road. 


PLACE WAS CROWDED 

New lines were added, and the already cramped quar- 
ters became almost impassable, either for clerks or for 
customers who, with the millions of watch parts and 
materials, filled the place to overflowing. Expressmen 
making deliveries frequently had to clutter up the outer 
hallway with packages. 

Today, that outer hallway is ‘“‘something out of this 
world.” People fairly gasp as they step out of the 
elevators on the fourth floor and see the new glass-brick 
doorway which has replaced the conventional wooden- 
glass-door-and-transom-type which characterizes the 
architecture in both the Jewelers and Washington Build- 
ings. 

Rooms 406 and 7, with their antiquated showcases, a 
shaky balcony reached by nylon-tearing stairs, and a 
pokey little office, has given way to two more rooms, 
numbers 408 and 9, which now serve as stock and re- 
ceiving and shipping departments. 


FIRM NAME CHANGED 

On June 1 of this year—just nine years after Elly 
left the old farm in Illinois and while Mike was making 
friends throughout the east—the firm name was changed 
again, to Mahar & Engstrom Company. 

Architect William Nelson Jacobs of the Park Square 
Building, Boston, was called in. The two young pro 
prietors showed him their overcrowded quarters, told him 
what they needed, and let him go ahead from there, 
More than 900 cabinet drawers—each with scores and 
even hundreds of fitted partitions—today hold the 
enormous stock of watchmakers’ and jewelers’ parts that 
go to make up the Mahar and Engstrom line. 

Additional glass bricks were used to partition off two 
offices, one for private consultation and the other for 
bookkeeping purposes. A complete interoffice communi- 
cation system with four outlets connects all departments. 


Soundproof ceilings, rubber-tiled floors, mirror-panel- 
ed posts, and the newest in fluorescent lighting fixtures 
equipped with non-glare shades were installed. 


And, to top it all, the latest innovations in aig-2ag 
counters—which enable more clerks to care for more cus- 
tomers—were added. There’s no crowding as clerks 
wait on people across these convenient counters. 


Brighter and far more attractive than many a retail 
jewelry store, this beautiful wholesale showroom is daily 
attracting more and more new customers. 

Horatio Alger might have put it some other. way, but 
these two young go-getters explain their latest move 
these simple words: 

“The stuff doesn’t come to you. You have to go out 
and get it.” 
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ste toe WAMBERLEY Gse viz 


ACTUAL SIZE 


* Revolutionary, magic action 


This newest of case and lighter combinations 


* Appealing new idea 
* Beautiful chrome finish 


has a novelty appeal that challenges interest. 
The fact that it lights as if by magic as the 
ease closes will make it the most talked about 
and saleable combination on the market. 
It is an efficient precision-built unit manu- 


factured by precision instrument craftsmen. 





The action is simple and fully guaranteed. 
Streamlined—lightweight—beautifully pack- 


aged to further glorify its gift appeal. 


KIMBERLEY INDUSTRIES 
160 N. LaSalle Street, Chicago 1, Illinois 








FoR AuGust, 1946 








EFFICIENT AND MODERN 


Hamilton’s Inc. recently completed the remodeling of 
their Spartanburg location and added one of the most 
attractive and modern shops in the south to their chain 
of seven stores in South Carolina. 

Hamilton’s have been in Spartanburg since 1939 but 
being dissatisfied with their previous location, leased a 
building that since 1894 had housed the firm of A. W. 
Biber, Jeweler, and Farmer-Long, also jewelers. The 
fixtures and stock were purchased from the latter firm 
in August, 1945. Against all logic and advice, C. M. 
Brooks, president and George A. Smith, manager, made 
up their minds that they would remodel. The job was 
completed with a minimum of confusion and with nearly 
24 hour shifts being worked by the two men. The formal 
opening was held on March 22, 1946, with appropriate 
fanfare and with all the known mediums of arousing 
attention being employed. 

The most interesting thing about this store is the 
illusion of spaciousness. With an eighteen foot frontage, 
the wall cases and counters are so cleverly placed that 
there is no apparent crowding. Upon entering attention 
is focused on the right with silverware, gifts, china and 
crystal commanding the eyes of the bride and mother 
alike. Intelligent merchandising has placed the wed- 
ding and ciamond rings a little farther back on the 
same side, where they are shown to advantage against 
the dark walnut fixtures. The left side of the store 
is reserved for the usual stock of watches, costume jewel- 
ry and leather goods. 


Fluorescent lighting, tile floors and air condition; 
are combined to make the customer, attracted 
green marble front, comfortable. The front, highlighted 
by glass blocks, is trimmed with stainless steel. qT), 
friendly atmosphere, neat, well dressed personnel anj 
a fine reputation, have brought this store increasing 
patronage. 


GROUP AD EFFORT STRESSES QUALITY 
(From page 366) 


ing 1946 and the years to come.” 

Evidence of each jeweler’s participation in the ¢g. 
operative advertising effort is seen in the advertisements 
of individual firms advertising in the local papers, Each 
ad, regardless of its size or motif carries, somewhere, g 
reproduction of the co-opeiative insignia. Also, all par- 
ticipating firms are listed in the full page insertions 
publicizing the Fargo-Moorehead association. 

In addition to the full-page advertisements and indi- 
vidual ads, stories concerning the organization of the 
jewelers’ group appeared in the news columns of the lo- 
cal papers. In addition, each member of the group ex- 
hibits the insignia prominently in his display window, 

A pattern for similar co-operative advertising plans in 
other cities of the U. S., the Fargo-Moorehead scheme is, 
by virtue of its 100 per cent membership, a well worth 
while example of how jewelers can profit by consolj- 
dating their efforts. 
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WHAT YOU NEED 
WHEN YOU NEED IT! 


OK for JEWELRY, COMPACTS, DRESS, MILI 
NERY, SHOE, BELT and HANDBAG 
ACCESSORIES and other NOVELTIES. 


Choose from our unusually large line of FIND 
INGS in brass, nickel silver, silver, gold and 
plastic. 


We also have Metal Stampings, Ornaments it 


cluding Filigree, Charms, Bead Chain, — 
Fancy Wire and Wire Formings for every tii 


ming and decorative use. ) 


Write for details NOW! 
Address Dept. E5 
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ITS SENSATIONAL | 
SELLING PAST 






COMPLETE 
$31.75 value if 
purchased 
separately 









YOUR CUSTOMERS WORKS $ Class 
@ PLASTICS 


WILL BUY IT FER: 





CASCO ELECTRI-CRAFT 
TOOL KIT 


@A whole shopful of tools in one— 
complete with 35 accessories 


@ For hobbyists, craftsmen, mechanics 











Soon it will be back for profitable promo- 
tion... and soon you'll be taking the lead 
again with the Casco Electri-Craft Hand 
Power Tool Kit...with more exclusive 
features than any other. 





Precision-engineered to run accurately in 
excess of 20,000 RPM on AC or DC cur- 
rent. It’s dynamically balanced, sturdy 
and safe. Tools won’t wobble. Fan-cooled, 
air-vented and positively insulated. Vibra- 
tionless on ball bearings. 








Guaranteed. Comes in dual-purpose, 
sturdy, fitted steel chest. A complete port- 
able power workshop that once again will 
make sales-history. Nationally advertised 
in leading hobbycraft magazines. 


Deliveries will be limited but production is 
well underway. With necessary raw ma- 
terials on hand, a steady supply of 
America’s finest Hand Power Tool Kits 
will soon be on the way. First preference 
will, of course, be given pre-war customers. 























wateh 
POLISHING @¢ * a és 
and 10,000 Dh XY d 
other Uses | For NEW AND UNUSUAL CONTRIBUTIONS TO BETTER LIVING 











CASCO PRODUCTS CORPORATION, BRIDGEPORT 2, CONN. 
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JEWELRY SALES FROM SUPERSTITION 

One oft-overlooked field of jewelry merchandig 
which has suddenly grown into major proportions ig the 
market for “charms” and talismans which have g wide 
superstition market, according to “Captain” Ted Syman 
of the Syman Brothers Jewelry Company, Denver, Colo, 

Since the beginning of the European war this market 
has grown into unsuspected fertility, Mr. Syman has 
found, with a consequent demand for talismans which 
many jewelers are bringing out from forgotten stocks 
for quick sale. Leading the demand are good luck 
pieces, and novelty charms which reputedly have the 
power to ward off death or accident. 

Syman’s has been outstandingly successful with pro- 
motion of the “Devil-Eye’’ or operculum (often called 
the “shell cat’s eye”), which Mr. Syman has been im- 
porting steadily from the Fiji Islands, which he visited 
several years ago. Set as a ring, clip, brooch, pendant 
or any other form of decorative gem, the operculum has 
historic powers to keep “Good Thoughts in Head, Bad 
Thoughts Cannot Enter” as the Fiji translation goes, 
Featured in window display and even newspaper adver- 
tising, these caught on immediately in Denver, and hun-' 
dreds have been sent by western-state residents to rela- 
tives in the war zones. Syman’s mounts the operculum 
in rings or brooches at prices ranging from $5 to $200, 
Men, too, are using them for jeweled idenification pieces, 
in appreciation of the superstitious attributes of the 
stone. 

“Most jewelers will be surprised at the amount of 
acceptance these superstition-slanted talismans will 
pull,” Mr. Syman said. “Despite the fact that the Amer- 
ican public is the most logically-minded in the world, 
enough superstition exists that any merchandise in the 
field will attract more than its share of attention.” 

Also featured along with the operculum by Mr. Syman 
is the ‘“Devi-devi’” charm, likewise made after a Fiji 
Island design, which retails for fifty cents, and is a pro- 
tective measure against sudden death by explosion ot 
assault. These have sold in huge quantities, as have 
scarab rings, and superstition novelties of all kinds. 





DOES YOUR STORE NEED MODERNIZING? 
(From page 368) 


teresting counters are the rule. Displays are made near 
the point of sale, related merchandise is found together; 
customers’ feet get tired from tramping around the store 
needlessly. 

A current practice is to group things that are used for 
like purposes. The homemaker wants to buy household 
articles in one area, or in one store, so too, the person 
who is looking for a baby gift and would like to have 
everything from children’s jewelry to baby cups and 
child’s flatware grouped together. 

Sell today according to purpose, not only according to 
the type of merchandise. Put your highest-profit wares 
in places.that scream for action. Plan fixtures, equip- 
ment, and even personnel to add “tone” to your store— 
the customer comes in to buy, or to plan to buy. Heo 
she needs help to plan, and persuasion to spend. That 
suasion can be assisted by either arrangement of 
or by personal selling, depending on the merchandise 
itself or the locality and type of trade. 
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I Quick, Easy Adjustability. |m- 
proved construction* permits almost 
instant length adjustment of any Domi- 
nant band. No tools are required. A 
penknife or scissors is all you need. 


Super-Safety Buckles. Dominant 

buckles cannot open accidentally. 
They are a ‘double-safety’ type. Yet 
they may be opened when desired in- 
stantly — with a: finger flick. 





Greater Gold Content. Dominant 

bands feature I4Kt. gold instead of 
12Kt. gold in the gold-filled quality. This 
greater gold content increases band 
value, assures longer band wear. 


Gq Extreme Flexibility. Dominant 

bands are so flexible they may be 
coiled around your finger. They hug the 
wrist, never bulge, present a ribbon- 
smooth surface. 


Dominant Bands available in 1/20 I4Kt. gold-filled (pink or yellow). Men’s 
bands also in 1/20 Palladium. *Patents Pending on Bands #130 and #160. 


Sold thru Wholesalers Only 


- 
JOMINANT INC. 


e Attleboro e Massachusetts 
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CITY OR NEIGHBORHOOD STORE? 

Much depends on whether your store is in the city or 
outlying area. The former usually attracts more money 
where competition and pace is keener. Lots of artificial 
light, signs, large window displays, and decorations are 
used as bait in such a place. Nearer home, convenience, 
comfort, cleanliness, and naturalness replace the spec- 
tacular effects and give a feeling of neighborliness and 
thrift. 

While planning for that big, bright emporium, look 
over your array of fixtures and equipment. Are they a 
hodge-podge of periods and sizes, or does a glance at 
them produce a feeling of order and design? Old and 
new, large and small, dark and light—too many impres- 
sions leave none at all or the wrong one. 

And while some thought is being given to selling 
goods, why not make the deal complete and think about 
the stockroom, the shipping room and the rest-room 
facilities? Both clerks and customers notice these things 
and have positive opinions. It might be well to ask them, 
just to check. 


LIGHT AND COLOR 

These auxilliary areas of your store need light, color, 
and planning too. Reform does not extend to the active 
phases of merchandising alone, it can as well be centered 
on the entire plant—floors, walls, ceilings, ventilation, 
the front, and rear—all those segments which make an 


atmosphere repellent or delightful. 

Of what material is the new garb to be? There are, 
wide variety of drastically changed approaches to the 
problems of space, paint, color, light, textures, costs, 
Plastics may be solutions for some. Aluminum, ste¢], 
chromium, copper or its products, enameled steel sheets, 
alloys and combinations offer intriguing potentialities, 
Then, wood, plywood compounds from huge new presses 
may vie with glass, brick, mirrors, tiles, terrazos, 
Marble, stone, cement, plasters are often seen; s0, too, 
are fabrics, leather, rubber, paint, papers, and others, 

Of lights there are dozens of new applications— 
fluorescent, neon, indirect, spots, floodlights, individual 
and general fixtures. Borrowing from the stage and 
cinema, lighting has become a flexible medium for creat- 
ing moods, and is used to lend holiday cheer and seasonal 
character to displays. Probably no other single develop- 
ment in recent years has undergone the changes noticed 
in the use of light, and for all its effectiveness there is 
usually but small relative expense involved. 


Intimacy is sought for the small personalized shop; 
spaciousness and splendor is an accepted vogue for the 
larger merchant who has to gear rapid turnover, low 
prices and fast-changing styles into profits and long 
business life The business life of a merchant today is 
related to the life he chooses to help his customers lead. 
And the larger the city, the more breath-taking the pace 
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Illustrated 
The Tropical Princess 
Two Tone with 
Silver Balls and Rose, 
Green or Yellow Gold Crowns 
(Exclusive with Dufoe) 


to Retail at: 
Necklace $5.00 
Bracelet $3.00 
Earrings $1.00 











Sheer Inspiration, The Crown Line “Styled by Dufoe” 
s has irresistible “eye appeal” and “buy appeal” 
‘Turns over faster than a Whirling Dervish and combines 
esthetic appeal with such sure-fire sales features as: 

8 i news EXCLUSIVE anti-tarnish finish, 
: pe tock a.simple, absolutely dependable catch. 





MR, “RETAILER: Immediate Delivery and Popular 
ae Price of this High Class “Crown Line” says WRITE US 
i. _TODAY for prices and complete information. 
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FIDDLE SHELL 


FIDDLE THREAD 
alate . 


magnificent 
Mi iTelol[-welele a 
patterns... 


all heavy . . all superbly wrought 


illustrated Folders on Request 


FRANK SMITH SILVER COMPANY 
GARDNER, MASS. 


We will be glad to have 
you visit us at ANRJA—Booth 205 


FRANK SMITH SILVER COMPANY 


For Over 40 Years 


\ ENGRAVERS 


TO THE TRADE 
1 Ae as 40 years ago, our watchword 


is fine hand engraving, produced with 
a skill that combines artistic inte 


and precision. 


grity 


Out-of-town business handled 
with sneed and utmost reliability 


CHAS. SILBERMAN & CO. 
Fine Engraving In All Its Forms 
133 Canal Street © New York 2.N. Y. 


Established 1905 W Alker 5 8944 














A PRACTICAL COURSE IN HOROLOGY 
By Harold C. Kelly 
Price $2.75 Post Paid 
THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York, N. Y. 
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at which the need for sales expands. Whether you sell, 
stems from how you merchandise. 

Suggestions for improvements may seem forbidding in 
the light of the possibilities and opportunities for mis- 
takes. But a revision of outlook can well portend a 
reawakening of morale for patrons and workers. With 
the complex pattern of merchandising and industrial 
living what it is today, can there be any room for the 
staid, commonplace, or backward? 


ADVICE IS AVAILABLE 

Some retailers may become apprehensive when these 
subjects are brought before them, but no panic should 
exist. There are many specialists who can assist even 
the smallest merchant without making the outlay exces- 
sive. Manufacturers, too, can be consulted freely as 
they are anxious to contribute to a community’s develop- 
ment as well as to make sales and installations. 

Some of the leaders in these changing times may be 
the men who have returned from the war. Those travel- 
ers in uniform have had a chance to see gadgets, methods, 
and patterns denied the residents and merchants of your 
town. Should the veterans turn to merchandising as 
earnestly as they did to figthing, it does not require much 
imagination to foresee dramatic swings in the sale of 
goods. The bazaars of the Orient, the fancy shops of 
England and the Continent, as well as the techniques of 
men all over America have been shopped by thousands. 

Some of these veterans may not have realized they 
were soon to influence you to redesign your store, build 
a new front, or different floor plan, or wire new lights, 
but the impressions they have received will have a bear- 
ing on their desires to shop in your establishment. 

And above all, the GI of yesterday may be opening 
up beside you tomorrow. His attack will be aggressive; 
his objective will be the dollars in your town. Both of 
you can create a higher level of trade by supplying the 
needs of citizens that are alert, prosperous, and appreci- 
ative of your desires to give them the best. 





PIONEER OF MASS-PRODUCED WATCHES 
(From page 374) 


can competition without believing it. The skeptics de- 
nied the possibility of a competition so rapid and impor- 
tant. Today we are forced to believe. I have seen the 
American factories and their power. Today we must 
prepare to struggle with the Americans on fields where 
hitherto we have been the masters. I confess I have 
doubted that competition. But I have now seen it, and 
am terrified by the danger to our industry. .. . We must 
organize to re-conquer the lost ground. . . . Had the 
Philadelphia Exhibition taken place five years later, we 
should have been annihilated without knowing how we 
received the terrible blow.” 

Favre-Perret then told of carrying a Waltham watch 
from America and turning it and its rate record over to 
a Swiss technician for inspection. The technician re- 
ported: “I am completely overwhelmed—the result is 
incredible! One could not find such a watch among fifty 
thousand of our manufacture !”’ 

Switzerland’s watchmakers rose to this historic alarm 
and adapted the American system to their manufacture 
of commercial grade watches, and their industry sur- 
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yived and grew. Intelligent merging of American meth- 
ods with their own abilities made the Swiss the leading 
suppliers of watches for the world and an important fac- 
tor in our own domestic trade. 

In the light of wartime (and post-war) developments, 
Swiss adoption of the American mass-production method 
takes an ironic turn. For the great controversy within 
the American industry since last December has been 
whether or not the Swiss industry constitutes a threat to 
American watch production. Further, it is argued by 
those who seek to limit Swiss imports, that the Swiss 
industry (fruit of American ingenuity) can, with a flood 
of watches, force American firms to close down alto- 


gether. 
SPREAD OF AMERICAN WATCHMAKING 


The spread of watch factory enterprise over the U. S. 
after 1860 was inspired by Waltham’s success. The 
earliest success among these ventures was at Elgin, III., 
where, in 1864, J. C. Adams of Chicago secured backers 
and then went to Waltham and arranged with technical 
men there to staff his plant. By 1867 a plant had been 
built and the National Watch Co. was placing its first 
wares on the market. Afterwards, the name was changed 
to the Elgin National Watch Co. and since then the 
progress of the enterprise has been uninterrupted. It is 
today the largest self-sufficient manufacturer of jeweled 
watches in the world and unique in being the only one 
in America that was financially successful from the out- 
set, paying dividends to the original stockholders. 

The story of the Hamilton Watch Co. begins with the 


organization of the Adams and Perry Watch Mfg. Co. 
at Lancaster, Pa., in 1874. This was one of the six 
watch manufacturing companies promoted by J. C. 
Adams, the first of them being at Elgin. Adams became 
known by the Barnumesque title, “The Great American 
Starter,” and his record as a golden-tongued go-getter 
suggests a fascinating man indeed. But the promises he 
made to Lancaster investors fell down and the long 
business slump beginning in the ’70’s intervened. The 
factory was closed, then reopened four times with dif- 
ferent corporate names. Finally the Hamilton Watch Co. 
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View of the Waltham factory in the 70's. 


was formed and bought the plant in 1892. From then on 
the Lancaster industry enjoyed uninterrupted success. 





AN INSTANT SENSATION 


These specially designed, invisible cushions 
Mola Lol da lite Bl ole lal <a te) 7-Mel | Miliille Melle ita die 
problems. 

The complete set of assorted sizes is attractively 
boxed to retail for only 59 cents. With simple 


directions for your patrons to themselves equip 
all their earrings. 


Price $4.20 per dozen — ORDER NOW 
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CLIP BACK !s' 
CUSHIONEO 


COMPLAINTS 


about EARRINGS that are 
so TIGHT-they hurt 
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EARRINGRIPS 


Cover all types of clips — 
instantly relieve pressure. 


EARRINGRIPS 


Placed over screws 
assure secure fastening 
— prevents loss. 
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_ 
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DORSAY PRODUCTS 


I81% Broapway, New Yor 23, N. Y. 
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Automatic Ejector Cigarette Case 


U.S. 


PAT. PEND. 


America's Smartest and Most 
Distinguished Cigarette Case 
for Men and Women 


Made of Dupont "LUCITE" in 
Opak — Maroon, Black and 
Shell. Silver Plated in various 
designs. To Retail for $3.95 
and $4.95, Non Plated $2. 
Usual discounts. Individually 


boxed. 


Write for folder or when in 
New York visit our showrooms. 


Dandy P brstic Products 


Cco., INC. 


250 5TH AVENUE NEW YORK I,N. Y. 





ORDER NOW FOR EARLY DELIVERY 
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The most recent firm to join the ranks of makers of 
jeweled watches in America, the Bulova Watch Co., built 
a factory at Woodside, Long Island, where at first 
(about 1930) the watches assembled had some parts 
made in America and some in Switzerland. As the plant 
was enlarged the proportion of parts made in it was 
gradually increased and by 1933 it was regularly turp- 
ing out watches made entirely in the U. S. The rapid 
growth of the Bulova Woodside factory is indicated by 
the fact that its personnel increased from less than 109 
in 1930 to over 2000 in 1944, 


WATCH FACTORIES IN THE WAR 


Jewelers who suffered a shortage of watches during 
the war need hardly be told that all the facilities of the 
American factories were devoted to war production and 
the making of special timepieces, fuses, aviation instry- 
ment parts and many other things that their skilled per- 
sonnel were prepared to produce. One of the most 
astonishing feats accomplished by the industry was the 
creation of the newest American horological art—the 
manufacture of marine chronometers. 

Making these instruments, without which a ship would 
have to guess its way at sea blindly, had always been 
a European monopoly. When war clouds began to gather 
prior to 1939 far-seeing U. S. Navy officers (notably 
Capt. Frederick Hellweg and Commander Thomas 
Brandon) foresaw a disastrous shortage and persuaded 
the Hamilton Watch Co. to undertake chronometer mak- 
ing. No one not on the inside could know what a revo- 
lutionary idea this was. The world-wide tradition held 
that chronometers had to be made in Europe by a lim- 
ited group of craftsmen with hereditary trade secrets, 
by slow and costly hand-work. 

Starting from scratch and designing a chronometer 
with technical innovations, then building machinery and 
organizing personnel for quantity production, was ac- 
complished within a year and Hamilton delivered their 
first ‘chronometer to the Navy in 1943. In another year 
they were delivering them in astonishing numbers and 
the products turned out were setting new world’s rec- 
ords for performance. Later, the Navy arranged with 
Elgin to make chronometers, also, not wishing to have 
to depend on one plant alone lest it be damaged. Be- 
tween 1939 and 1943, also, Naval Observatory shops 
did a prodigious job rebuilding and repairing thousands 
of old jewelers’ “window” chronometers for the hugely 
expanded Navy. 


WATCH-CASE MAKING A SEPARATE INDUSTRY 


Although some early American watch factories made 
both cases and movements, the two have, for the most 
part, been separate industries. Currently, the largest 
concerns making cases for jeweled watches are the Key- 
stone Watch Case Corp., Riverside, N. J.; the Wads- 
worth Watch Case Co., Dayton, Ky.; the Star Watch 
Case Co., Ludington, Mich.; the Pioneer Watch Case 
Co., Mount Vernon, N. Y.; the Illinois Watch Case Co., 
Elgin, Ill., and Schwab & Wuischpard, New York. ‘Dur- 
‘ing the past 75 years some fifty watch case factories 
have had careers of varying duration and some of these 
are represented, through mergers, in the companies 


named above. 
(To be continued) 
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3 Million More like me this year want 


~?hy 


JUST SHOW YOUR CUSTOMERS 
MASTER'S beautifully designed 


10K Gold Baby Rings set with 
colorful, imitation stones. They 
sell themselves from the 
"Sales-Producing" 12 differ- 
ently-styled ring assortment 
display box. 


IMMEDIATE DELIVERY 


THROUGH YOUR WHOLESALER 


NAST cba on 


9 MAIDEN LANE « NEW YORK CITY 7 


Los Angeles Chicago 


A.M. Eisfelder & Son P G. Marshall 
707 S. Hill St 31 N State St 


LAPPING FACETS? 
ANY SHOP 
PROBLEMS? 


New modern designs for Rings, Bracelets, Watches. Any de- | 
sign, division, angle. This new lapping machine adaptable for 
superfinishing any part. Made by specialists in jewelry prob- 
lems—Lapping, Ring Stretching, Collets, Punches, Dies, Jigs, 
Fixtures. Machines made to order. 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 ST. COLLEGE POINT, N. Y. 


—_. 
rr Wes? , / 
Virb ts Wi Mu 


YOUR TRADE PLACES CONFIDENCE 
IN NAMES OF WORTH 
... OUR VERSATILE LINES COMMAND 
TWENTY-FOUR CARAT FAITH FROM 
YOUR BUYING PUBLIC 


" : WHOLESALE 
\ e Vi ga Dilhi Z CO a. ‘EWELERS 


740 SANSOM STREET » PHILADELPHIA 6, PA 


’ 


MEMBER NATIONAL WHOLESALE JEWELERS ASSOCIATION 
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MASTER 


_ BABY RINGS 


Seeny...... 


UNTIL SHORTAGES ARE OVER 


We design and manufacture boxes of all descriptions, 
but due to acute shortages of materials, we are unable 
to supply new customers. Soon, we hope we may again 
create and manufacture boxes to fit your individual 
requirements. 

C & M MANUFACTURING CO. 


PAPER BOXES JEWELRY DISPLAYS 
112 Point Street, Providence 3, Rhede Island 











1. Russel Wright designed this centerpiece, with folded ends 
to hold the candles. Made by the Bauer Pottery Co., and 
sold by Raymor Mfg. Division, Inc., 225 Fifth Ave., New York. 


2. Gay and amusing are these Carnival sun glasses designed 
by Altina Sanders Barrett, with stylized flowers or fish. Made 
by Barrett Plastic Products, Inc., Hollywood, California. 


3. Made in Grammes colorplate etchware in red opalescent, 
with a glass liner, this covered candy dish may be retailed 
for $7. From Janice Aderer, 225 Fifth Ave., New York. 


4. Ceramic dogs made by Bing and Grondahl, Copenhagen. 
The standing dogs are 5" and 6" tall; mother and pup, 4" 
tall. From D. Stanley Corcoran, 212 Fifth Ave., New York. 


5. Three-piece Berlin tea set, circa 1761, decorated with pink 
and gold and birds in natural colors, part of antique collec- 
tion from Anglo-Persian Mercantile Co., 255 Sth Ave., N. Y. 


6. This group in Fostoria's popular “American” pattern in- 
cludes an oval torte tray, 2-part relish dish, and a cheese 
and cracker set. Fostoria Glass Co., Moundsville, W. Va. 
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CHARLESTON... 








A. elegant simplicity distinguishes this charming petal-pattern — 
Charleston. Like the lovely flower which inspired its design, Charleston is graciously at 
home in every setting — traditional or modern. Hand-crafted... Hand-finished...in gem- 
bright glass of rich weight...Charleston possesses in generous measure both functional 
and decorative value. It has a precious look of costliness, yet it is priced for the budget- 


minded. Charleston is destined for wide demand. 


UNITED STATES GLASS CO. « «© « TIFFIN, OHIO 
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1. This Caddy cigarette box in Sunrise copper by Turner 
lifts up the cigarettes when the box is pressed down on the 
knobbed lid—retails at $3.75 in copper or brass; $5, silver- 
plated. From S. P. Skinner Co., Inc., 225 Fifth Ave., N. Y. 


2. "Sunburst" is the name of this etched design in Kensington 
glass. The round platter 21" in diameter retails at $10.50; 
11/2" size, for $4. Kensington, Inc., of New Kensington, Pa. 


3. Della Ware jugs in four sizes, colorfully decorated in three 
different patterns—''Festival," as shown; "El Rosa'’ and 
“Larita." Fisher, Bruce & Co., 221 Market St., Phila., Pa. 


4. Made of solid aluminum in a silvery finish, these candle- 
sticks in classic and modern design retail from $4.95 up. 
Made by Deeco, Inc., 166 W. Olive St., Burbank, California. 


5. Hand-tooled genuine leather with sterling silver buckle and 
attachments, this wrist watch strap sells for $2.75; with gold 
overlay buckle, $5. Manufactured in the workshops of J. A. 
Meyers & Co., 1031 W. Seventh St., Los Angeles 14, Calif. 


6. Garden flowers in brilliant colors make up this “Aster 
pattern in Spode dinnerware, on the famous old "“Gadroon" 
shape. Copeland & Thompson, Inc., 206 5th Ave., N. Y. 
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America's Number One 
Brand for Handcrafted 
Aluminum 


Somme 0]0)0) 


Three piece salad set, of 10!/4"' x 3" 
bowl and decorated fork and spoon. 
A "must'' for every hostess who likes 
gracious serving. 


3 pe. set 3.75 complete 


Eastern Showrooms: Western Showrooms: 
225 Fifth Avenue 527 West 7th Street 
NEW YORK 10, N. Y. LOS ANGELES 14, CAL. 
Toronto Showrooms: 


EXCLUSIVE SELLING AGENTS The Hopkin-Morgan Co. 
7 Wellington Street West 
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1. Leaf-designed Portuguese pottery including cachepot, list 
price $1! a pair; 7" divided plate, $48 a dozen; 14" plate, 
$8 each; candy box, $5.50 each; salad plates $24 a dozen. 
From the Martin Freeman Co., 225 Fifth Avenue, N. Y. 


2. Velvet-lined in various colors, this musical jewel box of 
light wood has a mirror inside the lid. Retails for $23. 
From Nanking Company, 423 Second Ave., New York City. 


3. Flamingos, herons, and egrets are included in this series 
of 9" California ceramic birds; $3.80 each, retail. They 
are carried by M. B. Daniels & Co., 31 W. 27th St., N. Y. 


4. A dramatic ceramic creation is this "Blackamoor Com- 
pote," 13" in height and hand-painted in many brilliant 
colors. From Brayton Laguna Pottery, Laguna Beach, Cal. 


5. Gleaming aluminum salts and peppers with "S" and "P" 
formed by the holes, and screw-type bases. Sold 2 pairs 
in a box for $2.50. From Everlast, 225 5th Ave., N. Y. C. 


6. This zombie glass, 14!/2-ounce in size, has been added 
to the Tiffin Optic line of crystal glassware, which is manu- 
factured by the United States Glass Company, Tiffin, Ohio. 
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“STEWART OF CALIFORNIA’ 


We present here the newest creations of this versatile artist-ceramist, whose line covers a wide 
range of decorative accessories. Here again is the Master's touch — in fine detailed modeling of 
both birds and flowers. Added to all this, the new items are offered at exceedingly attractive prices. 








2677 Canadian Warbler. Yellow and black with modeled flowers PRICE MINIMUM 
and leaves in natural colors. 6¥2"" $2.25 each 4 pes. 
2678 Pair of Canadian Warblers, same decorations as above 6%" 4.50 " 2 ” 
2679 Three Canadian Warblers, as above Sl le eS 
2680 Three Canadian Warblers with “bonnets” Dec. as above 9%" 7.50 " 2 ” 
2681 Pair of Cockatoos. Pink or yellow. State choice — a. oe 
2682 Low bowl, with bird, and rose in natural colors ) gi | — aS 
2683 Wall pocket with modeled roses. Pink or yellow 
state choice i=l ae ae 


Minimum order $75. Shipment within sixty days, f.o.b. factory Los Angeles, Cal. 


ALL THE ABOVE EXCLUSIVE WITH EBELING & REUSS COMPANY 


EBELING & REUSS COMPANY 


PHILADELPHIA NEW YORK CHICAGO LOS ANGELES 
707 Chestnut St. 225 Sth Ave. 1557 Mdse. Mart 527 W. 7th St. 
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1. Newly-arrived from Italy, this is part of a selection of 
Florentine metal, available for fall and holiday business. 
Available from Koscherak Bros., 129 Fifth Avenue, N. Y. 


2. Electric hurricane lamps by Aylston with non-tarnish 
bases, cut chimneys in crystal or ruby glass. L. to r.: 
11" crystal, retail $9.75; II" ruby, $10.75; 131" 
ruby, $11.35. From Lipper & Mann, 225 Fifth Ave., N. Y. C. 


3. This is “Sniffles," amusing ceramic figure from a large as- 
sortment created by the famous cartoonist, Leon Schlesinger. 
Ready for immediate delivery. May be obtained from Paul 
A. Straub and Co., Inc., 19 East 26th Street, New York. 


4. Graceful in line is this handmade ceramic cologne bottle 
with handpainted rose decoration; also made with raised 
design. From William A. Currie, Los Angeles, California. 


5. After a long absence, this Indian elephant bell of brass, 
made in many different sizes, is being imported again from 
India. Carried by S. S. Sarna, 225 Fifth Ave., N. Y. 


6. Precision-made, this Aero-Lite is personalized with metal 
initials in matching finish. Retail, $5.95. From Aero-Liter 
Company, 7369 Beverly Boulevard, Los Angeles, California. 
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IN RUBY AND SILVER 


7-Piece Console Set Here: is a smart selling item. 
A distinctive ensemble exquisitely handcrafted 
from glowing ruby glass inlaid with gleaming 
silver. The set consists of a graceful bowl, a 
pair of cleverly designed candlestick-holders 
and two pair of silver candles. 


1314" Cake Salver Matches the Console Set in style 


Ralph P. Higgins Company 
1558 Merchandise Mart, Chicago 54, Ill. 


Clay Folsom 


301 N. Market St., Daltas, Texas 
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Newland, Schneelock and Piek, Inc. 
1107 Broadway, New York 10, New York 


and design and is extremely popular for serving 
cake, sandwiches and cold meats. 


5-Part Relish Dish This use- 
ful, popular dish is one of 
the fastest selling items in 
the line. Styled to match the 
Console Set in design. 


R. F. McDowell 
403 Merch. Mart Bidg., Los Angeles 14, Calif. 


Bert Scouler 
407 Terminal Sales Bidg., Seattle, Wash. 








By MADELINE LOVE 


NDERNEATH the top layer of international po- 

litical turmoil, the diplomatic name-calling and the 
general viewing-with-alarm among former allies and 
former enemies, there appears to be a comforting readi- 
ness to resume old commercial relations. People every- 
where need things—all sorts of things—and the buyers 
and sellers of those things are shuttling back and forth 
across the oceans in constantly increasing numbers. 
Singly or in groups they are coming here from other 
countries to see what has been developing during the 
years since 1939. And our own men of trade are travel- 
ing about in Europe and Asia, finding out at first hand 
what the chances are of getting more—or even SOME— 
of the wares which used to pour into the American 
market. 

As you might suspect, their findings vary widely and 
they vary pretty much according to the amount of chaos 
created by the war. For instance, you can get brass ele- 
phant-bells from India but you can’t get glass from 
Czechloslovakia. You can get glass and silver from Swe- 
den, but you can’t get china from France—not for a little 
while, anyway. As for Japan—well, it is apparent that 
its extremely low-cost china will not be a threat to the 





American potters for the time being. To anyone who 
remembers the cut-throat competition which the Japanese 
china industry presented prior to the war to our owp 
manufacturers, the latters’ incredulous anger when the 
Government requested them to send ceramic engineers 
to Japan for industrial rehabilitation purposes, is readily 
understandable. Evidently the Government understood 
eventually, too, since the matter has now been dropped, 

England, of course, has been sending us her china and 
earthenware through war and peace. The quantities 
have been far from enough to satisfy American demands 
but it has arrived, nevertheless, in spite of bombs jn 
England and submarines in the Atlantic. It had been 
hoped that the size of shipments might be greatly in- 
creased soon after the close of the war, but this has not 
proved possible because of production troubles. Import- 
ers returning from England, though, are reporting that 
the potteries are gradually stepping-up their output and 
may soon be getting back on a pre-war basis. Even that 
will not be enough, considering the huge backlog of un- 
filled orders in every importer’s files, but it will be highly 
welcome on this side of the Atlantic. 


* + 


— the first days of the California gift show 
registered an attendance that promised to be a 
record-breaker before the week was finished, the final 
tally proved to be something of a disappointment. Reg- 
istration was under that of the January show, and vari- 
ous reasons were offered. Reservation trouble at the ho- 
tels kept some buyers away, while others were heading 
for Europe instead of California. It was also felt in many 
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ON DISPLAY AT THESE GIFT SHOWS 


| CHICAGO GIFT SHOW—July 
29- August 10—1298 Mdse. Mart, 
| R & B Gelbard 
SAN FRANCISCO GIFT 
| SHOW — Beginning August 4th 
— Katherine Zipper 
| NEW YORK GIFT SHOW — 
j August 26-30—Room 815, Hotel 
New Yorker 


chine ingiaiintme rr Dicer seen ens ent are i 


es 


frowns CHINA 


shown for the first time. 





| 
We invite your inspection at | 
the shows to many new items | 


(@ CREATORS AND MANUFACTURERS 
Md) 
YL 49 West 23rd St., New York 


BNA RG Nee 
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She reached the top by keeping on her toes and by going right 


to the source for her information and -views. 


She never misses the New York Gift Show because she knows 
that she can see all of the worthwhile gift lines in the least 
possible time. That's why her counters are such beehives of 


profitable activity. 


And that’s why Miss Gordon (and countless others like her) are 


such successful buyers. 


NEW YORK GIFT SHOW 
AUGUST 26 THRU 30 


Hotels New Yorker and Pennsylvania 


Sponsored By The National Gift and Art Association, Incorporated 
Directed By George F. Little Management, Inc., 
220 Fifth Avenue, New York 1, N. Y. 
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HAND-KNOTTED 
ORIENTAL REPLICAS 


1-, 2, 3-STRAND NECKLACES 
CHOKERS AND DOG COLLARS 


Adjusted prices on the Lady Alice Pearl line enable you to 
offer customers outstanding values in top-quality simulated 
pearl necklaces that cannot be duplicated in their price 
range. The certified retail prices and Certificate of Guar- 
antee with each necklace build consumer confidence. Ele- 
gantly packed for glamour. 


Hand-dipped — graduated — perfectly 
matched — guaranteed against defects 


1B—Single Strand—Sterling Silver Clasp—Boxed. 





INI xia Siickikcnsnicaeehbaeiscee ccumanslbuaaaaesegaeaiaenwcaiaind Saree $5.25 
2B—Double Strand—Sterling Silver Clasp—Boxed. 
|S SCRE ee errr ererermenerer $10.00 
3B—Triple Strand—Sterling Silver Clasp—Boxed. 
BIND ak co iascscnsssinebgnciniaeuneton Coesavsaphanciaaapmnbesensibabiaane $14.50 
2468—Single Strand Knotted—Oriental Replica— 
RNIN I cp cevicecen vensnsexcuesenincianestsacetonoones $7.50 


@ . Rhinestone Clasps $3.00 doz. extra. 
All Lady Alice pearls can be delivered with beautiful 
Utility Jewel Box af $9.00 doz. extra. 


“JUNIOR” —Small Graduation 2%2 MM to 6 MM— 











Sterling Silver Clasp—Boxed. Each............-..-.-.--. $3.75 
1A1—Single Strand—Sterling Clasp—Boxed. 

Each .. : cachninia sania escemusieeeiesuice steel $4.50 
2A1—Double Strand—Sterling Silver Clasp—Boxed. 
DI siietassscteonilsicemsedcsctcimmesscss ne 
3A1—Triple Strand—Sterling Silver Clasp—Boxed. 
Each $12.50 
Al—Single Strand—Knotted—Sterling Silver Clasps— 
NN I oss cssssicncinsossrntiecnaigoecrncnee $6.00 


“MERMAID” — Single Strand — Knotted — Iridescent ~ 
Oriental Replica—10 Kt. Gold Clasp—Utility Jewel 
OE I ee See ae IRENE $10.00 


Order your Lady Alice Pearls from 


“Lotcher Company 
SGWhotesace JEWELERS 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 

















IDENTIFIED 


GOLD SEAL 
















quarters that the show was held too early in the Season 
to be of overpowering interest to the retailers, Most of 
whom were still in the midst of the good spring sel]j 

period and were not yet in the mood to think about next 
Christmas business. Quite as potent a reason, however 
is the fact that a great deal of the merchandise bought 
at the January show had not yet been delivered in June 
and so the difficulties and expense of traveling to Cali. 
fornia may not have seemed worthwhile. 


- = 


Mas Y of the reasons given for the California sloy- 
down are probably responsible, too, for the fact 
that the 225 Fifth Avenue Pre-Season Market in New 
York, held during the same week, did not come up to ex- 
pectations, although the first day or two were busy ones 
in some of the showrooms. Attendance was definitely 
down, attributable, perhaps, to the jammed state of New 
York hotels that week—the week of the Lewis-Conn 
fight! Word of the shortage of hotel rooms went far and 
wide, and unquestionably kept many a retailer at home, 
A division of attendance was, naturally, brought about by 
the coincidence of the two shows, one on each coast, and 
this had its effect on each. 
But—is it possible that there is another reason? Are 
the first signs of a buyers’ market appearing? 


* 


* + 


S PEAKING of silver from Sweden, as we were awhile 
back, the products of an old and famous Swedish 
house have just been put on the market here. It is the 
Gabis line, which Mottahedeh and 
Sons, of New York, took on last 
October. The initial assortment of 
about 75 samples went on display 
in the Mottahedeh showrooms late 
in July, and many items were be- 
ing sold for immediate delivery. 
This factory, which dates back 
to 1845, produces three different 
types of silver merchandise— 
sterling, silverplate, and Ori, the 
latter being bronze inlaid with sil- 
ver—in a variety of different dec- 
orative accessories as well as 
flatware. In some pieces, sterling 
is combined effectively with gold, and all of them are 
characterized by the simplicity of design which is s0 
typically Swedish. Vases, bowls, candelabra, table ser- 
vices, cigarette boxes, and platters are included in the 
first group of samples to arrive here. 





SVEN-ARNE GILLGREN 
Head Designer 
for Gabis 


* + 


RODUCTS-FROM-SWEDEN, INC., importing and 
exporting house which for years prior to the out 
break of the war was one of the leading sources of Swed- 
ish glassware, has made a significant change of location 
from 932 Broadway, heart of New York’s wholesale 
china and glass industry, to 80 Broad street, in the city’s 
financial and shipping district. During the war, this 
firm devoted its attention to the problem of keeping Swe 
den as well supplied with her needs as shipping condi- 
tions permitted, and this function has now been expanded 


so that the company is serving as a headquarters for the 
(Please turn to page 426) 
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23 EAST 26TH STREET Los Angeles 
NEW YORK 10, N. Y. <0 Wiel Shere 
527 W Seventh St 











A TIME HONORED NAME 


Elkington, known for the finest quality 
heavy silverplate, has become a synonym 
for fine taste, assuring you of immediate 
consumer acceptance. 

Illustrated is Teapot, No. 37141, Silverplate on nickel- 

silver with silver soldered mountings and “brilliant 


bright” finish. From the complete line offered by 
our exclusive rebresentatives in the United States: 


MOTTAHEDEH & SONS 
225 Fifth Avenue New York 10, N. Y. 


Elhington ES we Ltd 


BIRMINGHAM, ENGLAND 


pete Sct eee elvan a mall 


























Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPELAND 


tobr) ‘Fine English Earthenware 
(Fay 
ENGLAND 


cowrtncs Cuma English Bone China 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 
Available from STOCK in New York 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N. Y. 

















31-37 West 27th Street 
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TWO OUTSTANDING PROMOTIONAL LEADERS in Aluminum 


No. N70 — New improved 5-piece aluminum nest of trays set, deeper 
and better shaped, in highly buffed and polished finish. TRAY and 
REST—354"" diam.; stands 5'/2"" high................++- $12.00 doz. sets 
BG, GE GE ivc dk weccdscuccavcduancvuscacacucisn $10.80 doz. sets 


No. N83 — 3" diam., buffed and polished finished coaster. Very 
special at $7.50 doz. sets of 12 pieces or $86.40 gross sets of |2 pieces. 
Bulk Packing. 


Send for Illustrated Folder 
M. B. DANIELS & COMPANY 


New York I, N. Y. 
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imac eee ~©=©POP-UP Cigarette Case 


DELUXE STYLES 
Covered in Genuine Leather JUST SHOW HOW IT WORKS : 


and you've made another SALE | SLIDE 


A 



























No. 812A — RED Morocco 
No. 812B — BLACK Morocco 


$3.75 e Expertly machined. 


e Made for years of service, 





e Each individually boxed, 





e Now selling exceptionally 
well in leading Jewelry 
and Department Stores... 
wherever they have been 
shown. 


pictuRED ABOVE—NO. 812 ORDER NOW 


Streamlined case in satin-lustre polished aluminum — 


accented by inset bands of gleaming black enamel for Prom t Deli 
$3.00 P ri. 


Cigarette Case in satin-finish alumi- Ni 8 @) 
num ($3.00) with matching TEE-VEE » ra € 


Lighter ($1.50) —gift boxed ¢4 75 BEY DEMS Sao S04 be ee eee cl a2 ee Ce 


No. 812C —Top Grain Brown Cow- 
hide with Broncho Design 


$3.50 


GIFT 
Combination 
No. 813 







fot taf 















EAUTIFUL center piece . . . Sterling sil- 


ver on copper... consisting of a shal- Available in peach, aquamarine, crystal and blue, the corners 
| 11'/%,"" Lotus Bowl d tchi Cc bound in gleaming metal. Corduroy easel-backed, guarantesd 
ow, | 1!/," Lotus Bowl and matching Can- ane. 
dlesticks. Bowl $6.00; candlesticks $4.00 aan Pat BUOY vias eevee 150 
pair, net. Write for brochure on other : Matching ‘ta vee geereat co os 750 0. 
e » e Fs ° T i . 302 ue 
items in the Dodge line of fine silver now Cased Gloss (No. Jos), ‘ + = + a 
available. oS... ae CS 16.50 ea. 


Matching OS ioe cei sink a hidiee es deeeae scence rae cate 12.50 ea 
Other Frames from 1.75 ea. up; Trays from........ 2.25 ea. 
D O D G E | N Cc Ws Vanity Mirrors a Specialty 
4 ’ ° MIRRO NOVELTY CO. 
Pioneers, Originators and Manufacturers Since 1925 


401 East Sixth Street, Los Angeles 14 225 FIFTH AVE. + Room 933 - NEW YORK 10, N. ¥. 
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Eight Piece Coaster Sets 


also suitable for ashtrays, jelly dishes or pin trays. Made of 
beautiful fire polished glass, with handpainted flowers and 
fruits, in neat gift boxes, containing eight pieces, two layers 
of four, with four different designs on top, making a gorgeous 
showing, so that when cover is removed, they form a flash 


surprise. 





#4330 Y, Fruits, apple, #4331 Y, Flowers, tulip, 
orange, peach, cherries. daisy. orchid, kerria. 
oo $15.60 per doz. sets of eight 


size of coasters 334 x 4!/2 inches. Weight 31 Ibs. per doz. sets. 
Vy doz. sets smallest quantity sold, but may be assorted among 
both numbers. 

Agents wanted all over the world to sell these sets to retailers 
and jobbers. Liberal commission on orders and re-orders. 


333 & 335 Y 


| Fp 20 Oe | C08 FORME South Market St. 


Chicago 4, Ill. 





Send for our complete set Y of illustrated price lists. 
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#650—Men’s flexible expansion watch bracelet—1/20 
12K gold-filled top, stainless steel back... .$4.50 each 


#600—Men’s expansion watch bracelet, stainless steel 


front and back ........ Aa eee $4.00 each 
#550—Ladies’ expansion watch bracelet 1/20 12K 
gold-filled top, sterling back .............$5.00 each 


Not illustrated: #150 Expanso-Slide ladies’ 
watch band, black silk cord, ratchet clasp, 
1/20 12K gold-filled; opens in one simple 
motion, closes securely $13.50 a dozen. 


Complete line of costume jewelry in sterling, 
gold-filled. Circulars on request. 


Immediate Delivery 
New Accounts Invited 


NANKING COMPANY 


423 Second Ave. New York 10, N. Y. 
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ROUNDED 
CORNERS—>» 


EASY-ROLL 
WHEEL — 


AMPLE FLUID 
CAPACITY— 


SCREW DRIVER 
IN BASE — pe 


LIFETIME GUARANTEE 
SIZE 2%” x 1” x 3” 
Wt. 212 oz. Dealers’ Cost $18.00 doz. EATIEORNIA 


HERBERT H. HORN, INC. 
2401 S. HILL ST. 
LOS ANGELES 7, CALIF. 
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HOLLYWOOD 
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SPRING ACTION 
CAP 
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WIND 
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Attractively 
Gift Boxed 
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STORAGE SPACE 
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SYNTHETIC 
SUNS 


GUARANTEED 


UNIFORMITY 


FOR SIZE AND 
FINISH 


Drilling and Slotting for the Trade 


AURELE M. Galli, 


1909 LIBERTY ST. TRENTON YN J 


GUAYAMA,, PUERTO RICO 


handling of various Swedish interests. For the time be. ‘a 

ing, the company is not importing any glassware, by | 

may in the future re-enter that field. 
* * # 


S. SARNA, New York giftware importer ang 

* wholesaler, who recently returned from a sgeyep. - 
weeks trip to India, visited most of the important cities _ 
there and he reports that quantities of merchandise jg | 
available. Already Mr. Sarna has in stock such much © 
liked Indian products as brass bells and trays, vases, 
Kashmir turquoise jewelry and lacquers, wood trays ang © 
boxes, and Delhi ivory statuettes and jewelry, : 


USES ONE WATCH SALE TO MAKE ANOTHER 


Under ordinary circumstances, when the jeweler selly 
a man a pocket watch he considers the customer out of _ 
the market for watches for quite some time. However, 
at A, Graves & Steuwer Co., Memphis, Tenn., the buy- 
ing of a pocket watch is considered the opening step to- 
ward sale of a wrist watch. 

The Graves store is an authorized Hamilton railroad 
watch shop, but despite the fact that it sells one of the 
largest volumes of railroad watches in the country, it 
also sells about half of the same volume again in wrist 
watches. The reason, according to Eugene Lott, man- 
ager, is that the store goes after “double sales” to rail- 
road men and their families, keeps every watch cus- 
tomer “wrist watch conscious” and attempts to sell the 
same men who buy expensive railroad watches on the 
idea of also owning a wrist watch. 

“This isn’t the difficult job it would outwardly ap- 
pear,” Mr. Lott smiled, ‘because the average railroad 
man looks upon his watch as a tool, a fine, microscop- 
ically accurate timepiece, but nevertheless a tool of his 
work. He is inclined to want a smart wrist watch for 
the days when he relaxes and forgets about his work, 
just as he changes from a uniform to a business suit or 
sport clothes when not working.” 

Although there is a large display around a chronome- 
ter in the store window, A. Graves & Steuwer does not 
show a large quantity of railroad watches inside the 
store. Instead, the railroad watch customer stands at a 
case filled with handsome wrist and pocket watches while 
buying the railroad model—and is “exposed” to more 
handsome styles when looking over the prosaic railroad 
timepieces. As an example of how this plan has worked 
out, there have been several instances in which a cus- 
tomer bought both at the same time—with sales of $120 
or more involved. 

With the customer coming in regularly for a check 
on the railroad watch accuracy, setting, etc., the store 
continues to show him wrist watches, not only for him- 
self, but for his wife, children, and as gifts and for other 
purposes. Only watches of the better grades are men 
tioned, since the railroad man is highly concerned with 
accurate timekeeping, which is obvious commonsense. 
Loyalty to the store brought about by railroad connec 
tions is the largest factor in selling dress watches, Mr. 
Lott pointed out—and by continually keeping the wrist 
watch suggestion alive, the store sells about half of its 
railroad men customers two watches within a few months 
of each other. 
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The enduring quality of Verflex 


‘expanding watchbands is now 


smartly presented in packaging of 
superb style and distinction. De- 
signed for eye-appeal, these beauti- 


ul clear-view plastic cases attrac- 


tively display the fine craftsman- 
thip and artistry in every Verflex 


bracelet. 


Available in the popular watch 


| tolors, Verflex bands have the much 
‘tesited dependability that makes 
em a “must” for your bracelet line. 


These sturdy, smooth-fitting” 
assure trouble-free wear and cor 
plete customer satisfaction. 

You will find many important 


sales advantages with Verflex ex- 


panding bracelets in their smart , 


new cases. Ask your jobber about © 
them and the dependable service 


we provide, or write directly to us. 
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REPORT GERMANY AGAIN CUTTING DIAMONDS 
by DR. J. F. VAN OSS 


Amsterdam Correspondent for 
The Jewelers’ Circular-Keystone 

Reports are circulating in the diamond trade in Am- 
aterdam that German competition in the cutting of dia- 
monds is again beginning to appear, and the Belgian 
diamond paper, “A.D.B.,” has published an article on 
this situation. 

According to current reports, a man by the name of 
Urbanek, who is reported to be a Nazi and to have been 
one of organizers of the looting of diamonds held by 
Jewish owners in the Netherlands, is said to be a prime 
mover in setting up the new German diamond cutting 
industry which is believed to center around Nuremberg. 

It is stated that not only are rough diamonds which 
were stolen from Holland and Belgium being cut in 
Germany, but that considerable quantities of rough are 
also being purchased in Belgium and smuggled into Ger- 
many for cutting. After polishing, the gems, it is said, 
are smuggled back into Belgium where they re-enter 
trade channels and are sent in the usual way to the 
United States or other markets. 

Germany labor is reported to be paid in German money 
at a rate which is the equivalent to only a very few United 
States dollars a week, with the result that the traders 
and their ‘smuggling help are believed to be able both 
to make very large profits, and at the same time to un- 
dersell the bona fide cutters and traders of Belgium and 
Holland to the obvious disadvantage of the latter. 

According to reports coming from Germany, a con- 
siderable number of diamond cutters are again working 
in that country. Although no exact figures are available, 
the total is reported to be somewhere between 300 and 
8000. 

The Belgian paper mentioned above writes: 

“The stories that are reaching us are incredible. A 
year after its defeat, the country which brought the 
world to the brink of ruin—the country which before 
the war ruined the diamond industry by its low wages 
and price-cutting tactics—is again cutting diamonds. 
How can this be permitted? Are these diamonds stolen 
in the Low Countries or elsewhere or are they smuggled 
in in the form of rough? 

“We cannot resign ourselves to having such rogues as 
Urbanek resurrect this apparently peaceful industry in 
Germany. We say ‘apparently peaceful’ because the 
last war proved the importance of diamonds for a nation 
that attempts to dominate the world. How is it possible 
that the allied authorities permit such a situation to 
arise? 


“We are ready to cooperate with everybody in what- 
ever measures may be necessary in combating this situa- 
tion. Especially we wish to call the attention of our 
own government to these facts which are adversely 
affecting the economic interests of our own country. 
Futhermore, allowing a diamond industry in a country 
whose blood is steeped in aggression means danger of 
war, neither more nor less.” 


The trade in Holland is also trying to learn the truth 
of this situation. They are convinced that the facts are 
somewhat as stated above, but have no knowledge of the 
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extent of this underhand competition. They do know, 
however, that before the war diamonds were cut in Gey. 
many by workmen who put in long hours at very low 
pay, as a result of which it became practically impossi- 
ble for Dutch cutters to compete in melee. 

Some people are remarking that they cannot under. 
stand the American attitude in this matter. They point 
out that United States strenuously opposes the free 
importation into the United States of goods manufac. 
tured with underpaid labor, yet in this instance, the 
Hollanders say, Americans are admitting at only a nor. 
mal duty diamonds cut by workmen who are earning 
only a couple of dollars a week as against the American 
wages of over $100. 

The entire legitimate diamond trade of the Low Coun. 
tries hopes that the question will be thoroughly investi- 
gated, and that this re-birth of the diamond cutting in- 
dustry in Germany will be firmly suppressed. 


PROMPT REPAIRS ARE GOOD BUSINESS 


“Now that the help situation is easing a little,” says 
the manager of the Harwin Jewelry Co., Santa Barbara, 
Calif., “we can give quicker and more efficient repair 
service. We have played up this feature in ads, direct 
mail and window display, with the result that our gen- 
eral sales have increased, as well as our repair busi- 
ness, for the new merchandise that has begun to trickle 
in catches the eye of customers who are delighted to 
find at least the desired article for which they have been 
looking. 

“One of the factors which has proved especially effec- 
tive in pulling business is the card which we mailed to 
all our customers, and also used in enlarged size as a 
window display card. It read: 


YES, WE CAN 


Repair your watch in 5 days. 

Replace broken watch crystal—while you wait. 

Solder charms on charm bracelet—in a few hours. 

Repair broken necklaces and catches—in a jiffy. 

Size rings, and re-solder and repair broken rings— 
overnight. ; 

Restring your pearls or beads—in three days. 

Polish rings and jewelry—in 24 hours. 

Engrave jewelry articles—while you wait. 

Shorten your silver bracelets and necklaces—ovet- 
night. 

Repair any alarm clock—in thirty days. 

Yes, we can do all these things, and many more, with 
the prompt service that has made Harwin’s known as 
the only place where it is possible to have practically 
any item of jewelry repaired. 

“Prompt, practical service wins scores of friends, and 
those who have been served remember it gratefully, and 
many silver, watch and ring sales are traced to the fact 
that we could make some small repairs ‘in a jiffy.’ 

‘‘When we had worked out our schedule of the time in 
which we could guarantee all kinds of repair Wwe ral 
a 4-inch doublé column ad: ‘Any Jewelry Needs Re- 
pairs? We can fix it—and in a few hours, too.’ And 
we never let the public forget our service department, 
as we run a small ad each week calling attention to it.” 
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THE JEWELERS BUYERS DIRECTORY 


The only complete, accurate, up-to-date buyers guide 
of jewelry and allied merchandise . . . listing Manufac- 
turers, Wholesalers, and Importers . . . giving exact 


addresses. 


LAST EDITION PUBLISHED IN 1941 


The last edition was published in 1941 but until the 
trade returned to normal after the War years, the 
Directory could not serve its true purpose as a depend- 
able buying guide for all lines of jewelry merchandise. 


GREATER PRODUCT CLASSIFICATION 


With new lines appearing in your store, the 1946 edition 
of THE JEWELERS BUYERS DIRECTORY has a more de- 
tailed break-down of products. Almost every item you 
handle can be quickly found in the index for a com- 
plete listing of the concerns selling the item you want. 


VALUABLE TIME SAVER 


No more searching through files for old bills or circulars 
to find names and addresses of suppliers. Simply look 
in THE JEWELERS BUYERS DIRECTORY for the item you 
want ...or the company... and you will find correct 
name, new address, and list of merchandise sold. 


FOR AuGust, 1946 
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MAKE CHECKS The Jewelers’ Circular- 


NEW FEATURE 


In response to a tremendous demand from jewelers all 
over the nation, a separate alphabetical listing has been 
included of all the suppliers in the Directory with their 


addresses. 


LIMITED SUPPLY 


Paper shortages force us to curtail the number of direc- 
tories printed. Get your order in now for later delivery 
. . . probably during September. Fill in the order blank 
now and send it to us with your remittance. 


PAYABLE TO 


100 East 42nd Street, 
New York 17, N. Y. 


I 


Name 


Address 


A COPY 
City 


Zone - ____ State 


Please pay by check or money order 
We cannot be responsible for cash sent through the qmail 
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Directory of Trade Associations 


NATIONAL 


The names given in each case are those of the president and secretary. 


American Gem Society—Kenneth I. Van Cott, 60 Court Street, Binghampton, N. Y., 
International Committee chairman; William H. Scwanke, 331 East Wisconsin 
Ave., Milwaukee. 

American Jeweled Watch Manufacturers Association—C. M. Kendig, Hamilton Watch 

Co., Lancaster, Pa. 

American National Retail Jewelers’ Association —C. I. tem. 1514 Fifth Avenue, 
Moline, Ill.; Charles T, Evans, 551 Fifth Ave., New York? 

American Watch Assemblers Association—S. Ralph Lazrus, Benrus Watch Co., New 

York 13; I. Robbins Kornbliet, 261 Broadway, New York 7. 

Brotherhood of Traveling Jewelers—Harold Gibson, 30 Rockefeller Plaza, N. Y.; 
Archer L. Chapin, 18 Park Road, Maplewood, N. J. 

Canadian Jewelers’ Association—Robert E. Day; Norman J, Leach, 73 Richmond S&t., 
Toronto. 

Clock Manufacturers Association of America—Edward Ingraham, 394 North Main S8t., 
Bristol, Conn.; E. T. Dodd, 48 Leavenworth St., Waterbury, Conn. 

Educational Jewelry Manufacturers Association—H. H. Hix, 17 John Street, New York; 
Irvin Rosa, Josten Mfg. Co., Owatonna, N. Y. 

eee @ Institute of America—Board of Governors—Leo J. Vogt, 826 Olive St., 

. Louis, Mo.; O. C. Homann, 220 S. 16th St., Omaha, Neb. 

..2. Institute of America—Frank D. Urie, Elgin, ll.; Ralph E. Gould, National 
Bureau of Standards, Washington, D. C. 

Jewelers’ Board of Trade—Edgar E. Baker, 101 Sabin St., Providence, R. I.; Horace 
M. Peck, Turks Head Building, Providence, R. 1. 

Jewelers’ Security Alliance—Walter Eitelbach, oe Fifth Ave., N. Y.; Richard 
Murphy, Exec. Secy., 535 Fifth Ave., N. 

Jewelers’ Vigilance Committee—G. H. Niemeyer, a: ge St., N. Y.; P. Irving 
Grinberg, Exec. Vice-Pres., 17 W. 45th St., N. 


Jewelry Crafts Association—\W. Waters Schwab, 216 E. 45th St, N. Y.; Henry |, 
Sperling, 20 W. 47th St., N. Y. 

Jewelry Industry Publicity Board—wW. Waters Schwab, 216 E. 45th St., N. Y.; Willig 
D. McNeil, 365 Fifth Ave., N. Y. 

anes | oes Manufacturers’ Association—Adolf Jaeger, 141 Georgia Ave., Pawtucka, 

I.; George Benker, 75 Eagle St., Providence, R. I. 

Metal ‘Ptadines Manufacturers’ Association—Robert C. Cooper, 301 Friendly 
Providence R. I.; John T, Murray, 151 Exchange St., Pawtucket, R, | 

National Association of Credit Jewelers—Leo Weisfield, Seattle, Wash.; Willian 
Wagner, Exec. Secy., 545 Fifth Ave., N. 

ee by gy of Watch and Clock Collectors—Robert Franks, Jr., Bryn Mam, 

; L. D. Stalleup, 1813 Beechwood Ave., Nashville, Tenn. 

National ‘Gift and Art a. Aimee Underberg, 225 Fifth Ave.; George F. 
Little, 220 Fifth Ave., Be 

National Wholesale Jewelers’ Aauentatten-~l0ttes B. Reagan, 36 8. Penn St., India. 
apolis, Ind.; George A. Fernley, 505 Arch St., Philadelphia, 

New England Manufacturing Jewelers’ & Silversmiths’ Association—Fred A, Bale ; 
7 Beverly St., Providence, R. I.; Exec. Secy. Edward Otis, Biltmore 
Providence, R. } 

Precious Stone Dealers Assoclation—Max Stern, 17 John St., N. Y.; Lloyd Y, Lasne, 
10 W. 47th St., N. Y. 


Sterling Silversmiths Guild of America—Roy Wilcox, International Silver Co., Meriden, 
Conn.; Alexander Vincent, 551 Fifth Ave., N. Y. 

United ae gy Association of America—John J. Nooyen, 1427 Third St, Santy 
Monica, Cal.; Orville R. Hagans, 226 16th St., Denver, Col. 

United Diamond Manufacturers Association—Frank Pals, 71 Nassau St.; Joseph 
Kipnis, 550 Fifth Ave., N. Y. 


STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jewelers’ Association—Robert Bromberg, 218 N. 20th St., Birming- 
ham; F, W. Anderson, 1917 2nd Ave., Birmingham. 

oe Jewelers’ Association—Thomas W. Chauncey, 206 E. Washington 8t., 

oenix. 

Arkansas Retail Jewelers’ Association—Edwin H. Stewart, Hope; Floyd A. Denman, 
Stuttgart. 

California, Horological Association of—R. P. Gallien; R. B. Schorsch, 5335 10th 
Ave., Los Angeles. 

California Retail Jewelers’ Association—Walter B. Shoemaker, Modesto; William Erb, 
104 Stevenson St., San Francisco, 

Colorado Masterwatchmakers—Wolff C. Hansen, Oxford Hotel, Denver; D. EB. Heigert, 
2847 Belleaire, Denver. 

Colorado Retail Jewelers’ Association—No officers. 

Connecticut Horological Associatin—Secy. Emanuel Seibel, 437 Logan St., Bridgeport. 

Connecticut Retail Jewelers’ Association—Frank S. Coskey, 805 Main St., Hartford; 
Sturman F. Dyson, 54 Main St., New Britain. 

Florida Retail Jewelers’ Associetion—Lester W. Moon, Tallahassee; Gus Lawton, 
Orlando. 

Georgia Retail Jewelers’ Association—Walter R. Thomas, 103 Peachtree St., Atlanta; 
Miss Lillian C. Harclerode, P. O. Box 635, Atlanta. 

Hoester Jewelers Travelers Club—Fritz Fromm, 5939 Guilford Ave., Indianapolis; 
H Haerr, Gruen Watch Co., Cincinnati, Ohio. 

idaho, Herologleal Association of—Charles Braun, 434 State St., Weiser. 

Ilinois Watchmakers’ Association—Edward Falkenhayen, Chicago; William Pillath, 
Am. Time Products, Chicago. 

IMinois Retail Jewelers’ Association—Charles D. Jacobs, West Frankfort; Charles H. 
Barker, 605-606 Leland Office Bdlg., Springfield. 

Indiana Jewelers 24 Karat Club—E. O. Little, Auburn; A. 8S. Rowe, Indianapolis. 

Indiana Watchmakers Assoclation—Frank A. Kroetz, Valparaiso; Managing Director 

R. Douglas, 1142 Park Ave., Indianapolis. 

lowa, Horologieal Association of—E. L. Berner; Ray Wiley, 526 East Locust St., 
Des Moines. 

lowa Retail Jewelers’ Association—H. 0. Woedbury, Newton; Wallace G. Boyson, 218 
Third Ave.. Cedar Rapids. 

Kansas State Horological Association—B. E. Brunk, McPherson; Norman L. Osborne, 
108-110 No. Topeka, Wichita. 

Kansas Retail Jewelers’ Association—Vern Webster, Hays; W. B. Brasfield, 110 Topeka 
Ave., Wichita 2. 

Kentucky Retall Jewelers’ Association—Nolte C. Ament, 447 4th Ave., Louisville; 
Percy P. Slith, 329 Guthrie St., Louisville. 

Loulsiana Retall Jewelers’ Assoclation—Louis J. Bernard, 108 Bronne St., New Orleans, 
Samuel Goldberg, 161 Third St., Baton Rouge. 

Maine Retail Jewelers’ Association—Everett B. Coffin, 503 Congress St., Portland; 
Matson Tinker, 521 Congress St., Portland. 

Maryland-Delaware-District of Columbia Jewelers’ Association—Howard R. Collins, 
804 Shipley St., Wilmington; Harry Groll, 7th & Shipley Sts., Wilmington, Del. 

Massachusetts Horologieal Association—Winifred D. Hebert, 1112 Main St., Worcester; 
W. H. Bright, Waltham. 

Massachusetts & Rhode Island Retail Jewelers’ Association—Harold Partridge, 
22 Beacon St., Boston; John Peterson, Needham. 

Michigan Retail Jewelers’ Association—Albert Niebohr, 200 Monroe Ave:, Grand 

Rapids; Howard T. Doxtader, 111 S. Washington Ave., Lansing. 

Michigan Horelogical Assoclation—Sidney Thompson, Mt. Pleasant; Stanley Gaver, 
200 Monroe St., Grand Rapids 2 

Minnesota Master Watchmakers Association—Joseph Felix, Fergus Falls; L. E. Dewey, 
Minneapolis. 

Minnesota Retail Jewelers’ Association—S. P. Elam, Austin; Morton A. Sauer, 404 
Nicollet Ave., Minneapolis. 

Missouri Horological Association—Clint Holt, Jefferson City; Frank Lamb, Columbia. 

Missour! Retail Jewelers’ Association—Harry L. Carter, J. H. Mace Co., Union Station 
Bidg., Kansas City; Fred Sands, 1610 Dierks Bldg., Kansas City. 

Nebraska Horological Assoclation—Ashley Conger; Sten F. Nilson, 607 World-Herald 
Bldg., Omaha. 


Nebraska Retail Jewelers’ Association—Harold Sutton, McCook; William J. Breck P 
ridge, 643 W. Second St., Hastings, af 
New Hampshire Retail Jewelers’ Association—Mrs. Addie Fiske Goodell, Epping; — 
Robert Fickett, Concord, 
New Jersey Watchmakers’ Association—Hans Decker, 275 Michigan Ave., Jersey City; ~ 
Charles Soemer, 29 Oakland ‘Terrace, Newark. 
New Jersey Retail Jewelers’ Association—Louis B. Haimann, Morristown; William ” 
Schoppy, 1440 Atlantic Ave., Atlantic City. : 
New Mexico Horological Association—L. W. Graham, 723 W. Roma, Albuquerque; 
S. Bell, 723 8S. Walter St., Albuquerque. 
New _ pa Jewelers’ Association—Bernard Spitz, 76% San Francisce 8, 7 
anta Fe 
New York and New Jersey Associated Credit Jewelers—Rowland D. Goodman, Tappan's, 
Newark; Exec, Secy., William Wagner, 545 Fifth Ave., N. Y. 4 
New York State Retail Jewelers’ Association—Charles P. Coster, 1519 Lake Ave, 
Rochester; Lathrop Sunderlin, 76 East Ave., Rochester. 
New York State Watchmakers’ Association—Charles K. Ottarson, Rochester; A. Ni 
Clement, 45 Owen St., Rochester 13. ' 
North Carolina Retail Jewelers’ Association—Robert H. Day, Winston-Salem; Hard” 
Schiffman, 225 S. Elm St., Greensboro. 
North Dakota Retall Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larsm 
Mandan. 
Ohio Retail Jewelers’ Association—H. Bruce McCague, 1305 Euclid Ave., Cleveland; 
Hugh N. Beattie, 1117 Euclid Ave., Cleveland, 
‘Ohio Watchmakers’ Association—L. W. Heimberger, 245 So. High St., Columbus; 
Frank Foelger, 31 E. 4th St., Cincinnati. 
Oklahoma Horological Association—W. B. Smith; L. F. Wells, 9 W. 9th St., Tula 
Oklahoma Retail Jewelers’ Association—Floyd L. Kelly, 601 N. Custer St., Weatherford. 
“an, pw Watchmakers’ Association—Jack Peare, La Grande; Harold Sabre, 
. E. Miller, Portland. 
omen pro Jewelers’ Assoclation—Joseph F. Gilray, S. W. 10 & Morrison Sts, 
Portland; Exec. Secy., Rene Rueff, Portland. 
Pennsylvania Horological Association—Herman Pedrick, 1218 Chestnut St, Phils 
delphia; J. P. Sommer, 1524 Beaver Ave., Pittsburgh. 
Pennsylvania Retail Jewelers’ Assoclation—Leonard Helfer, 715 Liberty Ave., Pitt 
burgh; William Pinkstone, 142 8. 52nd St., Philadelphia. 
Pennsylvania, Retail Jewelers’ Association of Western—John M. Roberts III, o) 
Wood St., Pittsburgh; Martin S. Morrow, 504 Locust St., McKeesport. 
Rhode Island Watchmakers Association—J. H. Coutu, 49 Clneyville Sq., Provident) 
John P. Clinton. 
South Carolina Retail Jewelers’ Association—J. D. Rainey, Waterboro; RB. J. 0% 
mann, 251 Kink St., Charleston. 
South Dakota Retail Jewelers’ Association—Carl R. Damuth, Redfield, acting sa. 
Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. Monroe Meet 
Dyersburg. 
Tennessee Watchmakers’ and Jewelers’ Association—O. H. Harding, 905 Marist 
St., Chattanooga; L. D. Stallcup, 1813 Beechwood Ave., Nashville. 
Texas Retall Jewelers’ Assoclstion—B. L. Turner, 621 Leopard St., Corpus Christl; 
H. E. Dill, 402 Steward Bldg., Dallas. 
Vermont Retail Jewelers’ Association—L. J. Bell, Barre; A. Earl Wilson, Springfield 
Virginia Retall Jewelers’ Assoclation—H. A. Goldberg, Portsmouth; Frank Moo, 
207 S. Henry St., Roanoke. 
wate Retall Jewelers’ Association—Charles H. Larne, 1529 4th Ave., Seattle; 
Don D. Steward, American Bldg., Seattle. 
West ban | Retall Jewelers’ Association—Floyd Frazee, 814 Market St., Parker 
burg; P. K. Stanford, Elkins, 
Wisconsin Retail Jewelers’ Assoclation—R. H. Young, LaCrosse; B. W. Heald, Mil 
waukee. 
Wisconsin Watchmakers Association—Joseph Hurbis, Racine; B. W. Heald, 399 X 
35th St.. Milwaukee. 





SECRETARIES, PLEASE NOTIFY US OF INACCURACIES OR CHANGES, SO THIS LIST MAY BE ALWAYS UP-TO-DATE 
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PUZZLED BY TRADE-MARKS? 


Then You Should Have a Copy of This Authoritative Book 
. | Trade-Marks of the Jewelry and Kindred Trades 
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Over 300 Pages of Vital Information— ~ 
ub; POSTAGE PREPAID 
“a Thousands of Trade-Marks and Trade 4-00 
uta. § Names in This Fifth Edition. 
| Sai, 


Get your copy NOW! 


-—-S- ee 


«%. § The only book published containing 
a Trade-Marks and Trade Names used 


m,# | by Manufacturers, Importers and | The Jewelers’ Circular-Keystone 


100: East 42nd Street, New York 17 


vue f Wholesalers of Jewelry, Rings, 
Watches, Clocks, Silverware, Sup- : Please send me 


ing seg. 
‘w } plies, Materials and Tools, Leather gy ---:-°.:° copies of "Trade-Marks of the Jewelry and 
Mets Kindred Trades", Fifth edition, for which check is enclosed. 
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wx | Ware Pattern Names; and data on 
Commercial Standards and Federal 
pats § and State Stamping Laws. 
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WISE WATCHMAKERS 
WILL CHOOSE 


PEERLESS... 
SAtutomatic Reversing Operation 


The Automatic Reversing Operation is controlled by a 
heavy duty Universal motor, wound for both forward and 
reverse operation. (If desired, however, this can be 
ehanged to one way operation by a control switch pro- 
vided and mounted on the panel.) This automatic reversing 
eperation runs approximately 7 seconds in forward opera- 
tion and then 7 seconds in reverse, regardless of speed of 
basket. This, together with the square jars, prevents a 
vortex from forming in the solution and creates complete 
agitation of solution over and through the basket at 
all times. 


OPEN TURNTABLE WITH 
MECHANISM KEEPS JAR 
OR HEATING CHAMBER 
ALWAYS IN FRONT 


Four Square Jars 


Jars rest on am oper turntable which is easily cleaned. Jars are held 
rigidly so there is no rattling while the machine is operating. They 
are extra high to permit the lower half for solution and the upper 
half for throw-off. Jar covers are of pressed bakelite. 







Neu. - - - Smproved 
PEERLESS 


Watch Cleaning Machine 
With Automatic Reversing Operation 

























* Heavy Duty 
Universal 
Motor 







* Stainless Steel 
Basket 







* Positive 
Finger 
Touch 
Control 
At Any 
Height. 
No Screws 
Or Knobs 
To Turn 
To Lock 
In Position 





Control Panel is in front. It has 3 switches and a rheosts 
which control the entire operation of motors and drier. 
All electrical parts except the basket motor are mounted 
in a drawer behind the control panel. The entire cor 
trol unit can be removed by loosening four screws. Ne 
need to turn the machine upside down to get to th 
electrical controls. 


DOES COMPLETE AND THOROUGH JOB---QUICKLY 


Drying Chamber has warm air entering at the side, instead of the 
eld from-the-bottom which left some watch parts superheated while 
ethers were still damp from the solution. The air is warmed by 
an electrical heating unit and forced by a motor driven rotary fan 
across the basket, warming all parts equally. The drier shuts off 
automatically. 


Machine has compact pentagon-shaped base of cast aluminum. All 
ether parts except stainless steel or Monel metal parts are of steel, 
nickel plated, or black wrinkled enamel. 


The Basket 


The Basket features more improvements. Made of sain 
less steel or Monel metal, it is so constructed that the 
various sections fit together in one frame. Thus the slt 
tion passes straight to the parts to be cleaned—through 
only one thickness of mesh. The various sections of 
basket are held in a new type of frame that can bet 
moved or attached to the basket holder instantly. 

is an automatic locking device with POSITIVE FINGER 
TOUCH CONTROL AT ANY HEIGHT. No screws # 
knobs are ‘needed to turn or lock basket in position. 





SPECIFY PEERLESS CLEANING SOLUTION 
AND PEERLESS RINSING SOLUTION FOR 
THE GUARANTEED CLEANING JOB 











WRITE FOR Cc. & E. MARSHALL CO. WRITE FOR 


DETAILS BOX 7737, CHICAGO 80 
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The Silver Deadlock is Broken as 


Congress Agrees on 90.5 Cents Price 


— _ _— 





president Signs New Version of OPA 


Bill Rolling Prices Back to June Level 


Although it required two attempts | 
to accomplish the task, Congress has 
lifted OPA’s foot out of the grave 
and sent it forth to harass the busi- | 
ness world for another year. Termed 
by OPA Administrator Paul Porter | 
“a better bill” than the one vetoed by | 
the President, the extension legisla- 
tin is a legalistic hodge-podge | 
which defies intelligent administra- | 


tion. 

Its major provisions, affecting business 
and-industry, require OPA to: 

1. Recalculate practically all ceilings 
by using 1940 as the new base year. The | 
old base period was 1936-39. Until new | 
ceilings can be worked out, OPA hopes | 
to roll prices back to June 30 levels. | 
Special increases for hardship cases will | 
be granted. 

2. Abide by rulings of the newly | 
created Price Decontrol Board. The | 
PDB’s word is all-powerful on decontrol | 
decisions. OPA will immediately an- | 
nounce all decontrol prepared | 
before June 30. 

3. Restore full dealer margins on re- | 
conversion items—autos, farm machin- | 
ery, some appliances, etc. 

4. Allow dealers in other commodities | 
the margins in effect on March 31, 1946. 


actions 


ENDS JUNE, 1947 


The extension specifically terminates 
OPA on June 30, 1947, but provides for 
the transfer of price control on com- 
modities, deemed to be in short supply 
by the President, to other agencies of 
government. They must report to Con- 





tess on such commodities on or before 
April 1, 1947, 

The following decontrol 
were written into the Act: 

1. Controls must be lifted on all non- 
agricultural commodities not important 
in relation to business costs or living 
costs on or before December 81, 1946. 

2. Controls must also be lifted when 
the supply of a commodity exceeds or is 
in approximate balance with the demand, 


including appropriate inventory require- 
ments. pprop 1 y requir 


standards 








FOR AuGusT, 1946 


Price controls may be re-established 
but only with the advance consent, in 
writing, of the Price Decontrol Board. 

Petroleum and petroleum products are 
decontrolled in the extension law, unless 
the PDB certifies in writing that sup- 
plies are insufficient to meet domestic 
demand. ; 


PROVIDES FOR HEARINGS 


The PDB is to be composed of three 
members appointed by the President, 
subject to confirmation by the Senate. 
Not more than two members of the 
Board can be members of the same 
political party. Two members constitute 
a quorum. ‘They are to be paid $12,000 
a year. 

Under the new act, industry advisory 
committees can petition for removal of 
controls if they believe conditions in their 
industry meet the new decontrol stand- 
ards. OPA must act on such petitions 
within 15 days. If the petition is not 
granted in full, the industry in question 
may request further consideration and 
OPA must hold a hearing on this re- 
quest within 10 days. The Consumers 
Advisory Committee and the Labor Ad- 
visory Committee may be heard at such 
hearings. Within 15 days after the 
hearing OPA must grant the petition 
in full or furnish in writing a full state- 
ment setting forth the reasons for denial. 


ADJUSTMENTS FOR SERVICES 


If the petition of any particular indus- 
try is denied the advisory committee may, 
at any time within 30 days, request the 
PDB to review the OPA action. The 
Board can overrule OPA if it believes 
the standards of the Act have been met. 
Orders of the Board are not subject to 
modification or review by any agency or 
court. No petition may be filed with 
the Board with respect to any com- 
modity within a period of three months 
after the issuance of an order affecting 
the same commodity. 

OPA is required to appoint regional 
industry advisory committees upon re- 
quest of a substantial portion of particu- 
lar industries in any region. 

By far the most important amendment 
is the one requiring adjustments of 
ceilings on the products of producing, 

(Please turn to page 455) 
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Compromise Raises 
Price, Puts no Limit 
On Duration of Figure 


The silver deadlock has been bro- 
ken. 

On Friday morning, July 19 
House and Senate conferees on the 
silver question finally came to an 
agreement on the price of Treasury 


silver. The new price, 90.5¢c. an 


ounce, represents a compromise be- 
tween the 71.11c. voted by the House 
and the 90.3c.-1.29 voted by the Sen- 
ate. The compromise has been ap- 
proved by both houses and has been 
signed by the President. 


The 90.5c. price had previously been 
agreed upon but: there was dissension 
on the question of duration. ‘The House 
version of the silver bill designated a 
two-year limitation on the price while 
the Senate’s stipulation that the price 
be raised to $1.29 after two years, lexns 
toward the Senate version inasmuch as 
it states no time limit. 


ANTI-HOARDING 


Also a good sign for the industry is 
a provision in the final version of the bill 
which states that silver mined in the 
United States must be sold within one 
year. This may go a long way toward 
the prevention of holding silver for 
speculative purposes. 

The final decision came only after a 
long and bitter struggle which lasted 
six months and left many frayed nerves. 
Until the lifting of OPA restrictions, the 
silver-using industries had come to a 
virtual stand-still while the Congressmen 
debated. 

Then, while the Capitol conferences 
went on, Handy & Harman came out 
with an announcement on July 11 that 
silver had been offered on the New York 
market and, in the absence of any OPA 
ceiling, they had established a New York 
official quotation of 90 %c. This was 
the first time in many months that any 
considerable amount of silver had ap- 
peared on the market. “It has been 


(Please turn to page 455) 
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No Regulation W on Purchases Over $1,300 


Ruling Eases Expensive 
Sales, but Adds to 
List of Goods Covered 


Partial liberalization of Regula- 
tion W—controlling consumer credit 
—has been announced by the Board 
of Governors of the Federal Reserve 
System, effective July 5. The action, 
taken under Amendment 20 to the 
regulation, also invokes several re- 
strictive measures. 

The most important change in- 
volves the exemption of installment 
sales amounting to more than $1,500 











from the provisions of Regulation 
W. Retailers may now disregard the 
provisions of the regulation entirely 
if the principal amount of any in- 
stallment sale is over $1,500. 


One of the restrictive features of the 
amendment adds several new items to 
the listed articles subject to the pro- 
visions of the regulation. Combination 
units incorporating any of the following 
listed articles have been classed as a 
listed article: cooking stoves and ranges, 
designed for household use; electric 
dishwashers, designed for household use; 
ireners designed for household use; 
mechanical refrigerators of less than 12 
cubic feet rated capacity; and washing 








$2.50 
retail 
($3.50 with 
initials or 
signature) 
others to 
$175 






Nationally 
Advertised 





“This IS a Genuine ZIPPO—I’ll Buy It” 


No need for customers to go to such extremes 
to be sure that they are buying a genuine 
ZIPPO Windproof LIGHTER. For years 
we've recommended “the fan test” as a sure 

roof of the windproof qualities of an ever 
faithful ZIPPO. ... 

But, the new post-war silverlike model has 
the name ZIPPO stamped on the bottom of the 
outside case and on the face of the inside sec- 
tion as well. A time honored unconditional 
guarantee (no dealer or his customer ever paid 
a cent to repair a ZIPPO) is enclosed with 
every ZIPPO. 

So there is no need to be fooled by inferior 
imitations — when your customer asks for a 
ZIPPO there can be no mistake. Now indi- 
vidually packed in gift box at no extra cost. 


ZIPPO Hard FLINTS now avail- 
able. 36 packs to a display card. 


ZIPPO MFG. CO. Dept. D Bradford, Pa. 


ZIPP ON rp poof IGHTER 
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Rr. 
machines designed for household use, 
Under this amendment, if a cus 

purchases a combination unit which 

as an individual part of it, any of the 
major appliances listed above, the en- 
tire combination unit becomes Subject 
to the provisions of the regulation, i 
example, if a pre-fabricated kitchen unit 
is sold on the installment plan, and 
cooking stove is part of the unit the 
entire kitchen unit becomes g listed 
article and subject to the provisions of 
Regulation W. 


REMOVE SOME ITEMS 


Another change removes the follow. 
ing articles from the list of items sy. 
ject to the regulation: attic Ventilating 
fans, automobile batteries and accessor. 
ies, and automobile tires and inner tubes, 

Home improvement loans are also 
affected by the July 5 amendment. Pre. 
viously, section 8 (a) exempted “any ex- 
tension of credit which is for the pur- 
pose of financing or refinancing repairs, 
alterations, or improvements upon urban, 
suburban or rural real property in con- 
nection with existing structures.” Under 
this section, even though a listed article 
(subject to all restrictions of the regula- 
tion) became an improvement on the 
property, a loan to finance its purchase 
was exempt. 


MAY BE PERMANENT 


The changes effected July 5 remove 
this exemption. The mere fact that a 
listed article becomes attached to the 
property no longer exempts from the 
requirements of the regulation a loan 
to finance its purchase. 

The Retail Credit Institute of America 
says that it is reliably reported that the 
Federal Reserve Board of Governors has 
determined to ask Congress for perma- 
nent authority to control consumer 
credit, which would mean the perpetua- 
tion of Regulation W. The Institute 
adds that when the bill will be intro- 
duced is not yet known and that it is 
not known whether the Administration 
has been consulted or whether it will 
be an Administration measure. It is 
pointed out that it is hardly likely that 
the present dying session of Congress 
will consider this matter. 


Palestine Diamond Exports 
Continue to Rise as More 
Rough is Allocated There 


Exports of diamonds from Palestine 
during the first quarter of 1946 totaled 
32,153 carats, valued at £1,591,480 (1 
equals $4.02 U. S. currency). M 
shipments were more than twice those 
of January or February, amounting t 
16,770 carats, valued at £858,726 as com 
pared with exports of 17,949 carats 
valued at £359,307 in January and 7,434 
carats valued at £373,447 in February. 

An important factor in the incre 
exports has been the larger quota 
rough stones made available to Pale 
tinian diamond-cutting firms.~Palestin¢’ 
share of the total sales of the Dia 
Trading Co., Ltd., is reported to hart 
been stepped up from 6 per cent 
1942 to 13.5 per cent in 1945. 
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CPA Clamps Down on 
Inventories to get 
Goods on the Market 


e, 

mer 

rs Factories which have been holding on 
en- 
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to goods in the expectation of higher 
ject rices now find themselves faced with ; 
For strict orders from the Civilian Produc- i 
unit tion Administration to control their in- 
‘te Oe ene 17 an anti-withholding order 
ted was issued limiting to a supply of 30 
3 of days or less the stocks of a great many 


finished products which may be held in 
warehouses or factories. The rest must 

to market. Among the goods affected 
are cameras, photographic equipment, 
sub- vacuum cleaners, furniture, refrigera- 
tors, washing machines, electric ranges, 
sewing machines and some building ma- 


terials. 
= “The CPA also tightened its control 





ne on the supplies of 27 materials and parts 
ex- which manufacturers may keep in inven- 
pur- tory. This is to prevent firms from buy- 
airs, ing them up and holding them as a 
ban, hedge against rising raw materials 
con- rices. 
ider The objects of these moves, said John 
ticle D. Small, CPA administrator “is to see 
ula- that scarce materials go to the manu- 
“the facturers whose finished products go im- 
hase mediately to the consumer, rather than 
to those who plan to withhold manufac- 
tured products awaiting possible price 
increases.” 
This is the first inventory control ever 
nove applied to finished consumer goods, ex- 
at a cept for curbs imposed in May on men’s 
the clothing and women’s hosiery. Manufac- 
the turers have until August 15 to bring 
loan their inventories into line with the new 
: ruling, which was issued as an amend- 
‘a ment to priority regulation 32. 
has 
ma- Lack of Competitive Goods 
re Keeps Sales of Jewelry Up 
re says Industry vn Committee ; More Planes in service, more flights, more space available for all kinds of traffic! 
it is Attributing the increase of retail sales Bigger planes, swifter planes, faster air schedules on many runs! 
tion of jewelry to the limited production of E f Air E as d li-time high 
will competitive goods, the Jewelry Industry very way you figure, ir Express service is stepped up to an all-time high at an 
bt Tax Committee recently reported on the | all-time low in cost to the shipper. 





tax situation. The increase in business \ ‘ 
thet said the committee, is indicated by the Reduced Rates (see table) include special 








| were rise in the amount of excise taxes | pick-up and delivery between airport towns RATES CUT 22% SINCE 1943 (U.S. A.) 
collected on jewelry sales which in May | and cities. Rapid air-rail schedul df 
s. Rapid air-rail schedules to and from AiR Over 40 ibs. 
were $17,818, 898 or 12 per cent greater | 93 go San en aes mires | 7 Hes. | 5 ths. | 25 ths.) 40 Ihe. | Cts per Ib. 
: A other communities in this country. = 
than in May, 19465. ? 149 | $1.00 | $1.00| $1.00| $1.23] — 3.07¢ 





No changes were made in tax legisla- : . . . 
tion up to the time Congress adjourned, Foreign Service direct by air to and from 


the report stated. “It is expected that | Scores of foreign countries — the world’s best 
Congress will not reconvene until the service, in the world’s best planes. 


349 1.02] 1.18) 2.30) 3.68 921 
549 1.07 | 1.42] 3.84) 6.14 15.35¢ 
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tine end of 1946, or more likel til J - ‘ . 

ary, 1947, and there fone A yr ner~at ol Write Today for the Time and Rate Schedule se — | 
(41 that the President will officially declare | on Air Express. It contains illuminating facts INTERNATIONAL RATES ALSO REDUCED 
arch ~ - = Aad — in the near future, | to help you solve many a shipping problem. 
ose lifting of oe Mn aa = - Air Express Division, Railway Express Agency, 230 Park Avenue, New York 17. 
dx months thereafter.” No prospect for | Or ask for it at any Airline or Railway Express office. 
wi Immediate relief from the wartime ex- 
184 cise taxes was seen by the committee 
on members, 
al _1In order to be prepared to take ac- 
a oa at the proper time the Committee 
ee ae, careful watch on all developments 
il IM ecting tax matters. All phases of 
a Fp nreation were thoroughly discussed 

meeting of the Tax Committee held | GETS THERE S7 

“a on June 24 and presided over by Chair- | | ceca 

“29 Walter N. Kahn. Plans are now 

pring developed with a view toward Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS.AGENCY 





ne the industry take active steps at 
€ most propitious time. 
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1945 Retail Jewelry Sales Up 7.8; Inventories Up 11.3 
While General Merchandise Inventories Go Down 


Volume of sales, quantity of goods 
in stock and rate of turnover of inven- 
tory have all gone up in retail jewelry 
stores, according to a survey just re- 
leased by the Census Bureau of the 
U. S. Department of Commerce. 

As of December 31, 1945, says the 
report, year-end inventories of jewelry 
stores are 11.3 per cent higher than on 
the same date a year previously, while 
sales in the same year were up 7.8 per 
cent. The figures are based on detailed 
reports from 1341 jewelers throughout 
the country with an annual volume of 
$168,648,000—a sufficiently broad base 
to be truly representative. 

This compares with an increase of 7.8 
per cent in sales for all kinds of retail 





business combined, and a decrease in 
inventories of one per cent. Thus, jewel- 
ers’ sales went up at about the same 
vate as business in general, but their 
inventories showed an even greater jump 
while other retailers were lessening their 
stocks. 


POSSIBLE GLOOM 


If prices continue to rise, jewelers, of 
course, will benefit from having built up 
stocks of goods before the advance, but 
if, as occurred after World War I, a 
buyers’ strike and consequent price drop 
should develop, the consequences to the 
jewelry trade might be serious. 

On the other hand, jewelers have 
lessened their vulnerability to price 
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OBTAINABLE FROM THE BEST WHOLESALERS ALL OVER AMERICA 





changes through the fact that the rate 
at which they turn over their invento 
has been greatly speeded up during th 


war. 


TURNOVER HIGH 


In 1939 jewelry retailers turned over 
their stock 2.1 times per year on the 
average. In 1944 the rate was 40 and 
in 1945 3.9. In other words, the jeweler 
sold out his stock once every thre 
months during the past two years, whijp 
before the war the rate was only half 
as high. Thus, under present Conditions 
he can liquidate any excess invent 
much more quickly and so get out from 
under a falling market more readily, 

Nevertheless, in view of present yp. 
certainties and the rapidity with whic 
conditions can change, a reasonable de- 
gree of conservation is still recom. 
mended. 


Southern California Guild Attracts 
Large Group to Study Meeting on 
Synthetic and Real Corundum 


The Southern California Guild of the 
American Gem Society held a record 
meeting on June 18 when its combined 
dinner and study session attracted 52 
members and guests. 

Immediately after dinner, the group 
was introduced to Ralph Holmes, PhD, 
instructor at Columbia University and 
leader of the New York Guild. 

The introduction of guests was fol- 
lowed by an illuminating talk by Richard 
T. Liddicoat, C.G., director of education 
and research of the Gemological Insti- 


Members of the Southern California Guild 
of AGS at a recent dinner-meeting of the 
fast-growing group. 


tute of America, dealing with corundum. 
Mr. Liddicoat covered ruby and sap 
phire, telling how the stones occur natt: 
rally and illustrating with charts how 
they are synthesized. Charts were also 
used to illustrate the physical and opti- 
cal properties of both the synthetic and 
the genuine, showing how they compare 
and where they differ. Colored slides 
illustrated the différence in the incl 
sions found in the natural stones and 
those found in the synthetic and how 
these might be used to identify the 
stones. 

Various members brought in mounted 
and unmounted genuine rubies and sap 
phires and synthetic corundum 80 
members could compare quality gt 
and color. Another interesting featurt 
was a fluorescent display of rough dit 
monds arranged in groups according # 
the color they fluoresced. 

The members voted against the ides 
of suspending meetings for the summer 
months and elected to hold a meeting 
once a month throughout the year. 
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Cause and Cure 


—_——— - 


mcCarthy, After His 
Trip to Europe, Says 
it's Machine Shortage 


ortage of rough diamonds is 
pd - world-wide dearth of 
the gems, not of any deliberate attempts 
at diamond control by the powers that 
be, according to James R. McCarthy, 
representative of Baumgold Bros., who 
has just returned from Europe where 
he conducted a survey to discover the 
cause and cure of the present situation. 


ALLOCATIONS FAIR 


“During my conferences in London I 
was convinced that the Diamond Syn- 
dicate, contrary to some reports, is 
willing to make reasonable allocations 
of rough diamonds to America for the 
year,” Mr. McCarfhy said. “But un- 
fortunately no matter what the alloca- 
tion may be it will not be sufficient to 
cover current orders. Baumgold Brothers 
is convinced that no matter how many 
diamonds in the rough are imported 
they will not meet demand. I dare say 
that twice the present imports will not 
meet it.” 

The shortage, he said, is caused by 
depleted reserves in South Africa com- 
bined with the lack of labor and mining 
machinery there. Mr. McCarthy sees 
some hope for more machinery being 
produced in the near future and, as a 
result, more rough being mined. 

South America, Africa, India, and 


BONEY'S RING COMES HOME 





Acme 


lucien Baszauget (right), noted Dutch 
jeweler, presents to the French nation the 
ting which Pope Pius VII gave to Napoleon 
when he was crowned emperor in 1804. The 
gift is now on temporary exhibit at the 
Louvre Museum in Paris, then will be sent 
to the Museum of Malmaison where most 
of Napoleon's possessions are preserved. 
Here, M. Naegelen, French Minister of 
Education and Museums, receives the gift. 


-_ 


Carpenter Turns Watchmaker 
At Seabees Base in Mariannas 


Henry A. Lesa of Albany, N. Y., has 
turned his hobby of watch repairing into 
4 profitable business at his Seabees base 

the Mariannas. Lesa, a carpenter’s 
mate, second class, was photographed re- 
cently in his shop where he has installed 
a lathe, jeweler’s work bench, and other 
equipment. Before joining the service 
riya employed by the Albany Knit- 
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{f Diamond Lack Sdll Hidden 











Europe, as well as the United States 
report a shortage of diamonds, he said. 
Diamond quotations in Europe are 
considerably higher than in this coun- 
try with purchases there made as an 
“economic hedge” against inflation. 


OFF TO BELGIUM 


As JC-K goes to press, Joseph Kip- 
nis, Simon Barend and Louis Frankel 
of the Diamond Manufacturer’s Asso- 
ciation of America, are on their way 
home from the Second International 
Conference of Diamond Manufacturers 
in Belgium, where industry leaders 
from all the principal cutting centers 
of the world met to discuss the present 
situation. One aim of the conference 
is to come to an agreement on the 
equitable distribution of the world sup- 


ply of rough. Other problems to be 
discussed include the black market in 
Belgium where diamonds are being 
used in lieu of currency in business deal- 
ings; and the possibility of the revival 
of the diamond. cutting industry in Ger- 
many. It is feared that the rebirth of 
the cutting trade there will be a threat 
to the industry in the rest of the world. 

A committee composed of representa- 
tives of various branches of the New 
York diamond trade left for London on 
July 20 where the case for more dia- 
monds for the American market was 
laid before the Diamond Syndicate. On 
the committee are Jack Sigman of the 
Diamond Dealers Club of New York, 
Robert Herman of Local 128, New York 
Diamond Workers Union, A F of L; 
Nicholas Ray, gem dealer, and Michael 
F. Pinto, attorney. 








We keep Company 





with only the BEST. 





Some of 
OUR STEADIES 


1847 Rogers Bros. 
Community 

Wm. Rogers & Son 
Tudor 

Seth Thomas 
Westclox 

Warren Telechron 
McClintock the Jewelers Clock 
Ronson 

Dresser Ware 

Glass 

Tiffen 

Silver City 

Viking 

Plastic Trays 
Manning Bowman 
Electric Appliances 
Remington Rand Shavers 
Plated Hollowware 
Jewelry 

Speidel 

Iskin 

Jacoby-Bender 
Gemex 
Cheever-Tweedy 
Heller Pearls 
Giftware 

Desk Sets 





J. W. JOHNSON, Inc. 


ESTABLISHED 1869 


J. W. Johnson, Inc., Silversmiths Bldg., 15 Maiden Lane, New York City 
Wholesalers of Watches, Clocks, Jewelry, Giftware, Silverware 


We have many opportunities 
to carry so-called ‘just as 
good’ merchandise with 
longer discounts, but we, like 
you, are not fickle—we insist 
on keeping only good com- 
pany because you insist on 
the best—so as always we're 
‘going steady’ — because it 


PAYS. 
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Summer Fete Tradition Revived by Indiana 24K Club 
For Their Convention at the French Lick Hotel 


The traditional summertime meeting 
of Indiana jewelers was revived this 
year when more than 100 members of 
the Indiana Jewelers Twenty-four Karat 
Club, their wives and friends, gathered 
at the French Lick Hotel on Sunday 
afternoon, July 14 for two days of busi- 
ness and pleasure—mostly pleasure. 

Golf, horseshoes, riding, bridge, gin 
rummy—complete with scores and prizes 
—as well as two banquets, were features 
of the two-day convention. One serious 
hour followed the banquet on Monday 
evening when Claude Wheeler, JEwExers’ 
Cmcvutar-Keysrone mid-west represen- 
tative, whe had been introduced by 
President E. O. Little, Auburn, present- 





ed Col. Harry Henshel, vice-president of 
the Bulova Watch Co. and trustee of 
the Bulova School of Watchmaking and 
Howard L. Beehler, outstanding horologi- 
cal authority and dean of the school. 


FREE FOR VETS 


Col. Henshel described the establish- 
ment of the school as a memorial to 
Joseph Bulova and outlined fts pur- 
poses. Through the Bulova plan, dis- 
abled veterans are trained as watch- 
makers and positions are secured for 
them in stores throughout the country 
without tuition charge or outside support 
of any kind. Sound films showing vet- 





WHERE “GOODE 
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FULTON’S esorzoment JUST BEGINS 


For in Fulton FIT-TITE Watch Crystals, you have 
thousands of items to choose from .. . crystals for all 
watch makes and styles. More than that, you have .. 
-- genuine glass, carefully and painstakingly 
selected . . : 
. . the finest workmanship that skilled hands and 
modern equipment can produce. . 

- - assurance of perfect fit. . 

. . service based on first-hand knowledge of the 
market and its needs. . 

. » an exclusive system of numbering for error-proof 
identification, where every FIT-TITE Crystal carries 
not only Fulton’s number but competitors’ comparative 
numbers as well. 


NO WONDER THEY'RE FLOCKING TO FULTON! 


ASK YOUR WATCH MATERIAL WHOLESALER ABOUT 
FULTON FIT-TITE REGULAR AND ROCK CRYSTAL 
CABINET ASSORTMENTS. OR WRITE FOR CATALOG. 





their training illustrated the 
Beehler then explained the methoa 
technical training used and peor fle 
used in training were shown, 


erans of the school in various stages of 
talk, 


LOTS OF PRIZES 


On Tuesday evening prizes won 
otherwise allotted, were presented to the 
fortunate contestants. Irving J 
National Jewel, made the Presentations, 
First in golf, low gross, was Morton 
Standt of Muncie with 91; second, 4. 8 
Rowe, Indianapolis (93); blind par wa 
won by Jim Little, Auburn and Geo 
Kammon, Seymour; low nets by Leo 
Simon, Vincennes, and Don Hemst 
Chicago. Horseshoe pitching  contes 
was won by Herb Richmond, Bloomfield 
and Fritz Fromm, Indianapolis. To the 
ladies went 27 prizes for the skills jy 
bridge, gin rummy and golf. Those who 
achieved first place were: contract, Mrs, 
Louise Davis, Muncie; auction, Mrs, 
Marie Wheeler, Chicago; gin Tummy, 
Mrs. Herbert Schwab, Cincinnati. 


Long Island Jeweler Entertains 
Members of Trade at Luncheon 
For Police Athletic League 


A large number of members of the 
jewelry and allied trades were the guests 
of A. L. Beerman, Long Isanld city re- 
tailer, at a luncheon of the Long Island 
City Lion’s, Club on July 11. 

Deputy Police Commissioner James B. 
Nolan, president of the New York 
Police Athletic League, was the fea- 
tured speaker at the luncheon. He gave 
those attending a brief but vivid pic 
ture of the work being done by the PAL 
to decrease juvenile delinquency, through 
neighborhood athletic clubs, a summer 
camp in the Adirondacks, and through 
the use of trained workers acting i 
conjunction with the police. He pointed 
out that last year, through a special 
jewelers’ committee organized by Mr, 
Beerman, the PAL had received many 
contributions from members of the New 
York jewelry industry. He voiced 4 
hope that this year’s response would be 
just as great, if not greater. 

Harry D. Henschel, vice president of 
the Bulova Watch Co., also spoke 
briefly at the luncheon. 

Harry Puck, composer of “America 
I Love You,” “By the Sea” and a host 
of other tunes, was also present at the 
luncheon and favored the group Wy 
playing a medley of his selections. 

Mr. Beerman, one of the most active 
members of the Long Island City Lion's 
Club, and program chairman for the 
ganization, was given a rising vote 
thanks by the members for his zeal and 
enterprise in working for the PAL 
cause, 


Large-Scale Production of 
Watches Begins in Gt. Britain 


Backed by the Government, three well 
known British manufacturers have 
lished a partnership for the~ lar, 
production of watches. The new firm 
will operate one modern factory on th 
Team Valley Estate, Newcastle-on-Tym 
and another now nearing completion # 
Ystradgynlais in South. Wales. It is & 
pected that much of the output will 
exported. 
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Also Present Plan 
For Institute and 
Coop Advertising Plan 


d by President Robert E. Day, 
— of the Executive of the Cana- 
dian Jewellers Association, touring the 
rovinces of Western Canada last month 
widely publicized the injustices in the 
retail purchase tax and promoted the 
organization of the Canadian Jewellers 
Institute. cde : 
Stopping at every principal point al- 
lowed by the itinerary, the Association 
members rallied local conventions and 
gained press prominence on national 
issues of vital interest to the jewelry 
trade. ae } 
In a tour that commenced in Victoria 
and terminated in Fort William, the 
Executive outlined at every group meet- 
ing the design and purpose of the educa- 
tional organization, the Canadian Jewel- 
lers Institute. 

Also reviewed were the association’s 
activities in Ottawa regarding the retail 
purchase tax (25%) as it stands at 
present. Discussion centered on the 
detrimental features of the proposed 
alternative, a hidden tax at the manu- 
facturers’ level. The new proposal, said 
the association members, would result in 
a tying up of the retailer’s working 
capital. 

Provincial associations throughout the 
west supported the national body in 
voicing strong disapproval of the con- 
tinuance of the 25% retail purchase tax 
on jewelry store merchandise. Telegrams 
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Press Association 


"Yes, they're ours," say the Countess von 

Hesse (right) and her daughter, Princess 

Sophie, after jewels stolen by an American 

cer were returned to Germany and put 

on exhibit by the Army. Officials still haven't 

decided what to do with the jewels still in 
the United States. 





Canadians Awarded Registered 
Jeweler Title by A.G.S. 


The American Gem Society has an- 
hounced that its title of Registered 
Jeweler, A.G.S., has been awarded to 
two Canadian members who have suc- 
cessfully completed requirements for 
Practical jewelry experience in addition 

ving passed international examina- 

tions in gemmological courses and 

jewelry store merchandise. They are— 

Young, Henry Birks & Sons, 

» Vancouver, B.C.; and Murray 

S Savauge, T. Eaton Co., Limited To- 
0. 


CJA Group Tours Canada in Fight on Sales Tax 








were sent to Ottawa protesting the tax 
was “a discrimination against retail 
jewelers across Canada.” At the same 
time grave fears were expressed thac 
the tax be imposed at the manufacturers 
level. 


INSTITUTE TO HELP VETS: 


In step with modern educational ad- 
vances in Canada, Mr. Day told Western 
jewelers that the Canadian Jewellers 
Institute will be endowed to the amount 
of $100,000. The endowment fund will 
be raised entirely by jewelers within the 
trade. Mr. Day stressed that the insti- 
tute, of which he is vice-chairman of 








the board of governors, is planned to 
bring training in Canada up to the same 
level as that found in the most advanced 
countries in the world. 

Craftsmen will be trained in silver- 
smithing, diamond production, watch 
services and jewelry craftsmanship. The 
institute will grant certificates to quali- 
fied men in all parts of Canada, and a 
nationwide board of examiners is now 
being appointed to bring this program 
of certification within reach of every 
working craftsman. 

According to Mr. Day, a national 
charter for the institute has been re- 
(Please turn to page 471) 
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No Sir, All! want is a 
GERWE-BROWN COMPACT 





Limited quantity. Immediate shipment. $9.60 each, dealer cost. 


‘1F IT'S NEW—WE HAVE IT’? 





Is assorted designs these sterling 
silver, fine engine-turned compacts 
have sales-compelling quality which 
lifts Gem out of the commonplace. 
Four inches in diameter, they vibrate 


subtle workmanship and serviceability. 



















Two New Diamond Fields Discovered in 
Brazil Are Called the Largest Yet Found 


The largest diamond deposit ever dis- 
covered in Central Brazil, according to 
the Brazilian Ministry of Foreign 
Affairs, has just been brought to light 
near Sao Simao in the southeastern sec- 
tion of the State of Goiaz. The deposit 
is located on the island of Capivara 
which is formed by a delta of the 
Paraiba River. 

One miner is said to have taken out 
about 200,000 cruzieros or $10,000 worth 
of stones in one week, while other dig- 
gers have made similar large quotas in 
the past month. Official news was also 








. an 


received in June concerning another 
large diamond field in Gilboes in the 
State of Piaui. 


2,000 WORKERS 


Measures have already been taken to 
insure and regulate production, says 
O Jornal of Rio de Janeiro, indicating 
that this discovery is very important, 
even discounting the enthusiastic state- 
ments of the miners who declare it sur- 
passes any other diamond field yet found 








Small as a cigarette lighter . . 


high polished chromium .. . 


. In 5 jewel-like colors and 


sturdily engineered to stand up. 


PERFUMETTE is headed for sensational sales. Complete pro- 


motion program includes National Advertising * Mats * Dealer 


Helps - Modern Packaging. Delivery about two weeks (limited 


quantities) . 
$5.00 (Retail). 
RUSH Your Inquiry Today. 


Perfumette will be intro- 
duced to American women 
through such publications 
as Vocue, Harper’s Ba- 
ZAAR, MADEMOISELLE, 
CHARM—and strong point- 
of-sale’- promotion. The 
oval model is illustrated. 
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in Brazil. In any case, more than 2099 
stones of a fairly large size have heen 
picked out of the gravel, and average 
production is said to be about 5 
despite the present lack of proper min. 
ing equipment. More than 2,000 workers 
are said to be engaged on the project 
which covers an area of about 60 square 
miles. 

Most of the diamonds in the Gilboes 
deposit were found within about six 
feet of the surface, though below this 
depth there is plenty of diamond-bear- 
ing gravel which yields valuable stones 
when panned by the garimpeiros (dia- 
mond diggers). 


CITY SPRINGS UP 


In accordance with instructions from 
the Ministry of Agriculture, the chief 
executive of the State of Piaui is said 
to be making sure that favorable work- 
ing conditions prevail in the new dia- 
mond center. Such measures include the 
establishment of telegraphic communica- 
tions with Teresina, the nearest city 
which is about 30 days by overland 
travel from the diamond zone. 

Other plans include the construction 
of a rail connection between Gilboes 
and Bom Jesus de Gurgeia, as well as 
a similar link with Santa Filomena, 
An airfield, built near the mines, is also 
under way. 

The discovery of these new diamond 
deposits should do much to _ increase 
Brazil’s supplies of gem as well as in- 
dustrial diamonds which make up the 
bulk of Brazilian diamond production. 
Exports of both gem diamonds and bort, 
which totaled over 177,000,000 cruzeiros 
or $8,000,000 in 1944, dropped to 158, 
000,000 cruzeiros or $7,900,000 in 1945. 
It is doubtful whether these new dis- 
coveries will have any appreciable effect 
in alleviating the current gem_ stone 
shortage. 


Western Pa. Horo Institute 
Now Claims to Be Largest 
in World with 600 Students 


Western Pennsylvania Horological 
Institute in Pittsburgh, Pa., until re 
cently the largest watchmakers’ school in 
the United States, now claims to be the 
largest in the world. 

In addition to his Smithfield Street 
school now instructing 300 students, and 
the Master School (North Side) instruct- 
ing 220 students, Pres. William O. Smith 
has opened a school in suburban Shera- 
den, Pa. (three miles from downtown 
Pittsburgh), and erected a Watchmakers 
Theatre in the rear of the North Side 
Master School. 

The new Sheraden division, transformed 
from a skating rink and separated from 
Samuel P. Langley High School by # 
tennis court, has enrolled 320 veterats. 

Western Horological has enrolled 600 
veterans from 26 states east of the 
Mississippi. About 20 per cent are 
physically handicapped. 





Lamp Prices Going Down 


Most lamp prices are slated for down 
ward revision in the near future because 
of the satisfactory supply situation 0 
casioned by the establishment of 100 
new manufacturers since 1941, jobbers 
said last month. 
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Chicago Roosters Seramble Eight Fresh 
New Eggs at Their 25th Annual Outing 


With ideal weather and more than 
100 members present, the twenty-fifth 
annual summer outing and __initia- 
tion of the Golden Roosters of Chicago 
was one of the most successful and en- 
joyable ever held. Starting with a 
parade on the principal streets of the 
“Loop” business district Wednesday 
afternoon, June 26, eight “eggs,” gro- 
tesquely costumed, were reminded ll 
through the night by phone to be ready 
for their trip to Sportsman’s Country 
Club, Northbrook, the next day. They 





A group of Chicago jewelers, well-known for 
their sartorial elegance, pose for the JC-K 
camera in the latest Lake Michigan fashions. 


arrived at the club at 6 a. m., and their 
part of the program concluded late that 
evening when they took the solemn obli- 
gation, received the ritualistic egg bap- 
tism and thus became full fledged 
Roosters. 

A diversified program for the entire 
day was arranged by Chanticleer Al 
Lauschke and his wrecking crew con- 
sisting of Herb Jacobs, Rudy Samuels, 
Stanley Anderson, Allen Pinero, Wm. 
McGrewy, Leonard Lewy, Vince New- 
man, Herman Kraemer, Tom White, Sig 
Gottlieb, Jerry Schwartz, and Bob 
Lieberman. 

Golf was featured before noon and 
the afternoon was given over to soft 
ball, horse shoes and sundry events of 
skill and luck under the supervision of 
Dick Maske, Division Street, Y.M.C. A., 
who has supervised these features for 
the past 21 years. The ball game was 
between Ed Imhoff’s “Peddlers,” with 
Dick Showerman pitching and John 


ALVIN LAUSCHKE 





Kotek catching, and Herman Kraemer’s 
« “Buyers,” with Charles Ascherman 
pitching and Herb Goldsmith catching. 
Scheduled for five innings, Herman 
Kraemer failed to win for his team in 
the last half by failing to touch first 
or second base on his home run hit and 
left the score tied. In their half of the 
sixth the Peddlers went down, one, two, 
» In the last half Mason Sager 
stepped in the box for the Buyers and 
drove the first ball delivered for a well 
ong home run and ended the game, 
0 10. 
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Charles Ascherman, Bill Hill, and Al- 
len Pinero came from out-of-town to 
participate. 

In the evening prizes were awarded: 
horse shoes, Dave Newman and Cliff 
McLane; low gross, Al. Long; low net, 
B. Flatau; bowling, A. R. Brill; golf 
putting, W. Patuch, and on and on un- 
til nearly 100 prices were distributed. 

The proud new Roosters are: Henry 
Chapman, Spies Bros.; Rudolph Loon- 
sten, Son & Prins Co.; Howard Bolan- 
der, A. C. Becken Co.; Fred Louns- 
bury, Oneida Ltd.; Warren Hendricks, 
Evans Case Co.; A. C. Wilson, Handy 
& Harmon; Ray Zelke, National Jeweler 
and Melvin Benstock, Benstock Ring 
Co.; Buffalo, N. Y. 





Gemology Goes Down Under; New 
Association Formed in Sydney 


Australia now boasts a gemological 
association, the purpose of which, accord- 
ing an announcement, is “to promote the 
scientific, industrial and ‘commercial 
study of gemstones. Headed by D. P. 
Mellor of Sydney University and staffed 
by scholars for the most part, the organ- 
ization is known as the Gemological As- 
sociation of Australia with headquarters 
at 103 King St., Sydney. 

Scientific information about gemstones, 
pearls, precious metals and objects of 
art will be available to all members 
through correspondence courses and lec- 
tures. Among other plans for the future 
are the foundation of a library, museum 
and laboratories in the interests of 
gemology. 
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ve Folder Display 
Containing 4 Dozen Straps 





” The House 4 Cordovan” 


The attractive counter dis- 
play shown above holds 
one dozen straps of as- 
sorted colors: Hudson 
Black, Seal Brown, Samoa 
Tan, American Tan and 
Natural Tan Levant Grain. 
Comes in grain or smooth 
finish. 

If your jobber cannot sup- 
ply you write us direct. 
Prompt deliveries. 
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Granite State Jewelers Turn out 300 
Strong to Attend Annual Convention 


The 31st annual convention of the New 
Hampshire Retail Jewelers Association, 
held at The Wentworth-by-the-Sea, 
Portsmouth, over the June 30-July 1 
week-end, will go down in history as 
“one of the finest ever” with the more 
than 300 participants extremely en- 
thusiastic over every bit of the program 
arranged by the Executive Committee— 
M. A. Noury, Manchester; M. J. Kass- 
ner, Laconia; A. E. Alie, Dover; Mrs. 
Harry Coburn, Hanover; Louis Lemay, 
Manchester; and John E. Palmer, Clare- 
mont. Mrs. Addie Fisk Goodell of 
Epping, popular president of the asso- 
ciation, was ever on hand to lend aid, 
and, as might be assumed, was re-elected 
to the presidency for the coming year. 


Z 
S 








Louis Lemay was named Vice-Presi- 
dent to succeed Joseph A. Malloy of 
Portsmouth, and Robert Fickett of Con- 
cord was elected Secretary-Treasurer to 
succeed Mrs. Elaine Burque Pinet of 
Nashua. Attendance at the various 
speaking sessions was record-breaking, 
being assured by the presentation of 
door pri‘es to those who came, listened, 
and stayed to hear the lucky numbers 
called and see the Hamilton and Elgin 
watches awarded. 


STORE MODERNIZATION 


At Sunday afternoon’s session, Robert 
Bender spoke on Store Modernization 
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Extremely decorative, period design 


of French origin. . 
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well with deep cut lines; brilliantly 
polished sterling silver stand with 


French Baroque border. 


A won- 


derful gift item with wide appeal. 


price *9!0 
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request. 
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and William D. McNeil on jewelry jg. 
dustry publicity. They were followeg 
by a Question Box open discussion of 
jewelers’ problems. 


WORDS OF PRAISE 

Following an excellent dinner there 
were concert and entertainment features 
which are still being discussed most en. 
thusiastically by those who attended the 
convention. “A most excellent orches- 
tra,” and “as fine a show as one could 
find at any New York night club, but 
clean” was the way some expressed jt, 
Monday morning’s session included 
greetings from Portsmouth’s woman 
Mayor, Mary C. Dondero, and President 
Goodell. Talks included “Earn and 
Learn” by Howard L. Carpenter of 
Providence, R. I.; “Diamonds” by 
Gladys L. Hannaford, New York; and 
“About Silver” by Edward QO, 
secretary of the New England Manu- 
facturers and Silversmiths Association, 
Providence. 

The sports program included bridge, 
golf, and swimming, spiced up by a 
necktie-tying contest. Mrs. Evelyn 
Denno of Pittsfield won first prize ag 
the woman wearing the best jewelry dis- 
play, and Edward Cotter, of Prince- 
Cotter, took first prize in the men’s 
class. 


FROM FAR & NEAR 

There was an excellent representation 
from all over New England of whole- 
salers and retailers in the jewelry trade, 
Among those noted were Edmund J. 
Kirby and his two daughters, Fay and 
Peggy, with the entire office staff, in- 
cluding Anne and Catherine Egan and 
Dick Moore. Others seen were Mr. and 
Mrs. Mike Mahar, Henry McGrath, Mr. 
and Mrs. Bernie Smith, Mr. and Mrs. 
Oscar Zaff, Mr. and Mrs. Arthur 
Wright, Mr. and Mrs. Philip J. Webber, 
Mr. and Mrs. Theodore Page, James 
Hosley of D. C. Percivals; Mr. and 
Mrs. Philip Brault of Montpelier, Vt, 
Mr. and Mrs. Dearborn Stevens, Clare- 
mont, N. H.; Mr. and Mrs. Fred Allen, 
Claremont, N. H.; Mr. and Mrs. Albert 
E. Alie, and family, Dover, N. H.; Mr. 
and Mrs. M. A. Noury, and family, 
Manchester, N. H.; Mr. and Mrs. Joseph 
Desjardines, Manchester, N. H.; Louis 
Lemay of Manchester, N. H.; Mr. and 
Mrs. C. L. Chickering of Manchester; 
Mr. and Mrs. Robert Fickett of Con- 
cord, N. H.; Mr. and Mrs. Blaine 
Libby of Milford, Mass.; Mr. and Mrs. 
John Grecoe of Andover, Mass.; Mr. 
and Mrs. Edward Cotter of Lowell; Mr. 
and Mrs. Robert Abbott of Lowell; Mr. 
and Mrs. Lionell Tardiff of Waterville, 
Maine; Mr. and Mrs. Nathaniel I. Good- 
man, Boston; Joseph Simmons, Green- 
field, Mass.; Carl Lawton, James Russell, 
and Joseph McDonald, all of Saxton’s 
Boston; Louis Simmons, Keene, N. H. 
and scores of others. “The nicest party 
in 30 years,” was the way one who h 
attended them all summed up the co- 
vention. 


84-Year-Old Silversmith Has 
Made Quarter of a Million Spoons 


An 84-year-old London, Ontario, maa 
claims to be the only craftsman in 
country still forging handmade. spoons. 
He has made a quarter of a million it 
his 70 years with Wakely & Wheeler, 
silversmiths. Says he: “I can’t work 
quite so quickly as I used to, nor 9 
long, but I still take only 20 minutes 
break during the day.” 
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All Signs Point to the Tightening of Controls Over 
Commercial Construction as Wyatt Gets More Power 


Any hopes that might have been 
raised as to the early relaxation of cur- 
ent curbs on retail construction were 
destroyed by a recent statement of Hous- 
ing Expediter Wilson W. Wyatt. Mr. 
Wyatt told reporters that “we will have 
to continue very critical restrictions on 
non-housing construction for some period 
Mie, Wyatt said that he believed the 
housing program has not yet begun to 
feel the full effects of the Limitation 
Order because of the large, volume of 
building which started following the lift- 
ing of wartime building controls last 


fall. 


EFFECTS FELT LATER 


The March 26 Limitation Order he de- 
scribed as a means of tapering off the 
rate of non-housing construction which 
he said might have amounted to well 
over a billion dollars in the past three 
months without the Government restric- 
tions. The benefits of the non-housing 
construction controls, he said, are going 
to be felt later in the year when more 
materials are made available to the hous- 
i rogram. 
nor : while it had appeared that 
Civilian Production Administrator John 
D. Small was going over the head of 
the Housing Expediter in authorizing 
civilian building, but since the CPA came 
under sharp fire from veterans and 
building groups it is now probable that 
restrictions will be tightened. 


ADVISORY GROUP 


A new veterans’ advisory group has 
been appointed to consult with CPA 
and Mr. Small will attempt to explain 
CPA policies to veterans through the 
group, particularly with reference to 
racetracks and commercial construction 
projects started before March 26 which 
it has no authority to halt. 

Also indicating a tightening of con- 
trols over business building is the fact 
that Mr. Wyatt is now armed with 
sweeping authority under the Veterans 
Emergency Housing Act to issue direc- 
tives to other Government agencies in 
carrying out the housing program and 
could, therefore, block any change in 
controls he deemed_ inadvisable. 





No Tax on Clocks Selling Under 
Ten Dollars is Proposal of 
Representative Joseph Talbot 


A bill has been presented in the 
House of Representatives which would 
remove the Federal excise tax on clocks 
which sell for less than $10. Introduced 
by Rep. Joseph E. Talbot, the bill would 
change the wording of the present 
Jewelry tax law to say: “The tax im- 
posed by this section should not apply 
to the sale of any clock if the price for 
which sold is less than $10. 

The general view of the trade has 
been that a clock is not a luxury item 
any more than is silver plated flatware, 
which is exempt, and, therefor, that 
only the very highest priced luxury 
clocks should be taxed at all. The con- 
Sensus is, however, that the Talbot pro- 
posal is a step in the right direction. 
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Applications for permission to under- 
take more than $61,000,000 worth of non- 
housing construction were turned down 
during the week ending July 4, the 
Civilian Production Administration an- 
nounced. The value of the rejections, 
numbering 1,283 was almost twice as 
high as the value of the approved appli- 
cations. Rejections included projects 
for commercial, industrial, and institu- 
tional construction and repairs. The CPA 
described the actions in rejecting this 
volume of non-housing construction as 
part of its drive “to save critical build- 
ing materials for veterans housing.” 





Vari-colored Jade Coming in 
Quantities from Alaska 


During the summer of 1945, Alaska 
was the scene of a new prospecting field 
for jade. This year with the coming of 
warm weather it was expected that a 
real rush would develop with many 
speculators moving in and the local 
population of Eskimos enjoying some 
profitable employment. 

More than six tons of Alaskan jade 
were brought out of the territory by 
dog teams, small boats and airplanes 
last summer. Its colors varied from 
curdled white and green, brownish 
white and green, reddish green, brownish 
green, grazy white, apple green and 
sometimes clear green. 
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After Six Months Memphis Jewelers’ Association Is Active 


Organization Working for the City's Retailers 


Probably the most live-wire bunch of 
jewelers in the country are those down 
in Memphis, Tennessee. Recently they 
organized themselves into the Memphis 
Retail Jewelers’ Association and are 
allied with the National Jewelers’ As- 
sociation. c 

The membership is not limited. Both 
big and little jewelers are eligible. All 
have an equal voice in elections and their 
voting power is not contingent upon 
annual income nor size of business. 

Up to date the Memphis jewelers, like 
most jewelers throughout the country, 





have been entities unto themselves, a 
little suspicious of each other, going 
their own way, facing their own prob- 
lems, and having little traffic with their 


competitors. 


UNIFIED POLICIES 


Organized in January, 1946, the group 
has already attacked several problems 
of vital natural importance to jewelers 
everywhere. Recently they joined with 
the national organization and took up 
the fight against the silver bill before 
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Congress, writing letters and 
telegrams to their own local seng 


urging the defeat of the bill js now 


proposed by Western senators, 
Although the Memphis Retail 

Association has heer functioning ane 
little over six months many of ca 
problems which faced them indivi 
have been effaced as they operate in 4 
group. They now have a unified 
regarding watches, settling on a ninety. 
day guarantee. They have a fixed clos. 
ing hour. The cooperative advertisin 
program in which they, as a group, will 
support community drives for funds or 
relief, has been a big stride, they f 
in the right direction. Not only jg jt 
less expensive to advertise as a unit but 
puts each retailer on an equal basis, 


SKEPTICAL AT FIRST 


While many of the Memphis jewelers 
were a bit skeptical about the new organ- 
ization there is not one who does not 
feel now that he has benefited individ. 
ually. They regret they did not discover 
before how indisputable was the fact that 
there is unity in strength and that the 
other jewelers in their town were pretty 
nice fellows. 

Martin Hood, of Gorge T. Ray and 
Company, is president; Eugene Lott of 
Graves & Steuwer is vice-president; M, 
B. Silverson of Darden Smith Jewelry 
Co. is secretary-treasurer. 

The directors are Philip Perel of Perel 
& Lowenstein, and George Tidwell of 
George Tidwell Jewelry Co. The alter- . 
nate directors are Joe Newman of Drei- 
fus Jewelry Co. and S. H. Cayce of 
George T. Brodnax’s. 

George Hefferman of the George Hef- 
ferman Jewelry Co. is chairman of the 
By-Laws Committee. 


Be Wary of Strangers Selling 
Unusual Jewelry Items Brought 
From Overseas, Says JVC 


Warning that overseas veterans and 
members of the Merchant Marine may 
be bringing jewelry over duty-free for 
the express purpose of reselling it, the 
Jewelers Vigilance Committee has urged 
retailers to be wary in dealing with 
people who offer unusual jewelry items 
for sale. 

Under the law, returned veterans, 
members of the Merchant Marine work- 
ing under the War Shipping Adminis- 
tration, and other government employees 
may bring into this country jewelry 
duty-free if, at the time of importation, 
the goods were intended for personal 
use. This privilege does not apply, how- 
ever, to items brought into the country 
on commission, for sale, or for the ac- 
count of others. These must be declared 
and duty must be paid on them. 

“It is suggested,” JVC officials said, 
“that if jewelers have any unusual jewel- 
ry items or stones offered for sale (ui- 
usual either in quantity or value, loose 
stones or pieces of jewelry) that they 
attempt to secure the name and address 
of the seller, reporting such information 
to the Jewelers Vigiliance Committee, 1 
West 45 St., New York 19, so that & 
check-up by the Treasury Department 
may be made concerning the conditions 
under which the jewelry were import 
ed.” 
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FOR THE MEMO PAD 


August 


New York State Gift & Art 

Show, Hotel Statler, Buffalo. 

an Francisco Market, Civic 

Auditorium and Western Mer- 

chandise Mart. 

12-15-ANRJA Annual Convention and 
Jewelry Show, Waldorf Astoria 
Hotel, New York City. 

95-28—St. Louis Jewelry & Silverware 
Show, St. Louis, Mo. 

26-80—New York Gift Show, Pennsyl- 
vania and New Yorker Hotels, 
New York City. 

9-80—Memphis Gift Show, Hotel Pea- 

body, Memphis, Tenn. 


I- 


September 


§-12—Mid-South Gift and Housewares 
Show, Ellis Auditorium, Mem- 
phis, Tenn. 

9-18—Parker House Gift Show, Par- 


ker House, Boston. 
9-13—Boston Gift Show, Hotel Statler, 
Boston. 
30-Oct. 8—Philadelphia Gift Show, 
Hotel Adelphia. 
October 


20-25—All-South Florida Gift & Art 
Show, Hotel Hillsboro, Tampa, 
Fla. 
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Juvenile Jury Radio Show 
Sponsored by Harman Watches 
ls Amusing Educational Feature 


Harman Watches are being nationally 
promoted in the new, popular Mutual 
network radio show “Juvenile Jury” 
broadcast every Saturday night 8:30 
Eastern Daylight Saving Time over 317 
stations, The show attracted an im- 
mense audience from the first broadcast 
and has been publicized in national news- 
magazines and newspapers. 

Thousands of listeners are now writ- 
ing in weekly to compete for Harman 
Watches which are being awarded to 
the winning contestants. On the pro- 
gram, typical problem cases are sent in 
by listeners all over the country to a 
“jury” of five children. The jurors dis- 
cuss the cases, give their individual opin- 
ions as to how they should be solved and 
finally arrive at a decision. 


A. A. Harman, president of the Har- 
man Watch Company, has taken a per- 
sonal interest in the program, praising 
“Juvenile Jury” as an admirable and 
effective method by which children seek 
to solve the most common juvenile prob- 
lems themselves. 

“To me,” Mr. Harman declared, “this 
program represents a fine and note- 
worthy effort by the youngsters con- 
cerned, and the adults who are making 

production of it possible. I am 
happy to be associated with it and to 
help in any way possible.” _ 

Radio experts estimate that millions 
of persons tune in weekly to the pro- 
gram to hear the cases and how the jury 
decided them. The Harman Watches are 
Proving a strong attraction as a result 
of the new “gyro-balance” feature copy- 
tighted by Harman. 


1 





Senator Mead Cautions Small 
Business on Monopolistic 
Tendencies of Big Business 


Predicting a “wave of amalgamations 
in industry that may engulf some of 
over these sources of community liveli- 
concerns,” Senator James M. Mead 
(D-NY) recently warned small busi- 
nessmen to take action “before it is too 
late.” 

Senator Mead, who is a member of 
the Senate Small Business Committee 
stated that: “Like many of my col- 
leagues in the Senate, I am acutely con- 
scious of an ominous trend toward ab- 
sorption of small industry by the big 
corporations and financial interests that 
wrecked havoc with the nation’s economy 
following the first World War. 

“The economic life of many of New 
York’s upstate communities,” he said, 





“is fully dependent upon the small 
manufacturing companies that employ 
their citizens, and it is the moral and 
the legal duty of the Government to 
protect and preserve that life. We must 
not sit idly by while a group of un- 
scrupulous industrial monopolists takes 
over these sources of community liveli- 
hood and diverts them to the big in- 
dustrial centers of other states.” 

Declaring that the House of Repre- 
sentatives “displayed total unawareness 
of the growing necessity for stronger 
safeguards” when it voted to reduce 
from $1,900,000 to $1,700,000 the appro- 
priation for enforcement of the nation’s 
anti-trust laws, Senator Mead said, “I 
will carry on a fight in the Senate for 
an appropriation twice the size of that 
sum, in order to make twice certain that 
the small industries and millions they 
employ will continue to enjoy the Ameri- 
can right to prosper through the sys- 
tem of private enterprise.” 
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Ben Heald Confers with UHAA Officials on Plans for 
First Post-War Convention of Horological Group 


Combining a Colorado vacation with 
the business of furthering plans for the 
first post-war convention of the United 


UHAA HEADS MEET 


On his visit to Denver, Ben Heald, legal ad- 
viser to the United Horological Association, 
talked with officers of the group. Included 
above are, left to right, Emanuel Seibel, 
dean of the American Academy of Horol- 
ogy; Orville R. Hagans, president and tech- 
nical director; Mr. Heald; A. O. Hagans, 
manager of school materials and supplies; 
and Sam Hale, superintendent. 


Horological Association of America, 
Ben Heald, national legal adviser of 
the UHAA, was in Denver the first 
week of July. 

Tentative plans for the first conven- 
tion in five years were discussed by 
Mr. Heald and National Secretary 


Orville R. Hagans and other officers, 
A number of possible programs wer 
mentioned and dates suggested, py 
other than the assurance of a national 
conclave scheduled for the latter part 
of the year, no definite plans were yp. 
leased. 

Highlighting his visit was an addres, 
by Mr. Heald to the entire student 
body of the American Academy of Hor. 
ology. He stressed the value of an ae. 
ademic horological education and the 
excellent opportunities available to 
them in the accredited schools, as wel} 
as the wisdom and necessity of com. 
pleting their courses. 








Retail Jewelry Sales Continue 
To Rise; May Sales 27 per Cent 
Over Sales During May, 1945 


Dollar sales of independent jewelers 
were 44 per cent higher in April, 1945, 
than in April a year ago and 8 per 
cent higher in April than in March this 
year, according to an announcement 
released by J. C. Capt, director of the 
census. Dollar volume for the first four 
months of 1946 was 30 per cent over 
the level for the same period of 1945, 
This data is based upon reports received 
from 804 jewelry stores. 

The census bureau’s preliminary re- 
port for May shows increase in sales of 
27 per cent over May, 1945, and a 12 
per cent increase over April of this 








Hotels Are Liable in Jewelry 
Robberies Up to $300, Says Attorney 
In Interpreting Wisconsin Law 


In a bulletin issued by the Wisconsin 
State Hotel Association, appears an 
opinion by counsel for the national hotel 
group in answer to an-inquiry by a 
Milwaukee hotel, on the subject of 
liability in case of a jewelry robbery in 
a hotel, as follows: 

“You ask if you are required to ac- 
cept jewelry cases of salesmen. As we 
read the statute, it would seem to us 
that jewelry cases belonging to sales- 
men are included in the category of 
‘jewelry’ referred to in the statute. It 
is possible that the Wisconsin legisla- 
ture intended to limit the term ‘jewelry’ 
to those items belonging to a person and 
used for his or her own adornment. Such 
intention was not expressed in the 
language of the statute. As the statute 
is one which limits your common law 
liability, it must be construed strictly 
and it is for that reason we feel that 
salesmen’s sample jewelry would come 
within the statute. You are, therefore, 
required to receive jewelry cases for 
deposit if they are valued at less than 
$300.00; if they are valued at a greater 
amount, you are not required to receive 
them. 

“If you refused to receive the jewelry 
cases and if the jewelry is valued at more 
than $300.00 and you refuse to accept 
it for that reason, we believe that your 
liability would not exceed $300.00. It 
might be argued that you are under no 
liability whatsoever if you refuse the 

(Please turn to page 472) 
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New OPA Bill Legalistic Hodge-Podge 
Defying Any Efficient Administration 


























































were (From page 441) © 
but manuiacturing, or processing industries. amendment, industry advisory commit- 
onal Service trades and carriers controlled tees must present a petition to OPA 
part by OPA are covered by this section. setting forth all pertinent data with 
Te- this new formula, using 1940 as the base respect to costs and prices. OPA is re- 
year was substituted for the Tart amend- quired to act on these petitions within 
Tess ment, Which drew so —_— fire in the 60 davs. 
dent sident’s veto message. The provisions - 
lor- ae thls amendment require ceilings to be RESTRICTIONS ON OPA : f 
aa djusted on a product basis, and for New ceilings cannot be held invalid 
the this reason OPA officials say that price on account of their failure to return 
Pe ises on practically all finished and semi- costs to any particular member of any 
well finished products are inevitable. industry involved. ee : 
om- This amendment sets forth the fol- : In the ny new Rr oar — 
wing standards: increase the life or reduce the cost o 
a5 ‘eiling prices must return to in- production of any item OPA may not 
a dustry not less than the average dollar oe -" Pigg aggre provided 
rice of the product in question during € cost to the ultimate consumer 1s 
i t increased. 
he base period (1940), plus the average no . 7 ? : - 
hed production costs accru- _ OPA must increase prices on certain GILBERT CLOCKS 
ing since that time. Maximum prices imported commodities and _ products 
are in compliance with this provision if i — such yep rina gs are 
lers h prices on the average are equal to ever the world price of a commo ity es- 
045 om & age current total cost ~ the sential to the economy of the United COMING CLOSER 
per product plus the industry’s overall States exceeds the OPA ceiling price, 
this profit margin on sales in the base period. — results in (1) ga a of i 
. n ‘ ia 
Ps ae cen coc cacavtate tae caste | tial tbe volethon. to tke tehelcodemiee Excellent alarm clocks are 
ings et nay 3 ; ; 
as i coemnabie number of typical pro- tion of the commodity in this country, coming down the Gilbert produc- 
ver ducers, including adjustments - tem- oe Soe - peng nin so rg or tion lines right now. So far, all are 
ones cr | ecueeaane : earmarked for existing orden 
nated within three months, and adjust- OPA is also prohibited from reduc- from customers whose patience dur- 
. —_ sa peegee in = volume = ing established peacetime wholesale and ing the long period of restrictions 
0 production which may be experience retail trade discounts or mark-ups or : 
12 within the three-month period. : dealer handling charges on reconversion has been exceeded only by their 
his 3. To qualify for increases under this items before the unit sales of such urgent need for these clocks. 
> SSSA gical eae IR Seo items for a period of six months shall 
me have reached the average unit sales for i 
= SEAMLESS AND SOLDERLESS! the calendar years 1939-41, inclusive. In Soon, such clocks will come 
the case of other commodities, OPA faster... and in much greater 
must allow for the current cost of - ith 1 
acquisition, plus the percentage mark- variety . . . with more <pyeitgaltesof 
‘ up in effect on March 31, 1946. plies for everyone, including the 
( Maximum average price regulations hundreds of newcomers in the 


ZN 7) are wiped out, as are any orders which : 
NY / fix the quantity or percentage of any wholesale and retail trade. In the 


product which any seller may sell to meantime, established Gilbert dis- 


any buyer. : : : 
The premium price plan for copper, tributors are getting regular allo 


lead and zinc has been extended for cations which they are re-distribut- 
yy another year on a non-cancelable basis. ing in the most equitable manner 
; »s One hundred million dollars was author- ibl e 
, f. ized for this purpose. RFC is also per- acer 
‘ a S | mitted to purchase such tin ores and 
concentrates necessary to assure con- 
; IMPROVED tinued operation of the Texas City tin 


Iter. 
on When subsidies are reduced or termi- THE WM. L. GILBERT CLOCK CORP. 


nated, the applicable ceiling price must clock mokers to the nation since 1807 
be correspondingly increased, except in 
case of transportation subsidies, differ- WINSTED, CONN. 
ential subsidies to high-cost producers, Laconia, N. H. 

and premium payments for veterans 
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Made of one piece. No solder! housing. 551 Fifth Avenue 141 W. Jackson Bivd. 
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No se «| r lelts i 
™ ams! Strong and durable Silver Settled 
tach one fully guaranteed (From page 441) 
Tan 1, Gm ©] (o Mo lato MES fe] ola i=) possible for us to buy silver today, so 
we will sell to customers as we always 
Sold through the have, on the basis of the current day’s 
quotation,” said the announcement. The 
silver which had appeared was mostly 
Yr write, giving us your whole foreign and some newly mined domestic. 
In a letter to manufacturers Handy & 
Harman said that now that silver is 
again available “we hope soon to be 
able to meet all requirements but we will 
undoubtedly have to ration shipments 
for a time until we can catch up on the 
(Please turn to page 463) 
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ATTENTION 
JEWELER 
EMPLOYEES 


Do you know you are 
lech wes 
«@ ‘“@ eligible to insure your 
home with this mutual 
company — and save 


AO per cent? 


We write fire insurance 
for the entire jewelry 
industry — manufacturer, 
wholesaler, and retailer, 
including the homes and 
home furnishings of all 
employees. Thus you can 
enjoy the same 402 divi- 
dends we have been 
paying our commercial 
policy holders. Protection 


covers fire, windstorm, 

hail, explosion, aircraft, 
vehicle, smoke and riot. All 
claims are promptly and 


equitably settled. 


Coypon beiow will bring 
you full details. No sales- 


man will call. 


i NATIONAL JEWELERS MUTUAL FIRE INSURANCE CO. 
104 E. Wisconsin Ave. Neenah, Wisconsin 





| Please tell me how | can save 40% on fire 
insurance. My present policy expires: 


| (give date) 





| NAME 


—_ 








CITY 
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Off to Sunny California after 
Over Half a Century in the 
New York Jewelry Business 


After 56 years Harry Wortis is re- 
tiring. He has every right to quit ac- 
tive service, friends say, and spend the 
rest of his days in sunny California. It 
was back in 1890 that Mr. Wortis, a 
watchmaker, entered the employ of 
Samuel Rodman who had just recently 
established a jewelry and watchmakers’ 
supply house. After an association of 
several years, ambition drove Mr. Wortis 


AMONG FRIENDS 


Harry Wortis, left, presented with a gold 

pen by Benjamin Rodman as Harry Rodman, 

center, looks on. Above, portrait of Samuel 

Rodman for whom Mr. Wortis worked in 
1890. 


to start his own business but his friend- 
ship with Samuel Rodman continued. 
In 1932 Samuel Rodman died and the 
firm name was changed to S. Rodman 
Sons. 

The other day Mr. Wortis dropped in 
to say good-by to Benjamin and Harry 
Rodman, sons of his old friend. “I just 
came to say goodbye,” he said, “I have 
retired from active business life and 
shortly I leave for California. I want 
you to know how much I have appre- 
ciated the pleasant relationship I have 
had with your firm for more than half 
a century.” 

As a tangible reminder of the occa- 
sion, the Rodmans then presented Mr. 
Wortis with a gold fountain pen, in- 
scribed as follows: “Harry Wortis. In 
appreciation of a cordial business re- 
lationship 1890-1946. Samuel Rodman’s 
Sons.” 


New York Watchmakers Hear Talk 
On Work at State Agricultural 
and Technical. Institute 


Work of the watchmakers’ school at 
New York State Agricultural & Tech- 
nical Institute, Morrisville, N. Y., was 
outlined by George J. Schlehr, chief in- 
structor of the school, at a recent din- 
ner meeting of the Elmira, N. Y., 
Watchmakers’ Association held at the 
Mark Twain Hotel, Elmira. Mr. Schlehr 


said that a census taken by the state © 


association shows that the average city 
watchmaker serves a population of 6,178 
while one county watchmaker serves an 
average of 9,214 persons. 





lf OPA Lives, Retail Pen and 
Pencil Sets Will Be Calculable 
By the Manufacturer for Retail © 


Should the OPA be revived, the fol. 
lowing order issued on July 1, wil] go 
into effect: 

To avoid delay ip the marketing of 
fountain pens and mechanical pene 
the Office of Price Administration has 
made arrangements for manufacturers to 
calculate wholesale and retail ceiling 
prices for new models once their own 
ceilings have been approved, 


EASES BURDEN 


Heretofore OPA has fixed retail cejj- 
ing prices in all cases and published 
them in the price appendix to the foun- 
tain pen and mechanical pencil regula- 
tion. No sale could be made until this 
was done, and some delay was inevitable, 
said the agency. As a result of the new 
order, if OPA issues a ceiling price 
order to a manufacturer without includ- 
ing a list of wholesale and retail ceil- 
ings, the manufacturers may apply 
stated mark-ups to his own ceiling 
prices, tag the names and market them 
at once. This action involved no price 
change, the agency said, and dollar-and- 
cent retail ceiling will be published, as 
usual, in the regulation. 

It should be borne in mind that al- 
though at this writing the fate of OPA 
has not yet been decided, all the ma- 
chinery of the organization stands in 
readiness should the OPA bill be passed, 
even in its changed form. 
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The first Mansion House Livery 
Dinner of the Clockmakers’ Com- 
pany of London since the end of the 
war was held recently and for the 
second time in 315 years women were 
guests. Replying to Viscount Simon’s 
toast to the company, Lord Iliffe, the 
company’s Master, said that the 
British industry might be compared 
to the finely geared works of a watch 
which cannot be roughly taken to 
pieces and reassembled by amateurs 
with any hope that it would continue 


to go. 

Focoest Simon considered there was 
now every prospect of English clock- 
making becoming one of the great in- 
dustries of the country using a large 
number of skilled workers. He recalled 
that Lord Iliffe, as head of the Duke 
of Gloucester’s fund, had collected some 
215 million dollars on behalf of the 
Red Cross and St. John organization 
during the war. 

The Staffordshire pottery industry 
which, in the past, has produced those 
fine pieces of craftsmenship which most 
retail jewelers are keen to handle, was 
the first to get the attention of Board 
of Trade Chief Cripps’ nationalization 
officials. The “working party” appointed 
by the B. of T. to investigate the status 
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WRITE FOR OUR CATALOG 
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RINGS 
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of the industry with special emphasis 
on export possibilities, now reports that 
the ceramic enterprise of the country 
should not be nationalized. The gist of 
the findings is that the potters who 
were drastically “concentrated” during 
the war (100 plants being closed down 
entirely) have retained sufficient strength 
and enterprise to set themselves on their 
own feet without government interven- 
tion in the operation of free competi- 
tion. 


FULL EMPLOYMENT 


Although the number of unemployed 
in the U. K. is now returned at around 
370,000 persons, in the watch, clock, 
plate and jewelry industry the total of 
unemployed is only 142. At Birming- 
ham, center of the U. K. jewelry in- 
dustry, unemployment figures are re- 
ceding. 

A great demand by British manufac- 
turning jewelers for small brilliants is 
developing this summer, but the supply 
of such goods for home consumption 
is unfortunately very limited, It is 
hoped soon there will be some sort of 
purchase tax concession for gem stones. 
The government purchase tax on other 
articles is gradually being pruned. 

According to Backes & Strauss, dia- 
mond merchants of Holborn Viaduct, 
business in precious stones in the United 





THE PRINCESS & THE POTTER 





The gentleman chatting with her Royal 
Highness Princess Elizabeth is Ronald Cope- 
land, Prime Warden of the Worshipful Com- 
pany of Goldsmiths and head of W. T. 
Copeland & Sons, Ltd., makers of Spode. The 
princess visited the Goldsmiths Hall in Lon- 
don during the Victory Day Celebration and 
stayed to tea with the Worshipful Company. 
In his speech to the gathered jewelers Mr. 
Copeland mentioned the fact that the Gold- 
smiths Company was founded in 1327 to 
protect its members and the public. 





Kingdom continues very active. This 
is particularly true of secondhand 
jewelry; pieces of fine quality and 
choice workmanship are fetching higher 
prices than ever this summer. The posi- 
tion in loose diamonds, a member of the 
firm says, is more difficult owing to pur- 
chase tax confusion, but it is confidently 
hoped that a more favorable ruling will 
be announced without delay. 

The 15th jewel dispersal held at Chris- 
tie’s the end of June brought the total 
receipts for 1946 to nearly $12,000,000. 
This time, jewels once worn by Queen 

(Please turn to page 460) 
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precious and semi-pre- 
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Platinum mountings 
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Until recently the Fredericksburg, 
Virginia, “Fifty Year Club” had only 
one member, a stationer who celebrated 
his golden anniversary two years ago. 
Now there are two, the second member 
being—you guessed it—a jeweler. His 
name is Sidney S. Kaufman and his 
store is known to all Fredericksburgers 
as being “at the sign of the big clock.” 

Mr. Kaufman went to work as a 


SIDNEY KAUFMAN 





jewelry store errand boy in 1896 for 
the munificent sum of $1.25 a week. 
It didn’t take him long, however, to 


Sidney Kaufman, Virginia Jeweler, 
Celebrates Fifty Years as Retailer 








raise both his salary and his iti 
and in a few years a became a re: 
in the business. Loewenson & Kaufman 
was the name of the store during thie 
period and it was changed in 1902 + 
S. S. Kaufman when Mr. Loewensen 
went back to his native Germany. 

All went well with the store until 
1919 when a devastating fire ruined the 
Kaufman store. Rebuilding at another 
location, Mr. Kaufman continued his 
former success in spite of this set back. 
Mr. Kaufman recalls that when he be- 
gan as a retail jeweler he opened his 
store at seven a.m. and closed 12 hours 
later. Saturdays brough an even more 
stringent schedule—a 1414 hour day. 

A staunch supporter of newspaper ad- 
vertising, Mr. Kaufman has seen to jt 
that his store’s ad appeared in the local 
newspaper every day for many years. 
Says one fellow Fredericksburger, Mr. 
Kaufman doesn’t brag and he doesn't 
try to preach to other people about how 
to live or run a business but if anybody 
asked him he would say that this guide 
to success had been helpful to him: 

Early to bed, early to rise 
Work like —, and 
Ad-ver-tise.” 





First Census of Manufactures 
To be Made by Commerce Dep't 
In Seven Years Will Cover '46 


The long awaited Census of Manufac- 
tures which gives the facts on produc- 
tion in a given year, will be taken soon 
by the Commerce Department, the gov- 
ernment magazine, Domestic Commerce 
recently announced. The census, which 
was taken periodically from 1810 to 1939, 
constitutes the principal historical rec- 
ord of industry. However, since 1939 
there has been no comprehensive basic 
report covering the many phases that 
are of general interest. 


USEFUL TO BUSINESS 


Business, government, and other users 
of manufacturing statistics have been 
marking time for seven years to get a 
line on current production. Some of the 
basic questions to be answered by the 
census are: What commodities and how 
much will be produced in 1946? In their 
production, what materials will be con- 
sumed, how many man-hours of employ- 
ment will be afforded, and what will the 
wage bill be? What capital expendi- 
tures will be made, and where will inven- 
tories stand at the end of the year? 

In addition, and most important, the 
census will offer the opportunity to de- 
termine the changes caused by the war 
in the nation’s production economy. 
Shifts in products, changes in the size 
of manufacturing establishments, in the 
position of various industries as sources 
of employment, in the fortunes of partic- 
ular industries, and in the productivity 
of labor will be shown by the compiled 
statistics. 


READY NEXT YEAR 


Work is now under way in developing 
reporting schedules for the industries to 
be questioned and they will probably be 
ready for mailing in December, 1946. 
About 178 separate schedules will be 
needed to cover the 470 industrial groups 


into which the quarter of a million estab- 
lishments are classified. They will con- 
sist of inquiries on employment, wages, 
the cost of materials, inventories, ma- 
terials consumption, and _ production, 
Issuance of the preliminary data is ex- 
pected to begin in the summer of 1947, 














GENUINE RUBY GUARDS 


fishtail set all 
around in |4 


K Pink Gold. 
65- ver 


Per Pair 


Made to 
order 
sizes 4-9 











GENUINE ZIRCONS 


brilliant full cut 
BLUE OR WHITE 
approx. | Ct 
(Weight) 14K WHITE 
or YELLOW 


11-00 NET 


' SPECIAL 





RUBY-DIAMOND MEN'S RING 
OVER 100 DIFFERENT STYLES 
Write for Catalog 


HOUSE OF OLAND 


Manufacturing Jewelers 


65 NASSAU ST. — N.Y. 7, N.Y. 
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M. Fred Hirsch, who has been a well- 
known figure in silver manufacturing 
circles for the past 30 years, is now 
president of the Hunt Silver Co. of 
which Carl Klein is treasurer. Mr. 
Hirsch is planning to put an expansion 


M. FRED HIRSCH 





program into effect which ~ ‘ll help sup- 
ply the trade with fine hotlowware at 
reasonable prices. Mr. Hirsch organized 
M. Fred Hirsch Co. of Newark, N. J., 
in 1918. The company expects to be in 
its new building this fall. 

q Milton Wodiska and George A. Gary 
have moved their offices from 565 Fifth 
Avenue to 36 West 47 Street. They 
are the New York buyers for Wolf & 
Klar, Fort Worth, Tex., wholesalers. 
The new quarters, we hear, are larger, 
more convenient, and beautifully ap- 
pointed. 


q Mrs. Isabel Bower has been appointed 
buyer of jewelry at Lord & Taylor, it 
was announced by Miss Dorothy Shaver, 
president of the company. 

qB. & L. D. Gutowitz, retail jewelers 
recently enlarged their store at 276 Ful- 
ton Ave., Hempstead, N. Y. 

q Lt. Lawrence S. Steinfast is now as- 
sociated with his father, M. L. Steinfast 
(We Nassau St. 

e envy Max Templehoff of Temple 
Watch Co., 22 West 48 St., these aa. 
He’s spending a few weeks in naturally 
air cooled Bienne, Switzerland, visiting 
Swiss watch factories. 

4 Staff Sergeant Herbert Nathanson— 
whose father is Nathan Nathanson, U. S. 
Assistant Deputy Appraiser, in charge of 


HERBERT 
NATHANSON 





Diamonds, Precious Stones and Jewelry 
and Antique Jewelry—has recently re- 
turned from Germany after three years’ 
service which included action on the 
Rhine. He is now completely recovered,. 
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NEW YORK 


after several months of hospitalization 
in Europe. 

S/Sgt. Nathanson is a former student 
of Ohio State University, and graduated 
cum laude from Brooklyn College. 

His father’s many friends in the 
jewelry industry will be glad to know 
that the boy is back home. 

q Gerald P. Simson has resigned as 
secretary and director of the Dominion 
Specialty House, Inc. 

q Jean R. Graef left June 29 by plane 
on an extended trip through South 
America in the interests of his firm. 

q Miss Edna Stark has moved the 
Jewelry Buying Service, formerly at 
392 Fifth Avenue, to new quarters at 
15 West 38 St. 

q Frank L. Locklin, who for the past 
four years served as a lieutenant in the 
Army Engineers Corps, is now associated 
with Jules Racine & Co., importers of 
watches at 20 West 47th St., as sales- 
manager. Identified with the jewelry 


FRANK L. LOCKLIN 


industry for many years, Mr. Locklin 
will shortly make his initial trip for the 
firm, calling on the trade in New 
England and the Middle West. 

q After several years in the Army and 
in Europe, Captain Lester Rossman will 
again take over his territory, calling on 
the trade in Ohio, Michigan and part of 
Indiana for H. Segal, 93 Nassau Street, 
New York, wholesale jewelers. 

q Ideal Jewelers has been opened at 57 
East Genesee St., Buffalo, N. Y. 

q.N. W. Ayer’s “Diamond Borealis” 
party held at the Hampshire House on 
July 18 attracted newspaper women 
from all parts of the country here for 
the semi-annual fashion conference. 
Jewels by Cartier were the flashing fea- 
ture of the show. 
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BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections on request te respoasible Jewelers 
Necklaces lengthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 








ETERNA WATCH COMPANY 
OF AMERICA, INC. 
MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 














LAPIDARY, INC. 
h .OF SYNTHETIC RUBIES 
JOO WEST 43R° ST 
NEW YORK 18,N.-Y. 
ROOM 306 








ATTENTION 
MANUFACTURERS & JOBBERS 


Depend on us to do contracting 
Our poe is fac * & Gents’ 
as ings Findings 
Prompt and Courteous Service 


SUPERIOR JEWELERS 
170 East 51st St. New York 22, N. Y. 

















What's New... ? 


If you’ve moved your store to a new 
location, opened a branch store, remod- 
eled and installed new fixtures, cele- 
brated your golden anniversary in the 
jewelry business—or returned from the 
Army—we’d like to hear about it. 

JeweEters’ Circuiar-Keystone wants 
news from you and about you—it’s your 
magazine! So if you have some news 
about yourself and your business, send 
it to: Jewerers’ Crrcu.ar-Keystone, 100 
E. 42nd St., New York 17, N. Y. 











“ORIENTA” 
CULTURED PEARLS 
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SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 
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Original 
Headquarters for ... 
Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 
Bands Replated Like New for Addi- 
tional 50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE CO. 


“Specialists in Expansion Bands and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
Mlehigan 9966 TUcker 2968 














TAG & STAMPING CO. 


on 2G Gti elie) 
PARCHMENT, ETC. 


Send for Catalcg 


277 WALSEY ST 


NEWARK 2, N. J. 











REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED (910 
M. J. STERN 
61 Beekmeon St. New York City 





| New York Jewelry Men Begin 


| mometer that climbed over 90, 
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Anti-Bigotry Campaign 


Disregarding the heat and a _ ther- 
top 
executives of the Jewelry and Allied 
Industries turned out to launch a trade- 
wide drive in behalf of the $5,000,000 
Joint Defense Appeal campaign at a 
Waldorf-Astoria dinner event. Lt. Col- 





Left to right, above, are: Aaron Sverdlik, 

co-chairman; Col. Henshel, chairman; Quen- 

tin Reynolds, noted foreign correspondent 

who was guest speaker; Milton Weill, co- 

chairman; and Oscar M. Lazrus, New York 
JDA executive chairman. 


onel Harry D. Henshel, of Bulova Watch 
Co., is chairman of the effort that will 
be carried on right through the sum- 
mer. 

Organized in 1941, the Joint Defense 
Appeal serves as the financial arm of 
the American Jewish Committee and the 
Anti-Defamation League of B’nai B’rith, 
making possible their fight against anti- 
Semitism and in defense of American 
civil liberties. The 1946 JDA goal is 
43 per cent more than the amount raised 
last year. 


New Orleans Trade Center to be 
International Mart for Firms in 
South and Central America 


A campaign offering space in the In- 
ternational Trade Mart in New Orleans 
to national organizations throughout 
this and 40 foreign countries, will be 
launched soon, Clay Shaw, promotion 
manager for the trade center, said re- 
cently at International House. 

“We're going to invite them to par- 
ticipate in the establishment of a real 
international trade center—not an ex- 
position or fair,’ Mr. Shaw said. 

“It’s going to be a modern stream- 
lined mart where 200 manufacturers may 
establish sales and exhibition offices and 
participate in the rich foreign trade 
that will flow through New Orleans— 
and at the same time they can use it 
as a headquarters to sell and distribute 
their products throughout the Southern 
states.” . 





Tanganyika Exports Gold, Diamonds 


Tanganyika exported an_ estimated 
115,060 carats of diamonds during 1945, 
representing an increase over the year 
before. Gold exports during 1945 reach- 
ed an estimated value of £442,868, a 


drop from the level reached the year’ 


before. The 1945 exports included 90,663 
ounces of unrefined bullion, valued at 
£442,043 and about 2 long tons of gold 
bearing concentrates valued at £825. 


“the defaulting buyer. 





Canadian Prices and Trade Board 
Issues New Credit Regulations 


New regulations concerning consumer 
credit were announced to Canadians 
recently in a Wartime Prices and Trade 
Board Order. 

Among the changes is the extension 
of payment of charge accounts from the 
twenty-fifth day of the month follow. 
ing that in which the goods were pur- 
chased to the tenth day of the second 
month following that in which the pur. 
chase was made. 

In default of payment by this time, 
goods exceeding a total cash price of 
$10 may not be sold or delivered to 
The order also 
states that in the case of a seller who 
practices “cycle billing” the Director 
of Consumer Credit may, on his own 
initiative, or on application to him 
by such seller, give special directions 
regarding the maximum period of 
credit. 

Provisions in previous orders specify- 
ing minimum finance charges have now 
been withdrawn. Instead, it is provided 
that the cash price of any goods must 
be quoted to a prospective buyer, and 
every price tag, card or label attached 
to or displayed with any such goods 
must show the cash price. Maximum 
prices fixed by or under authority of the 
Prices Board will be cash prices only, 
unless otherwise stated. 





London Letter 
(From page 457) 


Alexandra were the attraction. A high 
sapphire and diamond collar that, it 
was anticipated, would: realize around 
$16,000, went to Col. Drayson for 
$19,600. It was a gift from Tsar 
Nicholas. Another Tsar gift, a diamond 
and amethyst tiara, sold for $7,000. A 
fine single step-cut diamond, mounted 
as a ring, not out of the royal casket, 
was the most-sought item. It fetched 
$32,000. 

A Boston silver tea service weighing 
165 ounces, made by A. Rogers in the 
18th century, realized $520 at Christie's. 
Boston silversmiths designed many tea 
and coffee services while America was 
still a British colony. Total sales at this 
old-silver auction reached more than 
$20,000. A 1743 Paul Lamerie sweetmeat 
basket, weight 10 ounces, sold for $420. 
Other Christie sales were: flexible dia- 
mond bracelet, $16,000; diamond and 
ruby necklace, $25,000; diamond brooch, 
$25,000; diamond and sapphire necklace, 
$17,000; two diamond necklaces, $20,000. 


Kruber Opens Memphis Store 
To the Strains of Soft Music 


The large, new, two-floor store of 
Kruger Jewelry Co. opened June 8 ip 
Memphis, Tenn. 

The completely air-conditioned store, 
which is under management of Harry 
Folloder, features an electrical music 
reproduction system, which provides 
music for the customers. The second 
floor gift bar will specialize in indi- 
vidually designed gift wrappings, Mr. 
Folloder, formerly manager of the 
Kruger store in Galveston, said. 

The store will also include a com- 
plete silver center and a household 4p- 
pliance center. 
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GIA Courses Accepted by Vet 
Administration for Study 


Under Gl Bill of Rights 


After five months of negotiations the 
Gemological Institute of America’s cor- 
respondence courses have been approved 
by the Veteran’s Administration as suit- 
aple to be offered under the G.I. Bill 

ights. 

Pcie under the G.I. bill will, how- 
ever, not start until September 3 because 
the Gemological Institute must install 
almost a new office set-up in preparation 
for the influx of new students. Before 
that time 200 G.I.s who have already 
forwarded their credentials and enroll- 
ment applications, will start to receive 
their lessons. GIA will also try to in- 
clude any other veterans who forward 
their Certificates of Entitlement and 
Eligibility and V.A. Form 1950 before 
August 3. After that, both G.I. and all 
other enrollments will probably be on 
a waiting list. 

Students under the G.I. bill will be 
required to answer four lessons every 
five weeks or be terminated without no- 
tice, according to the rule by the GIA 
for all students whose tuition is paid by 
a second party. 





Finer Ceramics and Other Gift 
Items Predicted for California 
Shows This Summer and Fall 


“New things are on the griddle for 
the Fall Gift Shows,” reports Kay 
Leber, recently returned to her San 
Francisco office from Laguna Beach and 
Los Angeles, considered the center of 
the ceramic industry on the West 
Coast, to make preparations for the 
Western Gift, Toy and Housewares Show 
to open in the Civic Auditorium in San 
Francisco on Sunday, Aug. 4, through 8. 

Miss Leber announces better quality 
in glazes and workmanship as well as 
newness in designs. The trend in ce- 
ramics, she observes, is to utility pieces 
—bowls, etc., for use as well as beauty 
and fewer pieces of the purely orna- 
mentative. To be seen at the Fall Shows 
in San Francisco, Portland and Seattle 
she predicts displays of Danish and 
Swedish glass, metal, silver plate and 
hollow ware, and new ideas in copper, 
brasss and aluminum. The latter metal 
like the frog that became the Fairy 
Prince has moved from the kitchen, 
across the garden where this summer it 
formed the barbecue oven, right to the 
dining room table where it now appears 
In vegetable dishes, biscuit warmers and 
gravy boats. 

Miss Leber reports the Chinese mo- 
tif in modern still strong although 
many predict a swing back to classic. 
She noticed the use of plastics in good- 
looking coffee tables, lamps and fern 
stands, as well as decorated California 
pottery dinner ware that will be dis- 
played at the shows. And lamps, this 
year, may have handmade silk shades. 
Even dignified toy buyers, she pre- 
dicts, will get little-boy urges when they 
see the merry-go-rounds and wheel 
goods scheduled for display. Playground 
equipment of this kind is now being 
manufactured on the West Coast and 
will fraternize with electrical toys from 
the East. The “Stitch Mistress,” a child’s 
sewing machine, introduced at the 


Spring Show promises to be popular at 
the Fall Shows also. vF 
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Vet Organizations, Religious, 
Civic Groups May Buy Surplus 
Government Goods, Says New Rule 


Veterans organizations, churches, re- 
ligious institutions and certain other non- 
profit civic organizations will be permit- 
ted where feasible to buy government 
surplus property at the same price as 
small retailers. the War Assets Admin- 
istration announced, 

Because these organizations function 
generally in the public interest, assist- 
ing with veterans’ problems and com- 
munity welfare, they will be afforded a 
reasonable opportunity to fulfill their 
needs from surplus at the commercial 
level, provided that their orders can be 
handled without interference with nor- 
mal disposal practices, WAA said. 

Heretofore, such organizations were 
not permitted to buy surplus property 
because they do not operate in “normal 
channels of trade” and are not included 
in the gruop of scientific, educational, 
public health, public welfare, charitable 
or eleemosynary institutions defined in 
SPA Regulation 14. Under the new 
ruling, these buyers are held to be ulti- 
mate consumers as defined in Special 
Order 24. 





SUCCESS STORY 





Partially paralyzed since 1933 when he was 
injured in an automobile accident, Glenn 
Weintz, Kenosha, Wis., is an expert—and 
successful—watch repairman. A year's ap- 
prenticeship under state vocational auspices 
has qualified him to do quality precision 
work for which he already has a long waiting 
list. He has purchased the best equipment 
available, and his perfect vision and almost 
sweatless hands make him an ideal worker. 


Second Western Toiletries Show 
To Feature Gentlemen's Perfumes; 


Will Be Held in San Francisco 


The second Toiletries Show in the 
history of the West will convene in San 
Francisco at the St. Francis and Sir 
Francis Drake Hotels Aug. 18 through 
23, George H. Voelker, president of the 
California Toiletries Representatives of 
Los Angeles, announced recently. This 
will be the only toiletries show on the 
West Coast this year, ending the war- 
time hiatus which followed the first 
show in Los Angeles in 1943. 

At this preview open to retail store 
executives and perfumery buyers, 80 ex- 
hibitors representing the leading cos- 
metic and toiletry manufacturers will 
present the scents, the formulas, the 
novel containers that will be seen and 
inhaled on the counters in the future. 
Men’s toiletries, introduced by the in- 
dustry a few years before the war, 
have become very popular. 





























Earrings in various patterns in 14 KT 

Green and Red Gold 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms ‘and 

Links to match 

jase Knot Ring—14 Kt Red and Green 
ld Combination in four sizes; Ear- 

rings, Cuff Links and Studs to match 
Our comprehensive line ef 
Geld, Platinum end Enam- 
eled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.., Ine. 
Manufacturers 
64 West 48th Street 
New York 

















ENCRUSTERS 


STONE ENGRAVERS 
Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York 7, N. Y. 

















PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 


HARMONY JEWELERS 
60 Branford PI. Newerk 2, N. J. 











WATCH PARTS 
— TOOLS — 
SUPPLIES 


Write for 
Price List C 


DEAN WATCH,COw | 
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Now Available! 


NOVEL DISPLAY 
FABRICS 
STRAYON 

CLOTH 


50” wide, available in all colors 









Ideal for background and 
floor displays 


Write for sample 


ASSOCIATED FABRICS CO. 


(A Division of the Associated Fabtex Corp.) 
1600 Broadway, New York 19, N. Y. 


























ADVERTISING 


& PROMOTION MEN! 
VISIT BOOTH 223 
AT THE WALDORF, AUGUST 12-15 


See the line of LEDERER Advertising 
Gifts, Booth 223, at the ANRJA Con- 
vention. 

See hew smart promotional advertising 
with proven business-getting plans will 
help you in your business. 


ADDRESS BOOKS 





Key Cases Comb Cases 

Powder Puffs Wallets 

Thermometer Pocket Secretaries 
Calendars Cigaret Cases 


Card Cases 


VICTOR E. LEDERER CO. 
125 West 33rd Street, New York 1, New York 


Shopping Bags 


WORLD FAMED 
REPAIRING 
WATCH REBUILDING 
REFINISHING 


FOR THE TRADE 


% All movements put into excellent condi- 
tion by expert craftsmen. 
complete line of cases and dials. 
Mail orders receive prompt attention. 
Our Prices are right. 


WORLD WIDE WATCH CO., WC. 
9 Maiden Lane New York 7, N. Y. 
WO 2-1822 














Lapse in OPA Did Not 
Affect Giftware Prices 
Says Chicago Mart 


Attracted by a prewar variety of 
goods, buyers are expected to attend 
the Merchandise Mart Gift Show, China, 
Glass and Pottery Market, July 29-Aug. 
10, in numbers 10 to 15 per cent above 
all previous records, according to Wal- 
lace O. Ollman, general manager of 
The Mart. 

Since gift merchandise generally was 
not under price ceilings, dealers will 
come to market without fear of a sud- 
den upsurge in prices. Most ceilings on 
table glassware had already been re- 
moved and china and pottery tableware 
have been granted a price increase. Gift 
exhibitors report that goods received 
in July compare favorably in price to 


| items previously made. 


Metal gift items will be fairly plenti- 
ful including those made of brass, cop- 
per and even steel. A quality line of 
white painted iron benches and other 
decorative pieces which was out of pro- 
duction during the war is back for the 
first time. A wide variety of plastic 
gift items, some at surprisingly low 
cost, is available. Wooden items are 
not as numerous. 

Decorative accessories and gift mer- 
chandise from Italy, Czechoslovakia, 
France, Sweden and England are on dis- 
play in Mart showrooms. The imports 
include antiques, merchandise of pre- 
war manufacture and some made since 
the war. Among the imports are the 
fine Czechoslovakian and Italian glass. 
Imports in some instances are very high 
priced. 

Less expensive household dinnerware 
received a 7 per cent increase from 
OPA shortly before it expired, but 
since the factories had just granted an 
18% cent an hour wage increase, it was 
felt that the 7 per cent price rise was 
not adequate. Several Merchandise 
Mart houses predict a 15 per cent cost 
increase in this type of china may be ex- 
pected if ceilings remain off. 

The high quality vitrified china mak- 
ers have had no overall industry in- 
creases. Some of them have received 
increases after application, others have 
not. How much prices in vitrified china 
will rise is not known. 

Ceilings on hotel dinner ware were 
removed in March and there have been 
three price increases since then. 





Prices on Some Chinaware 
Increased by OPA from One to 
Three Cents Each in New Order 


Ceiling prices on individual pieces of 
inexpensive chinaware have been in- 
creased one to three cents each, the Of- 
fice of Price Administration has an- 
nounced. 

The increase is the result of a change 
in the dealer absorption provisions that 
were put into effect when manufacturers 
of semi-vitreous ware received a seven 
per cent industry-wide price increase 
recently. 

When the manufacturer increase was 
granted, dealers were asked not to raise 
their own ceiling prices until OPA com- 
pleted a study of resale margins. It 


now appears that absorption of the cost - 


increase on all semi-vitreous ware would 
work a hardship on retailers, particular- 
ly those who sold no other grade, OPA 


said, 








ANCIENT TREASURE 


ERR A eA I KOR RECO 








A church treasure worth five million dollars 
will be on display during the four hundred. 
fiftieth anniversary celebration of the found- 
ing of Ciudad Trujillo August 4, 1946. In. 
cluded are the original cross planted on the 
island by Columbus, an altar bell designed 
by the famous Italian goldsmith, Benvenuto 
Cellini, and other priceless items. 





Cross of Columbus, Cellini Bell 
To Be Carried in Procession on 
Anniversary of Ciudad Trujillo 


When the ancient city of Ciudad 
Trujillo, Dominican Republic,  cele- 
brates the 450th anniversary of its 
founding this Aug. 4, a feature will be 
the display of $5,000,000 in church 
treasures in a formal procession. The 
treasure is stored permanently in the 
Santo Domingo cathedral, oldest in the 
New World, which was established by 
Christopher Columbus shortly after his 
discovery of America. 

The procession will be led by the 
archbishop of Santo Domingo, three 
island bishops and a number of church 
dignitaries. A cross planted by Colum- 
bus on the island will also be brought 
out for the ceremony, as well as an 
altar bell made by Benvenuto Cellini 
and presented to the cathedral by Pope 
Julius IT. 

The founding of the city will be re- 
enacted, with citizens playing the roles 
of Columbus, Balboa, Cortez, Pizarro, 
explorers and Indians, and the cere- 
monies will be followed by street 
dancing, fetes and general rejoicing. 

“This celebration,” says President 
Rafael Trujillo of the Dominican Re- 
public, “is of peculiar significance at 
this time. “What we need is another 
Columbus—a Columbus who will bring 
Christianity not only to the New World, 
but to the entire world.” 


Brooklyn High School Seeks 
Clock and Watchmaking Teachers 


The Brooklyn High School for Spe- 
cialty Trades, 49 Flatbush Avenue Ex- 
tension, expects to have vacancies in 
September for teachers of jewelry and 
watch and clock making. The increased 
number of students enrolled for the fall 
has created the need for more teachers. 

Interested persons should call CUm- 
berland 6-6120, extension 25, or write to 
John J. Sischer, 6209 Elliot Ave., Mid- 
dle Village, L. I. 
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Belgian Consul Pledges 
Aid in Stamping Out 
Antwerp's Black Market 


Possible ways to stamp out the black 
market in diamonds now flourishing in 
Antwerp were the subject of recent dis- 
cussions held between the Jewelers 
Vigilance Committee and members of 
the Belgian Consulate in Washington. 

The Belgians “were most interested in 
the situation and offered to do every- 
thing possible to eliminate the black 
market trading, its incidental illegal 
ractices and the unfair competition re- 
sulting therefrom,” reported FP. Irving 
Grinberg, JVC executive vice-chairman. 

In addition to the talks with Belgium 

vernment representatives, J VC officials 
had also put the problem before the 
Treasury, Commerce and State depart- 
ments of our government, but it was 
soon realized that the United States has 
no jurisdiction over the black market 
trafic in Antwerp and the committee 
turned to the Consulate. 


Benway Re-elected President of 
Cleveland 24-Karaters In 
Recognition of His Fine Work 

Lewis I. Benway was re-elected presi- 
dent of the 24-Karat Club of Cleveland 
to serve the 1946-47 term. The officers 
and directors who served with Mr. Ben- 
way the previous year were likewise re- 
elected for the new term. 

The re-election of the same officers 
and board was prompted by the fine 
record of accomplishments established 


LEWIS I. 
BENWAY 





by the group, including a new jewelry 
auction ordinance for the city of Cleve- 
land and the establishment of a watch- 
making course for veterans in the Cleve- 
land school system. 

The officers and directors elected are 
Lewis I. Benway, president; Samuel H. 
Deutsch, vice president; Clarance A. 
Rock, secretary; Maurice Roberts, 
treasurer; H. N. Beattie, Tom Brown, 
Samuel H. Deutsch, Richard Frazier, 
Walter F. Meyer, George Nelson, Charles 
Schaeffer, J. F. Schnauffer, and Ray- 
mond B. Tinkler, directors. Clarence 
Moses continues as managing director. 


Nobody Wants to Repair Jewelry 
In England These Days Because 
of the New!00 Per Cent Tax 


If you think the 20 per cent excise 
tax is burdensome, look to your British 
cousins and find solace. Right now, 
jewelers in Britain are refusing orders 
for watch or jewelry repairs because 
they think that the new government 
order putting a full purchase tax of 
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100 per cent on these transactions is “ex- 
traordinarily unfair.” 

Most startling feature of the new 
legislation is that the tax must be paid 
not merely on the cost of the work, but 
on the value of the complete article even 
if it is antique. The result in most 
cases is that the charge to the customer 
is increased by anything up to 500 per 
cent, 

Shortly before the tax went into effect 
an Edinburgh man who collected his 
wife’s 25-year old engagement ring from 
his jeweler after having it remounted, 
was told he was fortunate, it had 
arrived back from the manufacturer that 
day. Next day, the jeweler explained, 
the cost would have been not £25 but 
£150. 


Oldest Watchmaker Repairs Oldest 
Watch in Ontario Town, Presents 
It to Eleven-Year-Old Boy 


Arthur C. Darling, who had recently 
retired from his jewelry store and work 
bench, after more than half a century 
of continuous service to the residents of 
Petrolia, Ont., took on as his last piece 
of work, the repair of the oldest watch 
in town when he put in working order 
a watch which dates back to 1800. 

The watch, now the prized possession 
of Joseph Hibbert, age 11, has been 
passed from father to son through five 
generations of the family since it was 
purchased in England almost 150 years 
ago. 

Some 40 years ago the watch had 
stopped running and the previous owner, 
W. L. Hibbert, had taken it to jewelers 
in Toronto, Halifax, New York and had 
sent it to England in an endeavor to 
have it repaired. Mr. Darling was ap- 
proached on the chance that he could 
supply the part necessary to make it 
run, and he produced a tray full of 
parts which he had inherited from his 
father. The latter, who had been in the 
jewelry business at Simcoe, Ontario, had 
brought in many of these old watches 
to use the silver cases to manufacture 
spoons and had made use of some of 
the gold filigree work to manufacture 
necklaces and bracelets. In short order 
Mr. Darling succeeded in repairing the 
ancient timepiece. 


Silver Settled 


(from page 455) 
demand that has been built up during 
the past few months.” The decision on 
the price of Treasury silver, even at the 
new high of 90.5c., will further alleviate 
the growing shortage. 

The new law makes more than 100,000 
ounces of Treasury-owned silver avail- 
able immediately at the 90.5c. price. 

Although Senator Abe Murdock (D., 
Utah) claims that, in the absence of 
OPA, the new price constitutes only a 
floor on silver and that the price will 
go much higher, the likelihood at the 
present time of a revival of OPA makes 
it seem more probable that the 90.5c. 
figure will become the ceiling price. 

In answer to the all-important ques- 
tion of what the new price will do for 
the supply of silver, Senator Murdock 
says that it will make possible an ex- 
pansion of operations and would also 
stimulate the production of lead, zinc 
and copper, which are mined with silver. 








WATCH REPAIRING 


A BETTER watch repair service 
to the trade since 1922. 


Let our expert watchmakers 
help you build a successful 
watch repair department. We 
are in a position to offer you 
excellent service and good 
workmanship at moderate 
prices. 


You have our personal assur- 
ance of a perfect repair for 
every job mailed to us, and we 
will assume the responsibility 
thereafter. 


Now—all you have to do is to 
mail us your repairs and we will 
return them upon completion 
at earliest possible date. 


NATIONAL 
WATCH REPAIR SERVICE 
150 NASSAU ST. NEW YORK 7, N. Y. 











Contracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 














ART-CRAFT JEWELRY C0. 


FINE 
GOLD JEWELRY 


using better opals, zircons, 

moonstones, amethysts and 

topaz set in earrings, pins, 
rings and bracelets. 


1 West 47th St. New York 19 




















GENUINE 


RUBY GUARD RINGS 
Pink « Gold « White 
Channel—Fishtail 


VAN PAUL & CO. 


Manufacturing Jewelers 
207 Market St., Newark 2, N. J. 
MARKET 3-3945 
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K. NYGAARD 


Formerly 
we PARIS 
GENEVA 
NEW YORK 
Plat. Gold, Pall. 


Hand-made & Mfg. Jewelry 
& Watch Cases. Repairs, Set- 
ting, Remodeling. * Model- 
Maker * 

For: Manufacturers, Diamond 
dealers, Retailers, Etc. 


42 Bank St. Waterbury 18, Conn. 























GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Ine. 
Dept. J-8, 541 S. Alexandria, Los Angeles 5, Calif. 








NICKEL SILVER 
PHOSPHOR BRONZE 





THE SEYMOUR MEG. CO. 


SEYMOUR, CONN 








WATCH ATTACHMENTS 


14 K. GOLD 
POPULAR PRICES 
Immediate Delivery 


Sy Oe pews bry be 





580 Sth Ave. New York 19, N. Y. 
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14 kt. Gold on Steril 
TERLING SILVER JEWELRY 
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DON'T FORGET ! 


visit ED FREED 


FOR TOP-NOTCH DISPLAYS! 
't’s Easy To Reach at— 







S.¥. 


FINE STERLING 
HOLLOWWARE 


and 


PY _¥. AUTHENTIC ANTIQUE 


ED DIMES egy TAT 


RICHARD 


72 K STREET 
BOSTON, MASS 
























q Tilden-Thurber opened its Watch Hill 
shop on June 26 with Mrs. Grace B. 
Thornley again in charge. Among the 
items stocked at Watch Hill are party 
favors and sweets. Other Tilden-Thurber 
stores are in the downtown shopping 
section in Providencé, in the East Side 
section of the same city and in New- 
port. 

q The U. S. Department of Labor has 
been granted an injunction which re- 
strains Edwin Smith from employing 
minors under 16 years of age at Smith’s 
glass bead and button plant in East 
Providence. The complaint alleged that 
Smith employed many minors under 16 
in his plant in the last two years. The 
judgment was agreed to by Smith and 
a Department of Labor attorney and 
signed by Federal Judge John P. Har- 
tigan. 

q Herman H. Sohn, of Art Craft Jewel- 
ers, Providence, entered a not guilty 
plea in Federal Court in Providence to 
the charge that he used prohibited tin 
in the manufacture of jewelry. He was 
named in a secret indictment returned 
by the grand jury. 

q David and Oscar Jorjorian have taken 
out a permit to build a one-story build- 
ing for iewelry manufacturing at 150-152 
Point St., Providence. Cost is estimated 
at $10,000. 

q The Federal Court in Providence has 
granted the Rogers Jewelry Company 
until Sept. 8 to complete refunds on 
watches sold at over-ceiling prices and 
to make a final report to the court. 
The company and its president, Joseph 
M. Gordon of Brookline, Mass., last 
March were fined and ordered to make 
the refunds after they pleaded guilty 
to criminal informations charging them 
with overcharging $698 on 40 Swiss 
watches. A final report to the court 
was due in June but a 2-months ex- 
tention was granted to permit auditors 
to complete their work. 

4 Volume is holding up well in most 
Providence jewelry stores although at 
least one is experiencing a letdown in 
sales of costume jewelry. Most of the 
jewelery retailers report that sales are 
not quite at peak levels but add that 
the slight easing is to be expected in 
view of the recent fast pace and to 
seasonal factors. In fact, business is 
being maintained at such a satisfac- 
tory level that some of the stores are 


| bemoaning the inability to expand sell- 


ing space. The addition of electrical 
lines by some stores has increased the 
need for greater space. 

4 Many jewelry manufacturers in the 
Providence-Attleboro area report that 
for the past few months incoming busi- 
ness has shown definite signs of easing. 
This is particularly true of the low- 
vriced lines with the situation quite 
irregular. In fact, makers of many of 
the widely-advertised brands still are 
operating on a quota basis with some 
declaring that they will continue such 
until the end of the year, at least. As 
this is written. jewelrv manufacturers 


| are hopeful that silver soon will be 














NEW ENGLAND 


plentiful because of expected favorable 
action in Congress. Manufacturers q 
pear little disturbed by the likelihood 
that they soon may be paying nearly 
20 cents more per ounce for the metal, 
Meanwhile, the shift to brass base mate- 
rial is gaining momentum even tho 
brass supplies are not yet at a normal 
level. The heip shortage still exists for 
many of the firms but there is no de- 
nying that there has been considerable 
improvement in the general picture over 
the past months. 

q The plant of Cleinman & Sons in 
Providence suffered $30,000 damage 
when a spectacular 2-alarm fire swept 
the building on July 4. Investigation of 
the blaze revealed that the fire probably 
was started by a holiday celebrator, 

q The Providence-Attleboro jewelry area 
was visited by a group of seven British 
delegates who came here to make a two- 
week tour of jewelry and silverware 
companies in New York, Connecticut, 
Rhode Island and Massachusetts. The 
British delegates expressed amazement 
at production methods here and ad- 
mitted freely that their industry was far 
behind. 

q Willard A. Ormsbee, president of the 
Taunton Pearl Works, has been nom- 
inated to succeed himself as_ senator 
from the First Bristol Senatorial Dis- 
trict in Taunton. Mr. Ormsbee is a 
Republican. 

q Signs which read: “Closed Saturdays 
during June, July, and August,” the 
four-day-long 4th of July week end, 
and annual vacations are the talk of 
the town among Boston jewelry circles 
these days. Miss Nancy Bender of 
Nathaniel I. Goodman’s, Jewelers Bldg. 
was spending her time in Gloucester fish- 
ing; in the William J. Orkin Company, 
across the hall, Miss Bess Raymond 
was vacationing on the South Shore 
while Berrill Orkin was heading for 
the White Mountains. At the Louis F. 
Guiness Company, son Edwin was spend- 
ing his time in his outboard motor boat 
at Pemberton, while Herbert Guiness 
was sailing in his star boat. Radner 
Lindequist of John Perry Company, is 
summering at Martha’s Vineyard. Mr. 
and Mrs. William C. Dorrety, following 
a busy season of school and college 
graduations and sports events, are stay- 
ing at the Forest Hills Hotel in Fran- 
conia, N. H., as usual. Mr. and Mrs. 
Eugene Sanger of Sanger & Company, 
dropped in at the New Hampshire con- 
vention and planned to stay at the 
Wentworth-by-the-Sea for a month. 
Mrs. Gertrude Curley of Harry Par 
ritz & Brother is combining a buying 
trip with a vacation in Canada. Forrest 
E. Hammerquist is golfing at both Bar 
Harbor and Buzzards Bay. Elaine Me- 
Collum and Herman Hanson of Swarts , 
child & Company are off for Hartford, 
Conn., and New York City, respectively. 
The Herbert Stranger family is at 
Truro, Cape Cod, location for the suml- 
mer, and throughout both the wholesale 
and retail outlets, the story runs about 
the same—“No news today, every 
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yn vacation.” What better news? 
| Kedecoration schemes continue in 
Boston’s wholesale district, with the 
patrick J. Gill firm, 709 Washington 
Bldg-, jnstalling new fixtures which add 
reatly to the display of a wide range 
of ecclesiastical goods. 

Edmund W. Kirby of the Jewelers 
Building, Boston, is in the hospital 
again, but was reported to be con- 
valescing in fine style. 

4 Arthur M. Horne, Treasurer of the 
Shreve, Crump & Low Company, is 
reported recuperating from a success- 
ful operation at the Peter Bent Brigham 
Hospital, Boston. 

4 William J. Murray, Jr., who recently 
ioined his long-time engraver father in 
the Jewelers Building, has added a line 
of general jewelry to the engraving 
business. 

4 Napoleon O. Cote of Bellows Falls, 

Vt. exhibited two horses at the Man- 
chester Riding Club’s show in Man- 
chester on July 6 and 7, winning four 
ribbons—two seconds, a third, and a 
fourth. Elmer A. Anderson, of Harris, 
& Lawton Company, Jewelers Building, 
who attended the horse show, reports 
that Mr. Cote plans to exhibit the two 
horses, both ridden by his daughter 
Pauline, at several other shows through- 
out the summer. 

4 During the absence in Europe of 
Melwin Lewis, President of Colton, 
Lewis & Company, on an extended buy- 
ing trip, the showroom and offices are 
being enlarged, paneled walls of maple 
and birch installed, new lighting fix- 
tures added, and the whole place gen- 
erally redecorated and refurnished. 
qSanger & Company, Washington 
Building, is showing a new line of 
Swiss music boxes in modern American 
settings, the first to be seen in these 
parts, 

q James Tolliver, popular Negro ex-G.L., 
has opened a new jewelry store at 561 
Columbus Avenue in Boston’s Negro 
area, operating it under the name of 
Jay Jeweler. 
q Eldon T. Fox of Brockton, Mass., has 
opened a new store at 884 Main Street, 
after four years in the Army. He pre- 
viously conducted a store at 1086 Main 
Street, Brockton. 
q An attempt to hold up Arthur Marter, 
Brighton, Mass., jewelry salesman re- 
cently, was thwarted when he knocked 
down the two bandits and they then 
escaped. 
q Arthur S. Kelley, Treasurer of the 
Norling & Bloom Company, Washing- 
ton Building, has been in the hospital 
tecently for an examination. 
4 Morris Norton, who at one time op- 
erated a jewelry store in Beverly, Mass., 
and who since has been doing business 
in Florida, is reported to be planning 
to open a new store in Beverly on Cabot 
Street, nearly opposite his old location. 
( Reuben Parritz, son of Harry Parritz 
of Washington Building, is home for 
an extended furlough from the Navy. 
4 Members of the Thomas Long Asso- 
clates, more than 100 strong, enjoyed 
their annual outing at the Worrick Inn, 
Hull, Mass., on June 30, with a sports 
Program followed ty an excellent shore 
dinner. 
(Two recently returned veterans, Al- 
bert Barker, Army, and Roy T. Cobb, 
Navy, ‘have been added to the sales 
staff of the Charles, Henry & Crowley 
pany, Inc., 8 City Hall Ave, Bos- 
ton, which is now under the ownership 
of H. Paul Siegel. 
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q Frank Pulito, a member of the Horo- 
logical Institute of America, recently 
moved to larger quarters at 1053 E. 
Main St. in Bridgeport, Conn. 

q Kittay & Blitz, Inc.. New York im- 
porters and cutters of precious and 
synthetic stones, are reopening a Branch 
office in Providence, R. I. The branch 
office will be at 76 Dorrance St. and is 
the fulfillment of a promise made to 
K-B customers at the beginning of the 
war when, because of staff shortages, 
their Providence office had to be closed. 
Says Max Kittay: “We hope to be able 





to serve the entire trade in Providence | 


and the Attleboros in the same manner 
we did prior to the start of the war. We 
will carry a complete stock of all types 


of stones in this branch office for im- | 


mediate delivery.” 


Attempt to Get Regulation W 
Written into Permanent Law 
Has Little Chance of Success 


Enactment of legislation authorizing 
and directing continued regulation of 
consumer credit on a permanent basis 
has been recommended to Congress by 
the Federal Reserve System. 

Advancing the proposal in its annual 
report for 1945, the Board of Gover- 
nors declares: 

“There is no way of preventing exces- 
sive expansion and contraction (of the 


business cycle) except by governmental 
regulation of the terms on which con- 


sumer credit shall be made available, 
such as down payments required on in- 
stallment sales or financing, and the 
permissible length of installment con- 
tracts.” 

Despite endorsement of temporary 
continued credit control by both Presi- 
dent Truman, in his message to the Con- 
gress this year, and the House Special 
Committee on Postwar Economic Policy 
and Planning, in view of the general 
opposition here to legislation of this 
type there appears to be no chance of 
the Reserve Board getting Regulation W 
written into law as such. 

It is believed in some quarters that 
the Federal Reserve System might pos- 
sibly get authority to continue consumer 


credit regulation under certain stand- 
largely dis- 
counted because of the obvious diffi- 


ards. But even this is 


culty in setting up standards and also 


because of possible difficulties in admin- 


istration. 


"Never Say Die" is New Motto of 
Zeff Jewelers of Cincinnati Who 
Recovered Jewels after 4 Years 








Manufacturers of 


Emblem Yewelry 


32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


Also available, excellent designs in 

Gents Diamond Mountings, Stone 

Set Gents Rings, Emblem Pins and 
Buttons, Cameo Set Rings. 


Inquiries Invited 
546 S. Meridian St. + Indianapolis 4, Ind. 

















SILVER-MATIC 
ANTI-TARNISH 


Eliminates Polishing — Avoids Scratching 


Used by leading Jewelry 
stores, Silver Manufacturers 
and Silversmiths for the past 
10 years. 

12 Silver-Matic jars for 
$4.80. Sold in dozen lots— 
each jar lasts approximately 
4 months. 


ITEX CHEMICAL CO. 


408 Claremont Parkway Bronx 57, N. Y. 








ARE YOU INTERESTED 


IN 
WORK DONE BY OUR SPECIALISTS 
FOR THE TRADE? 


CONTACT US FOR PROMPT 
AND GUARANTEED SERVICE 


RELIANCE WATCH REPAIR CO. 
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Four years is a long time, but the arm | 


of the law is long, too. 

In 1942, the Zeff Jewelry Co. of Cin- 
cinnati, Ohio, was robbed by thieves 
who grabbed watches and other jewelry 


valued at $260. No trace of the miss- | 


ing loot was ever found by the police. 


No trace, that is, until last month 
when Lt. James Gallucci, a member of 


the Newport police which had worked 


on the case at the time, was informed 
by Cincinnati police that they had re- 
covered a lady’s wrist watch and that 
of the timepiece 


the serial number 
showed it to be one of those taken in 
the Zeff robbery. 





5 BEEKMAN ST. NEW YORK 7, N. Y. 


es 


Freight prepaid in 
the Tait i 





A superior polish 





- made by silver- ed States 
smiths for jewel- ain specified mini- 
ers’ use and resale. | =4 mum lots. 

REED & BARTON TAUNTON, MASS. 
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f Sold only 
WELLS MFG. CO., ATTLEBORO, MASS 
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22 Patterns Sterling Silver 
M ANCQCHESTER 
SILVER COMPANY 


Providence 





Rhode Isiana 








NOW SHOWING! 


The NEW 
FALL LINE 





q The Jewelers’ Association of Balti- 
more held a supper meeting in the 
Emerson Hotel on June 25 and heard 
addresses by Leon J. Engel of J. Engel 
& Co. Inc, and M. L. Millspaugh, 
president of Samuel Kirk & Son. Main 
subject under discussion was “Clocks 
and the OPA,” an issue which is now 
dormant if not dead. One hundred 
twenty-five members attended the ses- 
sion which was enlivened by a vaude- 
ville entertainment and a discussion of 
a forthcoming outing. 
q A convention of the 35 retail stores 
which make up the Jewel Box chain 
in North Carolina and _ neighboring 
states, was held July 7 in Blowing 
Rock, N. C., under the direction of Ned 
W. Cohen, president. The newest addi- 
tion to the Jewel Box chain is the store 
at Elberton, Ga., which was recently 
opened with H. Weinstein as manager. 
q The custom followed by the office and 
outside sales staff of J. Engel & Co., 
Inc., before the war, of holding a dinner 
previous to the fall trips of the sales- 
ee was revived on July 2 when all 
TaN TE 2 ands turned out at Suburban Park to 
TELLTALE” yc. hear discussions of sales methods and 
BALTIMORE 1, MD. general management. Jerome L. Grant 
of the American Jewelry Distributors 
of New York came down to Baltimore 
to address the meeting. 







































K 0 Hn E R q The watch inspectors of the Balti- 
SALESMEN more and Ohio Railroad held a con- 
vention in Atlantic City the week of 
CO m | n G ce June 23. It was called by Sam Wilson 
who is in charge of the management of 

With The the system. 
"WHO'S WHO” q Robert Roman has opened Norbert’s 


jewelry store in Richmond, Va. 


q The Gem Jewelry Store of Jennings, 
Louisiana, made its bow to the public 
on Saturday, June 22, with a formal 
opening. 

q Scott Jewelers have just opened their 
new store at 812 F St., N. W., Wash- 
ington, D. C. and will handle nationally 


In Quality 
Merchandise 













International Silver 


Oneida Community known merchandise. The store will be 
4 Westclox Clocks & Watches operated by Stanley R. Levine. 
Seth Thomas Clocks q The Jewel Box is Albany, Georgia’s 


latest jewelry store. Located at 246 
Broad Ave., it is owned by Ed. Hirsch 
and Milton Berel. Mr. Hirsch is an ex- 
perienced watchmaker formerly with the 


* Acme, Samson, Esemco Rings 
Golden Wheel Dresser Sets 
Ronson Lighters 





Evans Lighters & Compacts Savelle Jewelry Co. and Mr. Berel is 
Deltah Pearls an experienced radio repairman. 
* Marvella Pearls q Sommers & Sommers, wholesale 
Forstner Jewelry jewelers, announce the opening of a new 
Hadley Jewelry showroom and the removal of their of- 
Gemex Watch Bands fice to 324-8329 Candler Building, At- 
Send for Free J-B Watch Bands lanta, Ga. 









“Buying Guide” \ Iskin Jewelry _ 








4 R. P. Guichard, who used to be a 
wholesale jeweler in New Orleans, La., 


has emerged from a temporary retire- 

EG" ment and opened a retail store in Cov- 
ington, La. His store, known as Gui- 

chard’s Jewelers, is an up-to-date 





jewelry establishment featuring a com- 
plete line of fine jewelry and national- 
ly advertised merchandise. 

q The Van Jewelry Company at Daw- 
son, Georgia, has just completed re- 


WHOLESALE 


21 W. BALTIMORE ST. 
BALTIMORE ], MARYLAND 
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THE SOUTH 


modeling and redecorating their build- 
ing located on Lee Street. 


q Hobson Brothers Jewelry Company 
has opened a new and remodeled store 
at Cedartown, Georgia C. W. Hobson 
is manager of the store. 


q The Danson Company has opened 
business at 4444 Marietta Street in At- 
lanta, Georgia. The company is manu- 
facturer’s representative for David D, 
Leavy, costume jewelry. 

q The Driefus Jewelry Co. of Memphis 
is to establish a Driefus Jewelry Store 
in Blytheville, Ark., with articles of in- 
corporation filed at Little Rock. 


q William Zale, vice president of the 
Zale Jewelry Company, Dallas, Tex., has 
announced that the firm will open a 
new retail sales store in the new Oak 
Cliff shopping center now under con- 
struction. It will have a modern front 
facing two streets and the interior will 
be equipped with the newest type of 
walnut fixtures and air conditioning. A 
full line of jewelry and electrical appli- 
ances will be carried. Harold Shack- 
man will be manager of the new store, 
which is the nineteenth in the expanding 
firm’s circle. 


4 Cliff Maddox, has been named adver- 
tising and sales promotion manager for 
the Gordon Jewelry stores throughout 
the southwest. He is a former Hous- 
ton, Texas, advertising man. A. E. 
Gross, former general manager of one 
of Houston’s largest advertising agen- 
cies, has been named as assistant to Mad- 
dox. 

4 Morris Schreiber has purchased Alan's 
Jewelry store at 409 22nd Street, Waco, 
Texas, and changed its name to the 
Schreiber Jewelry Company. 




















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


® JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 
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German Clock Industry 
ready to Start Again 
say British Experts 


There is little evidence that the Ger- 
man watch and clock industry suffered 
any great inconvenience during the war 
either from lack of raw materials or 
jabor, according to a report recently 
made public by a team of British ex- 

rts who visited Germany shortly after 
Tae of the factories were damaged 
as a result of air raids, although the 
town of Pforzheim, which contained 
some watch factories, had been bombed. 
The report of the investigators contains 
statistics, engineering procedure and 
methods employed by the German watch 
and clock industry. 

BLACK FOREST CENTER 

The Black Forest district was the 
center of the area under investigation 
and the Britons found that practically 
all the factories usually used in the 
watch and clock industry had been en- 
gaged during the later years of the war 
almost exclusively in the production of 
various types of fuses. The team was, 
therefore, not able to examine the indus- 
try as a whole under actual working 
conditions. Most of the factories that 
were at work were employing only a 
skeleton labor force, either to maintain 
the plant and re-arrange it for clock and 
watch production, or to carry out small- 
scale manufacturing. 

Great quantities of raw material was 
found in all the factories visited, particu- 
larly brass and steel strip. The finish 
was extremely fine and it was apparent 
that great care is taken to provide good 
material, one of the most important items 
in the manufacture of watches and 
clocks. 

EXCELLENT MACHINES 

The British were impressed by the 
excellence of most of the machines in the 
German factories, singling out for spe- 
cial mention the small automatics of 
Swiss and German manufacture, small 
gear cutting machines, etc. From all 
appearances, these factories are ready 
to start work as soon as they are al- 
lowed to do so. 

The German clock industry dates 
back to the eighteenth century but it 
got its major impetus when Gebruder 
Junghans introduced mechanized pro- 
duction. Through mergers after the first 
World War, a cartel was formed which 
regulated prices and terms on the home 
market, 

Before the war much attention was 
devoted to the education of trainees for 
the factories. The British report gives 
detailed information on these practices 
as well as manufacturing methods. 
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| Small Business Helps; Aids in 
Home Building Available to Gis 
And Civilians from Government 


A number of excellent booklets aimed 
at veterans who are thinking of going 
into business and/or building their own 
homes have been published recently. 

Veterans Adrhfnistration regional of- 
fices have obtained sets of small business 
manuals, prepared by the U. S. Depart- 
ment of Commerce, which may be bor- 
rowed by disabled veterans planning to 
go into business or take on-the-job train- 
ing, VA announced. 

Manuals describing the following fields 
have been distributed in limited numbers 
to regional offices: 

Metal working, shoe repairing, small 
sawmill business, apparel store, auto- 
mobile repair shop, retail bakery, beauty 
shop, dry cleaning establishment, elec- 
trical appliance and radio shop, grocery 
store, hardware store, service station, 
painting and decorating contracting busi- 
ness, real estate and insurance brokerage, 
and concrete block making. 

The following manuals are being pre- 
pared by the Commerce Department and 
will be released to VA upon publica- 
tion: 

Building contracting business, heating 
and plumbing establishment, laundry, 
restaurant, and variety and general mer- 
chandise store. Two complete sets of the 
manuals also will be distributed to each 
VA guidance center. 

The General Electric Company is now 
offering to people who are thinking seri- 
ously of building or remodeling a house 
one of the most complete works yet pub- 
lished on planning your home for better 
living electrically. 

A 64-page, profusely illustrated, full- 
color publication, it will soon be avail- 
able through General Electric Appliance 
retailers at 25 cents a copy. 

Theme of the booklet, a product of 
long research by the company, is that, 
no matter what kind of house a person 
is planning, “you should realize what 
electricity can mean to you in the 
economical operation of the home.” 





GLAMORIZING 











To signify that Dorothy McGuire, RKO 
star, has gone glamorous for her new film, 
"Till the End of Time," they photograph 
her with a new hair-do, a brooding expres- 
sion, and some striking jewelry. Here she 
wears pearls twisted around a gold chain 
adorned by an antique gold coin. 











Prompt Mail Service 


GOLDBERG & POSSOFF 


S. GOLDIN & CO. 
124 South Sth Street 
Philadelphia 7, Pa. 
WATCHMAKER'S TOOLS & MATERIALS 
JEWELER'S FINDINGS & SUPPLIES 
DISTRIBUTORS 


K & D- TOOLS - LEVIN-L & R PRODUCTS 
8-B CRYSTALS - G-8 FLEXO 
KESTERMAN - BANDS - WRISTOCRAT 











BELMAR CREATIONS 
Watches & Jewelry 


¢ Louis SickLEs 
1 1015 Chestnut St. Philadelphia 
22 West 48th St. New York 








Rely On 


A source of watchmaker’s and jeweler’s 
supplies which you know is complete. 
See page 341. 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 
Wholesale Jewelers 
134 So. 8th Street, Phila. 7, Pa. 











YARD F. BROGAN 
Mountings and Wedding Rings 
055 Sinton Sues. sai 














Pa by ON 


Practically everything sold hk (or used in aleuelry store 
Scranton, Peune. 


Exclusively Wholesale” 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somersel Streets 
PHILADELPHIA, PA, 

















BOWMAN 
Technical School 


Engravers, Jewelers 
wi fer free beokiet, 
“Help Yourself to a Setter 

OnE 1. BOWMAN Director 
57 Years’ Service Bowman Bide. Lancester. Pa. 
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MICHIGAN DIAL REFINISHING CO. 


603-4 METROPOLITAN BLDG. 
DETROIT, 
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q George F. May, retail jeweler of 
Homewood, Illinois for the past 17 years, 
and one of the organizers of the Bank 
of Homewood, which opened late in 
July, was elected president of the bank 
at a recent meeting of the directors. 
This is a state bank with federal in- 
surance and the first one to open since 
the two banks of the city were closed 
in 1932. Mr. May has been director of 
the Homewood Building & Loan Asso- 
ciation for the past 6 years. 


q Al H. Greene, Longines-Wittnauer 
Watch Co., 29 E. Madison St., does 
not crave publicity but when he goes 
after it he goes in a big way, even in 
sports events. In order to make the 
first page of the sports section of Chi- 
cago papers he used his No. 6 iron and 
dropped the ball in the 16th hole, 114 
yards, of the Idlewild Country Club, of 
which he is a member. 


q Leland C. Fay of Leland C. Fay, Inc., 
123 N. Oak Park Ave., Oak Park, Illinois 





| has announced the purchase of the Boy- 
| son Jewelry & Optical Co., at LaGrange, 








Illinois and from July Ist this business 
will be operated as Leland C. Fay, Inc. 


q Henry J. Lackritz, of Lackritz Jewel- 
ers, Inc., 547 N. Michigan Ave., has had 
several experiences with thieves since 
he moved to this location from 29 E. 
Madison St., last year and the latest 
included a window smashing. In view 
of hundreds of pedestrians and motorists 
a daring thief broke the window with a 
mallet, grabbed two watches, five 
platinum clips and a bracelet valued at 
$14,580 and escaped by running south 
until he reached a wire fence overlook- 
ing Grand Ave., which he climbed over, 
eluding two policemen who had taken 
up the chase. 


q Steven Reinhold, manager of the 
Porto Rico headquarters’ of Reinhold 
Bros., diamond cutters, New York, made 
his first visit to Chicago last month and 
spent several days getting acquainted 
with the trade here and establishing a 
Chicago office at 29 E. Madison St. This 


| office will be in charge of Ray Woods. 


q The 1946 Sales Conference of M. A. 
Mead & Co., was held June 22-29 at 
Carlson’s Camp on the Cisco chain of 
Lakes, on the Wisconsin-Michigan line. 
Those who participated were Jack Mont- 
gomery, Mead Montgomery, Dana Jones, 
executives, and the following sales rep- 
resentatives: Al Schonmacher, W. L. 
Heinberg, Chicago; Ed Berg, Herb 
Richmond, Detroit; Ed Stern, Robert 
Sachs, New York; John Joseph, Gil 
Farkas, Pittsburgh; Wes Jackson. 
Delaware, Ohio; Lou Gollberg, Mil- 
waukee; and Fritz Fromm, Indian- 
apolis. 

Visitors at the camp during the week 
were Jack Keenan, Hamilton Watch 
Co., and George Hartman, Geo. H. 
Hartman Co., advertising agency, Chi- 
cago. The company reports that the 
business sessions, which did not take 
up too much time, were very gratifying 
but reports on other activities vary con- 
siderable. Lou Gollberg and Gil Farkas 
won the cash prizes for most fish caught, 


CHICAGO. 


















Fritz Fromm and Ed Stern complained 
that the guides took them to the poor 
spots. John Joseph is credited with the 
largest earning in poker which was 
largely financed by the fish prize of Gj 
Farkas. 


q Morrey M. Schur, who was associated 
with the A. Hirsch Co., in Chicago for 
nearly 25 years, resigned as secretary of 
the company recently and entered bugj- 
ness for himself. He purchased the Van 
Schyndle Co., Grand Rapids, Michigan, 
and moved the business to Chicago where 
is is installed on the 6th floor of the North 
American Building at State and Mon- 
roe Sts., and will be operated as Van 
Schyndle Co., Inc. Mr. Schur expects to 
add to the Van Schyndle line of cog- 
tume jewelry a number of top quality 
nationally known jewelry lines. 





q Ira M. Ogush recently returned from 
overseas where he was a First Lieutenant 
with the Twentieth Air Force on Saipan, 
A veteran of 35 successful missions as 
a pilot over Japanese territory, he 
brought back with him the Distinguished 
Flying Cross, Air Medal with three Oak 
Leaf Clusters, three battle stars on the 
Pacific theatre ribbon and a Presidential 
Unit Citation. He is now associated with 
Paul H. Samuels, Inc., of Chicago, Amer- 
ican distributors of Blancpain Watches, 
and has taken over the Sales Depart- 
ment. 


q Calvin Carl Rose, a graduate this June 
from Northwestern University, Evans- 
ton, IIl., will be associated in business 
with his father as assistant manager of 
the Carl Rose Jewelry Store, Fort 
Wayne, Ind. 


q Walter Flora of Decatur, Ill, has 
been joined in business by his two sons 
Walter Flora, Jr., and William Flora. 
The firm name, which for the past 24 
years has been known as Curtis Optical 
and Jewelry Co., has been changed to 
Walter Flora & Sons. 


q A consent judgment for $20,000 dam- 
ages was entered on July 18 agai” ¢ the 
Western Picture Frame Co., 0.59 &. 
Ashland Avenue, by U. S._ District 
Judge Walter J.. LaBuy in connection 
with overceiling sales of cocktail, cof- 
fee and other miscellaneous tables. 

The action was initiated early last 
year as a result of overcharges ranging 
from 50 cents to $2 on the manufactur 
er’s sales of items with ccilings from 
$5.45 to $13.95. 

Although OPA was dead at the time, 
the case was followed through because 
the law authorized comp!etion of prose- 
cution of violations which occurred be- 
fore last June 30 and an executive or 
der issued by President Truman 0 
June 30 designated the OPA as the 
agency to handle such prosecutions. 

Judge LaBuy also ordered a judg 
ment for $2,000 damages against the 
Medal Watch Co., formerly operated by 
Morry and Ruth Medal at 55 E. Wash- 
ington Blvd., who signed a stipulation 
acknowledging the sale of imported 
Swiss watches above wholesale ceiling 
prices between December, 1943, and 
December, 1944. 
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The West Coast 
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q Harry and Albert Judis have opened 
a new jewelry store at 1088 S. Fairfax 
Ave., Los Angeles under the name of 
Edes Jewelers. Albert Judis was re- 
cently discharged from the aviation 
pranch of the Coast Guard. Before that 
he was doing trade watch repairing in 
Toledo. : 

John Berger and Anthony Corona are 

rtners in a new jewelry store at 446 
N. Fairfax Ave., Los Angeles. Berger 
for 20 years operated a jewelry store 
in Brighton South Coast, England, com- 
ing to Southern California 12 years ago, 
while Corona has been doing trade watch 
work at 707 S. Broadway, L. A. 

Floyd Carr, who has been in the 
jewelry business in El Segunda for 20 
years, is now proprietor of a new 
jewelry store in his home town. Alyer 
Hampden is manager of the new store. 
(Rose Jewelry Co., wholesale jewelers, 
have moved to new quarters in the 
Metropolitan Building, Los Angeles. The 
move gives them five times their former 
space. Electrical appliances and silver- 
ware have been added to their line. 
qSol Markus recently bought The 
Broadway Jewelry Store at 4755 S. 
Broadway, Los Angeles. The store has 
been completely remodeled and the name 
changed to Marks Jewelers. Marks was 
recently discharged from the Coast 
Guard. 
¢ A new jewelry store has been opened 
at 5266 Lankershim Blvd., North Holly- 
wood, by Joseph York. Previously York 
managed the Finley Credit Jewelry 
sture in this same Los Angeles suburb. 
qC. R. Bevinger, originally from 
Evansville, Ind., and who operated a 
jewelery store in Universal City, now 
has a very modern jewelry store in 
North Hollywood. 

q Abe and Dave Donin have bought the 
Lenzer Jewelry Store at 4411 S. Broad- 
way, Los Angeles and changed the name 
to Donin’s Jewelers. Abe Donin was 
connected with the Pacific Watch 
Crystal Co. in Los Angeles. 

qGranat Bros., San Francisco jewelers, 
last month announced the acquisition of 
19,000 feet of additional sales and execu- 
tive office space adjoining their present 
downtown store at Grant and Geary 
Streets. The six-story Marion Building 
on Geary St. has been leased and its 
ground floor will be used exclusively for 
a large department featuring sterling 
silver flatware and hollow ware. 


4 Pacific Coast wholesale jewelers have 
inaugurated a credit reporting service 
through which numbers are given prompt 
reports on delinquent retail firms, an- 
nounces Cecil Muchmore, Seattle, presi- 
dent of the Washington and Oregon 
Wholesale Jewelers Association. Indi- 
vidual credit reports are sent by the 
wholesalers to the association secretary’s 
office in San Francisco which, in turn, 
mails out the reports on credit status 
to members of the association. 
(Among the jewelers in Seattle plan- 
ning expansion or remodeling work 
are Burt’s and Saul’s. Harry Saul is 
awaiting approval from the OPA to 
begin remodeling work which will en- 
large the store. Max and Nathan 
Bender, owners of Burt’s, are enlarging 
to take in an adjoining store which will 
give them an additional 1,000 square 
feet of floor space. 
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q Manufacturing jewelers in Seattle re- 
cently signed a new contract with the 
union which provides for appreciable 
wage increases for employees. The new 
scale is $85 for a 40-hour week, as com- 
pared with the old scale of $60 and a 
44-hour week. The new agreement is 
similar to the one signed earlier which 
gave watchmakers $85 for a 40-hour 
week, 

q Something new in the way of schools 
has been launched at Snohomish, Wash., 
with formation of the Northwest School 
of Watchmaking which will open August 
1. The school is equipped to handle 100 
students in a 42-week course of study 
and work in watchmaking and repairing. 
Incorporators are C. A. Stokes, who will 
manage the school; R. B. Putman and 
Ellen E. Putman. 

qC. E. Van Atter is remodeling his 
newly opened jewelry store located at 
328 W. Las Tunis Dr., San Gabriel, 
Calif. 

q Harry Sosin has opened a jewelry 
store at 8108 Beverly Drive, Los Angeles. 
He came to Los Angeles from Bruns- 
wick, N. J., where he and his two broth- 
ers operate the Sosin Bros. jewelry 
store. 

q The J. A. Meyers & Co., Los Angeles, 
manufacturers of Western style hand 
engraved sterling buckles and watch 
straps, announce the expansion of their 
line to include such items as Western 
hand carved leather belts, carved and 
tooled billfolds, silver inlaid and en- 
graved spurs and bits; fine silver mount- 
ed bridles and martingales, engraved con- 
chos and other Western styles articles. 
All items manufactured in California, 
thus making the J. A. Meyers & Co. one 
of the most complete Western jewelry 
and gift sources available. 





Hoosier Horos Held Successful 
Convention in Indianapolis; 
Elect Isenthal New President 


The Thirteenth Annual Convention of 
the Watchmakers’ Association of Indi- 
ana was the most successful ever held, 
both in point of interest and attendance. 
The large Boulevard Room of the Hotel 
Antlers, Indianapolis, was filled to ca- 
pacity and standing room was at a 
premium from the time President Ed- 
ison Abbott called the convention to 
order at 10 a. m. until the newly elected 
president, Howard R. Isenthal, Indian- 
apolis, adjourned the meeting at 5:30 

. mm 

William H. Samelius, dean of the 
Elgin Watchmakers’ College, opened the 
afternoon session with a lecture on “Ad- 
justing the Escapement.” He was fol- 
lowed by Col. Harry Henshel of the 
Bulova Watch Co., who described the 
Bulova Plan for the rehabilitation of the 
disabled veterans. Further discussion of 
the Bulova Plan came from Howard L. 
Beehler, dean of the Joseph Bulova 
School of Watchmaking. The new and 
interesting Elgin sound film, “Manufac- 
turing of Jewel Bearings” was shown 
at the convention. 

Officers elected for the year ending 
June 80, 1947 are: President, Howard 
R. Isenthal, Indianapolis; Vice Pres- 
ident, Paul R. Sheddrick, Middletown; 
Secretary-Treasurer, Thomas E. Cook, 
Indianapolis. Directors for the four 
year term are Edison Abbott, Kokomo 
and Frank A. Kroetz, Valparaiso. The 
Managing Director is L, R. Douglas, 
Indianapolis. 








EXCLUSIVE 
DESIGNS 


FINEST 
QUALITY 


14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 
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COMBINATION SETS 


Write for Our New 
Illustrated Catalogue 
WHEN IN CHICAGO VISIT OUR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 
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MANUFACTURERS 


Special Order Work 


413 RACE ST. 
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5 S.WABASH AVE. CHICAGO ILL. 
USED MOVEMENTS 1 | 2 
Good Condition 
Good Dials 
age 
74,82.80— 184, $3.50 | THE PRICE OF 
8 Size Hunting, 
Elgin, waltham NEW MATERIALS 
75, $1.26—15J,$1. Wheels, pinions, 
18 Size O-F. pallet forks, etc., 
Elgin, Waltham } pe 
7J,$1.50—15J, $2.00 or all watches. 
6 Size in, Wal- Send sample of 
tham, Hunting what you want! All 
7J,$1.60—155.$2.00 | Guoranteed! Remit 
6% Rect only If satisfactory. 





6J, $2.00—15). $2.50 






























WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 


5 E. Third St. Cincinnati, Ohio 








DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnat:, Ohio 








KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDC. CINCINNATI, O. 








Harry Greenwold Co. 
VIRGIN Diamonds 
CELLINICRAFT Jewelry 


e IANMIIL TONS 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 


to your customers with confidence 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
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q J. F. Tigue, Warren Telechron Co., 
who recently moved to Cincinnati, is a 
new member of the Town Criers. 

q Jack Gerwe of Gerwe-Brown Co. has 
returned from a July vacation. 

q Carl Benkaser of the same firm left 
for his annual vacation. 

q Paul Seibel, Hamilton Watch Co., was 
a recent visitor here. 


q Clarence Loeb recently attended the 
Indiana Twenty-four Karat Club con- 
vention at French Lick, Indiana. 


q The Town Criers held a luncheon June 
27 at the Sinton Hotel Rathskellar. It 
was decided to hold meetings on the 
last Tuesday in each month. 

q William Owens of Gerwe-Brown Co., 
was home on a visit and left on his sell- 
ing trip on July 8. 

q Fred Lounsbury, Community Silver 
Co., made a special trip to attend the 
annual picnic of the Wholesale & Re- 
tail Jewelers at Ryland, Ky. 


q Two new store openings took place 
last month. Kidd & Phelps Jewelers 
have established themselves at 8426 
Warsaw Ave. Al Cooper opened a 
store at Fourth and Race St., to be 
known as Cooper & Co. He also runs 
the watch repair shop in Rollman’s, a 
local department store. Cooper is an 
ex-GI who is swinging successfully into 
civilian life. 





Trade Diversion from an Unusual 
Quarter—Buffalo Jeweler Builds 
Clocks in His Spare Time 


Dr. George D. Pickens, Buffalo, N. Y., 
dentist, has been told he is in the 
wrong profession. Before you take this 
as a reflection on his dentistry, get the 
record straight. 


The folks telling hini this are not 
necessarily patients, but persons who 
have seen and admired his grandfather 
clocks either in his own home or in the 
homes of his married daughters in 
Arcade and Machias. 

Dr. Pickens, whose hobby before 
turning to clocks was woodwork and 
cabinet-making, became interested in the 
big timepieces about 1938, when he 
scouted all the antique shops in West- 
ern New York in search of a grand- 
father clock and could find none he 
liked. 


“So I decided if I wanted one I'd 
have to make it myself,” he explained. 
Before wartime shortages caught up 
with him, he turned out four, one for 
his home, one for his office and one each 
for his daughters. 

“Understand,” he said, “I don’t make 
the works, I just make the casing for 
the clock and fit the works into it. Be- 
fore the war, I used to get Westminster 
chimes imported from Germany. These 
cannot be obtained now, and whether 
they will be on the market again is 
problematical. The last clock I made 
did not use them. I located and pur- 
chased some old wooden works of a 
grandfather clock which had never had 
a casing.” 


ie CINCINNATI. 


q Maury Gerwe of Gerwe-Brown (y, 
attended the Dallas Gift Show on June 
28-July 5. Others in his party wer 
Ollie Ollson, Jule Courtois and Gab. 
Marshall. 


q George Hook, retail jeweler in 67 
Mercantile Library Building, celebrateg 
his twenty-fifth wedding anniversary 
recently and at the same time celebrated 
the remodeling of his shop. 


q Arthur Westrich of the Liberal Say. 
ings Bank Building held open house re 
cently in celebration of his son, Dick's, 
graduation. His other son, Robert, re. 
turned a few weeks later after a two 
year hitch in the Marines. 


q Purchase of the Margel Manufactur- 
ing Co., Cleveland, jewelry firm, has 
been announced by Leroy Nehls and 
Grover Krieger, both of Oak Harbor, 
O., who said they planned to move the 
factory equipment to Oak Harbor as 
soon as a site is obtained. 


q Schaefer-Wissman Jewelers, Inc., San- 
dusky, O., has been chartered under 
Ohio laws by the Secretary of State's 
office, with authority to issue 250 shares 
of no par value common stock, prin- 
cipals being Ray F. Wissman, E. H, 
Davidson, and Agnes Thayer. 


q Al Backer of Backer’s Jewelry, has 
been named a member of the board of 
trustees of the Convention Bureau of 
the Chamber of Commerce in Akron. 


q Paris Jewelers, Inc., Toledo, has been 
incorported _by Leland Ziegler, R. 
Pfleger and Joseph O. Epstein. The 
firm will open at 336 Summit St. about 
Sept. 15. Philip M. Paris is vice presi- 
dent and secretary of the company. 


q The Mac C. Willis jewelry store, 621 
Adams St., Toledo, has been sold to 
Fred Edison and Gale Schendelman. The 
sale was for the store without merchan- 
dise. The new company will operate u- 
der the name of “Best Jewelers.” Mr, 
Willis, a Toledo jeweler for the past 
25 years, will move to Los Angeles 
where he intends to open a new store. 


4q Les Heimberger, president of the 
Heimberger Jewelry Co., Columbus, 0, 
has been elected first vice president of 
the Columbus Cooperative Service Club 
for the coming year. 
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CJA Tour 
(From page 447) 


by act of parliament and the 
oa first goal is to offer the cer- 
tificate program to the war veterans who 
are now under training in the govern- 
ment rehabilitation scheme. 

Accompanying the president on the 
western tour were two directors of the 
association, Adam Purves of Hamilton, 
Ontario, and Walter H. Perkins, also 
of Hamilton. A third director, James 
C, Grier of Toronto, joined the party in 
Alberta. Other members of the associa- 
tion who joined the executive at different 

rts of the tour included Jack Young, 
Toronto, W. Arnold, Vancouver, H. Mc- 
Coy, Regina, and B. Sheppard of 
Niagara Falls. 

Norman J. Leach, the national secre- 
tary-treasurer of the association, joined 
the party in Regina. At the meeting in 
this center, Mr. Day told his listeners 
what the association had been doing re- 

rding the taxation problem, while Mr. 
Leach spoke about the Canadian Jewel- 
lers Institute. This same program was 
carried out in Winnipeg and Fort Will- 
jam. 

Adam Purves, chairman of the re- 
habilitation committee, spoke at several 
meetings about association work of pro- 
viding an advisory committee on re- 
habilitation for Canada’s veterans. He 
outlined the program of various train- 
ing schools for watchmakers throughout 
the Dominion, and expressed the belief 
that veterans trained in these schools 
will make excellent craftsmen and will 
be well qualified to earn their living in 
the watch repair trade. Mr. Purves also 
praised the instructors who are train- 
ing the students at the rehab schools. 
Another indication of the educational 
training now going on was cited with 
the gem-setting school at Toronto. 


NEW ADVERTISING PROGRAM 


Waiter H. Perkins, director of pub- 
licity, outlined the new cooperative ad- 
vertising program of the association, in 
which the association will provide local 
groups of jewelers with prepared ad- 
vertisements for newspapers. The plan, 
as outlined, provides that local retailers 
will pay for the ads. The new program 
was enthusiastically endorsed by retail 
jewelers everywhere and the association 
was urged to start work on the plan 
immediately. Suggestions were made 
that the advertisements be improved as 
much as possible with particular atten- 
tion paid to evolving bigger ads next 
fall for the Christmas trade. 


LOCAL JEWELERS SHOW INTEREST 


_ Throughout the entire tour, local 
jewelers held business sessions where 
various aspects of retailing were dis- 
cussed. General feeling was often ex- 
pressed by retailers that the watch re- 
pair price list of the C.J.A. be re- 
vived upward, and this was recom- 
mended to the board. 

Wide interest was shown in the re- 
habilitation program of the association, 
and inquiries were made concerning 
methods approved by the Department 
of Veterans Affairs on the training-on- 
the job scheme. 

A number of local jewelers associa- 
tions planned interesting and attractive 
parties for the C.J.A. delegation who 
Were entertained at these social gather- 
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Czech vewelry Workers 
Take Skill to Germany 
After 250-Year Exile 


One of those reverse migrations that 
now are occurring around the borders 
of Germany has uprooted the skilled 
artisans of an industry that for 250 
years brought fame to Gablonz, a little 
town in the Sudetenland. 

In Europe, or in North America, the 
name “Gablonz” has meant the most 
artistic, the most skillfully contrived and 
the most beautiful modern costume 
jewelry—shoe buckles, rings, necklaces, 
glass and crystal ornaments. 


The artisans of Gablonz now have 
had to use up the other half of the 
ticket their ancestors took 250 years 
ago when they moved their families and 
their tools down from the Thuringian 
Hills. They fled from Lauscha to Gab- 
lonz to escape the tyrannies and taxa- 
tions of despotic dukes who were 
strangling their growing trade. Now, 
their land und homes reclaimed by the 
Czechs, they have trickled down into 
Thuringia to be settled in new home- 
steads under the protection of the Rus- 
sians who administer that zone of Ger- 
many. 


INDUSTRY GOES TOO 


With the artisans goes the industry, 
for jewelry making is a highly skilled, 
artistic trade, and as practised in that 
town was a “home industry” with rarely 
more than 10 persons engaged in a 
single enterprise. The German element 
of the population controlled it almost 
entirely. In addition to the workers and 
nanufacturers, a whole system of trade 
has moved into Thuringia, centering 
around the one industry—sales agents, 
exporters, designers and brokers. 

The Thuringian government has 
formed a special commission to care 
for the Gablonz peeple and settle them 
in the most appropriate areas, where 
they can start their work again. Con- 
struction of full scale settlements is 
planned in three areas to meet the 
manufacturing needs of special groups. 


A few firms already have opened up 
shop and some hand-made products are 
appearing, although machinery still is 
lacking. 


Jewelers’ Sales Up 24 Per Cent 
In June over June 1945; Up Only 
Two Per Cent Over May This Year 


Jewelry store sales were 24 per cent 
higher in June, 1946, than in June, 1945, 
but rose only 2 per cent over May of 
this year, according to an announcement 
released by the director of the census. 
Jewelry sales went along with sales of 
all independent retailers in their rise, 
since the over-al] average over June, 
1945, was 22 per cent. The average of 
all independent retailers in June as com- 
pared with May dropped 4 per cent. 





ing after the day’s business was done. 
Towns and cities visited by the C.J.A. 
representatives included Vancouver, Vic- 
toria, Kelowna, Nelson, Lethbridge, 


Calgary, Edmonton, Saskatoon, Regina, 
Winnipeg, Fort William and Port Ar- 
thur. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 «LIBERTY AVE., PITTSBURGH 








ATTENTION! 


WHOLESALERS 
and DISTRIBUTORS 


WATCHES AND MOVEMENTS 
ALWAYS ON HAND 


* 
Enquiries Solicited 


M. DAVIDOVITCH 
& SONS, LTD. 


359 ST. JAMES STREET W. 
MONTREAL, QUE. 











CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 te $30.00 


503-7 Hippodrome Bldg. 
CLEVELAND 14, OHIO 











STAR GARNETS 
Of the better quality. Deep rich red, with 4 
rayed star. Quoted on request. 
CRYSTAL SPECIMENS of all kinds for window 
display. Free price list. 
Vv. D. HILL 


Complete Gem & Mineral Establishment 
R#7, Box CD Salem, Oregon 








BOUND FOR NEW YORK? 
setter ste ED FREED 


1233 Avenue of the Americas,at 49 St 
























Where to Buy 
IMPORTED 
China and Glass 












JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Marray Hill 38-5460 








Wedgwood Ware 


Bone China Dinnerware, Queensware 


Jasper and Black Basalt 
Trade-Mark WED@WOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 











MADDOCK & MILLER, INC. 
English China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 








ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Teapots, Sugars and Creamers, Individ- 
ual Breakfast Sety 


TEDMAN IMPORTING CO. 
225 Fifth Ave. Room 829 New Yerk, N. Y. 








: importers of 
Ces) ENGLISH CHINA 
.> and 
EARTHENWARE 


stock and Import 
FONDEVILLE & CO., INC. 
149 Fifth Ave. New York 10, N. Y. 





AL. 4-0104 











ROYAL DOULTON 


English Bone China and HKarthenware 


DOULTON and CO., Inc. 
Successors To 
WM. S&S. PITCAIRN CORPORATION 
212 Fifth Ave. 


New York, N. Y. 
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Now that OPA is Back. Here is a 
List of Goods Under its Control 


Now that OPA has returned after its 
24-day vacation, it may be useful for 
jewelers to refresh their memories as to 
what is, and what is not subject to 
price control. The following list is al- 
phabetically arranged to show the chief 
jeweler’s items and their relationship 
to OPA. 


Subject to Price Control 


Alarm Clocks 

Aluminum ware 

Baby Sets, flatware 

Cameras and Supplies 

Carving Sets 

Casseroles 

China eating utensils 

Chromium goods 

Clocks, except grandfather 

Clock-type Watches 

Coffee Makers, electric 

Cosmetics 

Cutlery 

Electrical Appliances 

Eye Glasses 

Flatware, sterling and plated 

Fountain Pens 

Glassware 

Hand Bags 

Lamps 

Lamp Shades 

Leather Goods 

Luggage 

Mechanical Pencils 

Phonographs 

Pictures, unframed, except hand painted 

Pottery eating utensils 

Radios 

Silver, domestic and foreign 

Silverware, sterling and plated flatware 

Silverware Chests 

Suit Cases 

Umbrellas 

Typewriters 

Watch Cases, not jewel-set 

Watches, Swiss (unless set with precious 
stones) 

Watches, Non-Jeweled 


Not Under Price Control 


Billfolds ’ 
Binoculars 

Belt Buckles 

Bracelets 

Brass, Bronze Novelties 
Brooches 

Canes 

Chain by the Foot 

Chains 

Charms 

China, decorative 

Church Goods 

Cigarette Cases 

Cigarette Lighters 

Clocks, grandfather 
Cocktail Shakers 

Collar Buttons 

Compacts 

Crosses 

Cuff Links 

Diamonds 

Diamond Mountings 
Earrings 

mblems 

Findings 

Gems 

Glassware, decorative 

Gold Bullion, Semi-fabricated gold 
Greeting Cards 
Hollowware, sterling or plated 
Ice Bowls 

Imitation Stones 

Insignia 





lridiuin 

Jewel Cases 

Jewelry, all 

Jewelry Cleaners 

Key Cases, chains 
Leather Goods, small 
Lighters, all 

Loving Cups 

Medallions 

Money Clips 

Mountings 

Musical Instruments 
Osmium 

Palladium 

Pearl Essence 

Pearls, genuine, imitation 
Perfume 

Phonograph Records 
Pictures, framed 

Pipes 

Plaques 

Pocket Knives 

Pottery, decorative 
Precious Stones 
Rhodium 

Ruthenium 
Semi-precious stones 
Silver Deposit Ware 
Silver Plated Hollowware 
Smoking Equipment 
Stones, all 

Toilet Sets 

Trophies 

Vanity Cases 

Wallets 

Watch Bracelets and Bands 
Watches, American jeweled 
Watch Chains 





Smart New Store 

A new smart jewelry store has been 
opened in the Sacramento Hotel in 
Sacramento by Robert Powell with Jack 
Favre as manager under the name of 
Robert Powell, Jewelers. The firm has 
spared nothing to make this an outstand- 
ing store in the community. In addition 
to the jewelry department, a complete 
line of nationally advertised appliances 
is featured. 


Hotels Liable 
(From page 454) 

jewelry because of its excessive value, 
and under some state statutes this would 
be a good plea. However, under the 
Wisconsin statute such exoneration from 
liability may have been intended but is 
not clearly expressed, and using the 
rule of strict construction referred to 
above, it is our opinion that your liability 
in such cases would be $300.00 but no 
more.” 














Lamberton 


IVORY CHINA 


Ddinies 


























a Tvory ; distributed by 
China | FISHER, BRUCEs C0. 
made in Fimerica Phila.: 221 we = 
= New York: 1107 Broadwoy 
SWEDISH CRYSTAL 
Kosta Alsterfors - 
Maleras Bohlmarks 


DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 
212 Fifth Avenue New York 10, N. Y- 
MUrray Hill 3-8948 
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Dp M. BARINGER, 72, president of 
AD. Norton Co., Gloversville, N. Y., 
died recently at his home there. Mr. 
Baringer is a past president of the New 
York State Retail Jewelers Association 
and was active for many years in the 
affairs of the American National Re- 
tail Jewelers Association. In addition 
to being a former president he was 
also at one time or another vice pres- 
jdent, treasurer and member of the 
executive committee of the New York 
RJA, of which he was a charter member. 
Before joining Norton, Mr. Baringer 
had been with J. B. Storer of Akron, 
Ohio and T. C. Tanke of Buffalo, N. 
Y., and he joined Norton in 1902. 


EDWIN H. DEAN, 71, for many years 
the secretary-treasurer of the Maiden 
Lane Historical Society, died on May 4. 
Mr. Dean had been in the jewelry busi- 
ness since 1891 when he was apprenticed 
to Nelson A. Soggs, jeweler, in his home 
town of Binghampton, N. Y. Later he 
became a Salesman for ‘Tiffany & Co. 
and was at various times associated with 
a number of New York diamond and 
jewelry houses. In 1910 he went into 
business for himself on Maiden Lane. 
In addition to his membership in the 
Maiden Lane Historical Society he also 
belong to the Twenty-four Karat Club 
of the City of New York. 


CECIL T. CRABTREE, Owner of the Albert 
B. Jones jewelry store in Seattle, died 
in June at the age of 45. He formerly 
was employed by the Dunbar Jewelry 
store in Yakima, Wash. 


WILL T. CuRTIN, 71, one of the best 
known jewelers of Akron, O., died June 
15, after a two-day illness. He had been 
in the jewelry business for half a cen- 
tury, coming to Akron in 1896, and had 
worked in his store at 133 So. Main St., 
Akron, until his death. 


Frep v. Pp. evtiorr, 58, who opened his 
own jewelry.store in 1940 after many 
years as a watchmaker and _ jewelry 
craftsman, died June 15 in his home in 
Wakefield, Mass. 


_ WARREN HARRISON, 52, Newark, N. Y., 
jeweler and sportsman, died suddenly 
at his home July 1. He came to New- 
ark from Syracuse in 1937 and was asso- 
ciated with Lee Jewelers, East Union 
St. Mr. Harrison, a veteran of World 
War I, was active in local sports. He 
is survived by his widow, Dorothy; a son, 
Warren, Jr.; a daughter, Rita; a 
brother, Sidney, and a sister, Mrs. Henry 
J. Wilson. 


JAMES B. HAUBER, jeweler, who operat- 
ed a store in Mountain Grove, Mo., died 
recently in a hospital in Springfield, Mo. 


DAVID N. MIDTHUN, pioneer Portland, 
Ore., manufacturing jeweer died at 70 
in June. He had lived in Portland 40 
years, . 


DAVID DEBELL PICKERING, 73, who be- 
came a well-known amateur astronomer 
and painter after his retirement from the 
Jewelry manufacturing business in New- 
ark, died June 15 at his home in East 
Orange, N. J. Mr. Pickering retired as 
vice-president of Henry Blank Co., 19 
Liberty St., Newark, in 1926, but con- 
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tinued as a member of the board of 
directors until last January. 


WILLIAM L. STONE, retired sales execu- | 
tive of The Gorham Company and one 
time president of the Boston Jewelers’ 
Club, died in Scotia, New York, on June 
17. He was 71 years old. Mr. Stone 
devoted his life to The Gorham Company 
with which he became associated on No- 
vember 1, 1901, when he was employed 
by the Gorham retail store, 19 Street 
and Broadway, New York. In 1912 he 
became manager of the Boston office 
and in 1927 moved to Providence as 


WILLIAM L. 
STONE 





assistant sales manager. He retired on 
February 1, 1942. 

Always the salesman and a loyal 
friend of the retail jeweler, Mr. Stone 
was known in the jewelry trade from 
coast to coast. For many years he was 
an active member of the Boston Jewel- 
ers’ Club, serving as president from 1929 
to 1933 and was an honorary member 
and director at the time of his death. 


HENRY G. THRESHER, 91, partner in 
Waite, Thresher & Co., until it was dis- 
solved in 1938, died June 26 in Paw- 
tucket, R. I. 

Mr. Thresher represented Providence 
jewelry men at the 1909 tariff hearings 
and was instrumental in getting Presi- 
dent Taft to come to Providence to 
address a meeting of jewelry manufgc- 
turers. 


SYLVAN WOLFSHEIM, 54, president of 
Wolfsheim & Sachs, New York jewelry 
display and box manufacturers, died 
suddenly July 21. Well known in the 
trade, Mr. Wolfsheim was held in par- 


SYLVAN 
WOLFSHEIM 





ticularly high esteem by his many de- 
voted employees. Born in New York in 
1892, Mr. Wolfsheim joined Wolfsheim 
& Sachs, of which his father was co- 
founder, about 35 years ago. 





Where to Buy 
AMERICAN 
China and Glass 






ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 

DE LUXE TABLEWARE 
for the 

FINE CHINA TRADE 

/ MADE IN AMERICA- MADE OF AMERICA 

212 Fifth Ave., New York, N. Y. 





THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
1550 MERCHANDIGE MART 


28 W. 23rd ST. 
NEW YORK CITY CHICAGO, ILL. 








wy LENOX 


America’s Finest 


LENOX CHINA 


MADE INU.S-% Trenton 5, New Jersey 








“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, 
Perfume Bottles and 
Smoking Accessories 


ENRIGHT-LE CARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5558 











Kinsindton © 


eme CRYSTAL ano BENT GLASS 


« « Giftware of Distinction - > 





KENSINGTON, ING. NEW KENSINGTON, PA. 





HAWKES CRYSTAL 
GLASSWARE W 


M 


for discriminating , 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. orp waterzror: ~ 














GIFTS for MEN 


comprehensive selection of 


Accessories with Sporting Motifs. 
LYNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Available 


225 FIFTH AVENUE 
SUN GLO STUDIOS Fay YoRk i0'N, y. 











225 Filth Avenue 


Merchandise Mart 
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Fitting a Balanee Staff 


Fourth in a series of articles on methods used in removing and 


replacing a damaged staff. Part six herewith, tells how to 


match a new staff and how to test for thickness of the pivot. 


by HENRY B. FRIED 


Executive Secretary, 


The Horological Society of N. Y. 


Part VI: 


ANY watchmakers are prone to accept a staff 

for granted, relying upon the word of the supply 

house or the label on the envelope. They may make a 

preliminary fit of the balance and roller. However, 

after the staff is staked to the balance wheel the errors 
become apparent. 


—_} UPPER PIVOT 
—" (CYLINDBICAL PORTION) 










TING COUNTERSINK 
BALANCE SEAT 
BALANCE HUB 


‘\_ROLLER SEAT 











ROLLER POST 





CONE 
—} CHLINDRICAL PORTION 





LOWER PIVOT 





Fig. 24. Nomenclature of a typical staff of the rivet type. 


While it may be possible to obtain genuine staffs for 
many types of watches, these do not always fit. This 
may be due to the hole in the balance wheel becoming 
enlarged through previous careless handling and re- 
moval of staffs. The jewels may have been replaced or 
the roller table may fit loosely because the hole in the 
roller has been stretched by forcing it upon a staff that 
was oversize on that part. For these reasons it becomes 
necessary to make a comparison between the various 
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Matching a Balance Staff 


parts of the new staff with the dimensions and charac- 
teristics of the old one. 

Since frequent reference will be made to certain parts 
of the staff, a complete knowledge of the names of 
these parts is desirable. Figure 24 shows a typical bal- 
ance staff of the rivet type with the nomenclature clearly 
indicated. 

Figure 25 shows this staff with the dimensional lines 


<-(8) 
<0)» 
Op 


Fig. 25. Riveted type balance stoff 
with dimensional lines indicated and 
lettered in order of their importance. 
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Available Again At Last 





/ 
Y France si¥° 


For generations, the VIF round watch glass has been the ac- 
cepted leader, and no wonder. The VTF factories in France have 


been turning out perfect glass watch crystals ever since 1848. 


Like so many precious things, VIF French round watch glasses 
have been unobtainable since before the war. Now, at last, they 


are in the market again, in flawless, pre-war quality. 


Shipments of MI-CONCAVES and GENEVAS have already ar- 
rived, and we expect that MI-EMPS and LENTILLE CHEVEES will 
be available shortly. 


Always ask for the best, the glass with the blue beaded label. 


See your authorized VTF dealer today 


HAMMEL, RIGLANDER & CO., Inc. 


Exclusive Distributors 
395 FOURTH AVE. o NEW YORK 16, N. Y. 
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indicated and lettered in the sequence of their com- 
parative importance. “A” is the height overall, or the 
distance between the cap jewels; ““B” is the thickness 
of the shoulder that fits into the balance wheel; “C”’ is 
the thickness of the roller post- measured at the base of 
the post; ““D” is the thickness of the hairspring shoulder ; 
“EK” is the distance from the balance seat to the tip of 
the lower pivot. 


























8 A C 


Fig. 26. Three staffs all of the same height and thick- 
ness, yet staffs B and C are not suited to the sample A. 


The height overall is the most important measure- 
ment of the staff. This decides whether the staff will 
equal the distance between the lower cap jewel (end- 
stone) and the upper balance bridge cap jewel. A staff 
that is shorter than the height of the sample will not 
receive the support of both balance hole jewels and the 
watch will not run. Staffs that are slightly higher may 
be turned down to size on the lathe with skillful 
manipulation. 

When measuring a broken sample staff with a broken 
pivot, 0.25 m/m may be added to the total height for 
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Fig. 27. To guard against loss of original staff, a freehand 
sketch may be made with dimensions noted as shown here. 


each broken pivot if it is a wristwatch staff. Pocket 
watch staffs have slightly longer pivots and 0.30 m/m 
may be added for each broken pivot. For example, let 
us assume that both pivots on a 1014 ligne man’s wrist- 
watch are broken. Measuring the staff from pivot stump 
to the opposite one, the micrometer reading is 3.07 
m/m. Adding 0.25 m/m for each of the two missing 
pivots gives 3.57 as the total height. This will serve as 
a close estimate of the measurements for the new staff. 

Measurement “E” is very important because this 
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height decides in what plane the balance wheel will, 
move. If the distance “E”’ is too great, the balance will 
be too high and scrape or touch the center wheel or the 
bottom of the balance wheel bridge. It might also cage 
the balance arms to scrape or catch upon the regulato, 
key. 

Figure 26 shows three staffs, all of the same hej 
and thicknesses of all parts are alike. Yet the staffs “R” 
and “C” are not suited to the sample “A”. Staff “Ct 
if fitted will cause the balance to scrape the pallet 
bridge and the roller table to touch the pallet fork. The 
hairspring will not lie flat, being pushed upwards, Staf 
“B” if fitted, will cause the opposite effect. Here the 
balance will be in too high a plane and scrape the center 
wheel or the regulator key. The roller may be too high 
as well, failing to engage the pallet fork. It can readily 
be seen why measurement “E” is important. 

Gauging a staff can be done with a micrometer oy 
some reliable gauge. In order to guard against the logs 
of the sample, measurements of the staff should be taken 
immediately after the staff is removed from the balance, 
It is suggested that a freehand sketch of the staff be 





Fig. 28. Balance wheel shoulder must be of sufficient 
height to permit enough metal to be riveted over hole. 


made and the measurements noted on the left side of the 
sketched staff. The measurements of the replacement 
staff may be noted on the right side so that a quick com- 
parison of the values of each are noted. Figure 27 il- 
lustrates this. 





A B Cc D 


Fig. 29. To test thickness of roller post, place roller 
table over post. A well-fitting staff will permit the 
table to be pushed down about three-fourths of the post. 


In the absence of a micrometer or gauge, the balance 
wheel hole, rollér table and hairspring collet may serve 
as the gauges themselves. After lining up the replace 
ment staff with the sample as in Fig. 26 and the heights 
“A” and “E” seem acceptable, the new staff is placed 
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Something new for women? 


Yes, Sir! The New G-E Chef 


A combination Electric Kitchen Clock and Timer 


This new G-E clock has been made for 
any household tasks that need to be 
timed to a second—or up to an hour. 


Like this. . . 


When some dish has to cook for 14 
minutes flat—set THE CHEF’s timer 
and forget it. You'll be alerted. When 
asparagus has to come out of the pres- 
sure cooker on the dot, THE CHEF will 
say “when!” Clothes in the washer should 
be “activated”’ only a certain length of 
time. Set THE CHEF — its timer will 
buzz you. 

THE CHEF is a brand-new idea in elec- 
tric kitchen clocks, with an accurate, eas- 


ily operated timer alarm. Customers will 
appreciate its helps through busy days, 
when jobs pile up. 


On the wall—on the shelf 


Mount THE CHEF on the wall or set it on 
the counters, shelves, or work surfaces. 


A-C only. 


Choice of fourcolors—Plasticcase gives 
customers four choices of colors: Chi- 
nese red, Nile green, white, ivory. Stock 
THE CHEF — available soon—it’s a sure- 
selling feature for your line! General 
Electric Company, Appliance and Mer- 
chandise Dept., Bridgeport 2, Conn. 


(56) General Electtic Clocks 
GENERAL @ ELECTRIC 
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Here’s another G-E “‘first’’— the Tune- 


A-Larm! It starts your day with music. 
Just plug your radio into the back, tune 
to your favorite station, flick the switches. 
At rising time— MUSIC! Loud or soft, as 
you like it. 
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in the balance hole. It should fit closely and snugly. 
If it is too loose, the staff will require excessive spread- 
ing with the result that the balance will not be secured 
firmly to the staff and the punch may harm the balance. 
A fair test for fitness used by many watchmakers is to 


place the staff in the balance with the tweezers. The , 


staff should fit closely enough so that when the balance 
wheel is turned upside-down, the staff will not fall out 
of the balance hole. A staff that fits tightly is acceptable. 
A staff that is too thick for the balance hole may be 
turned down on the lathe. The balance hole should 
never be enlarged to accommodate such a staff, remem: 
bering the rule that no part of the watch should bi 








Fig. 30. A simple method of testing pivot thickness of 
new staff is to place the pivot into back end of balance 
jewel hole and noticing its inclination from the upright. 


altered to fit a strange piece of material—rather fit 
the material to the watch. 

Another factor to be considered is that the balance 
wheel shoulder must be of sufficient height to permi! 
enough metal to be riveted over the edge of the hole iv 
the balance wheel. In Fig. 28B, the riveting shoulde 


Fig. 31. Showing the staff in the sec- 
tional horizontal plane with height of 
staff indicated between the cap jewels 
with component parts of balance assembly. 


is too low. Here the punch will engage the balance 
rather than the staff and spoil the balance wheel. The 
correct proportion in this part is shown in 28A. 

To test the thickness of the roller post, place the 
roller table over the roller post as in Fig. 29. A well- 
fitting staff will permit the roller table to be pushed 
down with the tweezers about three quarters of the 
roller post before being staked down to the balance 
hub. The extra quarter length is needed to permit the 
roller table to be driven downward on the tapered pos* 
to become firmly secured. 

If the roller post is so thick that it will allow th. 
roller table to go on but part of the way as in Fig. 29B, 
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it may be turned or ground down so that the p 

fitting of the roller is more like in 29A. Driving the 
roller downward on such a thick roller post wil] Cause 
the roller table to become crushed or cracked ag jn 29, 
In such a case the roller table is useless. 

Rollers that go down further than three quarters jp 
the preliminary fit will not remain firm on the rolly 
post and will work loose later. 

To test the thickness of the hairspring post the hajp. 
spring collet is slipped onto the hairspring shoulder of 
the staff while it rests on the bench block. If the haip. 
spring collet slips on this shoulder with just a littl. 
pressure it is acceptable. A staff with too thick a hair 
spring shoulder or one too thin will only cause trouble 
or mishap to the hairspring. A staff with a hairspring 
thoulder a few hundredths of a millimeter thicker thay 
the original staff will cause the hairspring collet tp 
spread or crack as well as to distort the inner coils of 
the spring. A thin hairspring shoulder will not permit 
a firm grip and efforts to close the collet so that it 
grasps the staff will only cause the collet to crack of 
become misshapen. 


TESTING THE STAFF FOR PIVOT THICKNESS 


A simple method of testing the pivot thickness of 
ihe new staff and its suitability to the balance jewels 
is to place the pivot into the back end of the hole of the 
balance jewels and noticing its inclination from the up- 
right as shown in Fig. 30. Both pivots should be tested 
in their respective jewel holes. For this purpose the cap 
jewels should be removed. A pivot that is of the proper 
thickness, neither too tight or too loose in the jewel, 
would have just enough freedom inside the jewel holes 
to permit the staff to incline from the upright about 
five degrees when permitted to stand alone. (Fig. 30B). 
A pivot that is too thick will bind in the jewel and not 
incline at all, standing upright as in Fig. 30A. A bal- 
ance staff pivot that is too thin will have too much side 


ie oa 





shake in the balance jewel holes and by test will incline 
excessively in the jewel holes (Fig. 30C). Such a pivot 
may cause the watch to stop when it is held in the 
pendant position. 

Pivots that are too thick may be ground and polished 
to correct size and fit. All corrections and adjustments 
to the new staff should be made before staking the staf 
to the balance. This is advisable because then the staf 
may be easily handled and the balance is not likely 
be damaged. Furthermore, should adjustments to the 
staff be unsatisfactory, the trouble of removing them 
from the balance is avoided. 

(Please turn to page 482) 
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“I hesitated a long time before buying this register, feeling 
that a small business like mine could not afford this type of 
system. However, I now realize that the small business is the 
one that cannot afford to be without one. 

“It is the only system I have ever used that gives accurate 
and dependable information as to sales and expenditures. 
In regard to sales, 1 can compare one day with another, one 
week or one month with another. I can also tell where I am 
spending too much money, and in some cases, where I may 
not be spending enough. 
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6 I am 100% satisfied with my 
National Cash Register system 





‘Another feature that appeals to me a lot is the fact that 
I can do all necessary checking, balancing, and bookkeeping 
within a few minutes each day. I do not hesitate to recom- 
mend this National Cash Register System to any merchant.” 

Your local National representative awaits your call. Let 
him show you how the right National Cash Register System 
will help you to keep track of federal and state taxes .. . 
enable you to record and control lay-away and installment 
plans more effectively . . . speed service to customers . . . save 
money . . . and keep better records in your jewelry store. 


@See the National Cash Register for Jewelry Stores 


This National Cash Register is designed for use in jewelry stores. It will enable 
you to know how your profit-building specialty items are selling. It records sales 
made in each of five departments and provides individual cash drawers and totals 
for each of four salespeople. It also shows a total of money paid out. In addition, 
the register prints a receipt, or certifies a sales-slip, on every transaction. Specially 
designed models for time-payment sales are available for stores handling this 
work. Ask your National representative for a demonstration. The National 
Cash Register Company, Dayton 9, Ohio. Offices in principal cities. 


CASH REGISTERS * ADDING MACHINES 
ACCOUNTING-BOOKKEEPING MACHINES 
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EGRINDING JEWELS—I have some diamond- 

charged copper laps for my lathe which I want to 

use for altering angles on pallet stones, regrinding and 

polishing endstones, shortening roller-jewels, etc.; but 

find I need some general information about such work, 

also how to keep the laps in order. Can you recommend 
| a book for this? (Question No. 5854) C. R. 





Answer—A thorough background of knowledge for 

the work you describe can be had by studying a book: 

“Diamond and Gem Stone Industrial Production,” by 

Paul Grodzinski, which is the most thorough treatise so 

far published on this subject. This book was published 

in 1942 by N. A. G. Press, Ltd. (Arthur Tremayne), 

London, England; U. S. A. distributor, Henry Paulson 
& Co., Chicago. 


ROOVED STAFFS—What difference is there in 

these new grooved staffs in Hamilton and Elgin 
watches? I mean the kind of staffs that can be just 
knocked out with staking tool to remove old staff for 
replacing it. (Question No. 5855) K. L. S. 


Answer—The Elgin staff of the type in question, 
has the groove cut into the corner where the balance- 
shoulder meets the balance-seat or top of hub. In the 
Hamilton grooved staff, the groove is cut into the top 
of the riveting-shoulder. ; 







LD CLOCK—How old, and how valuable, would a 

clock be that has a foreign-made movement in a 
case made of some kind of black stone, heavy and pol- 
ished on the outside. The only name is a little blurred, 
stamped on the black plate, looks like ‘Vincent & Cie,” 
and ‘“‘Medialle d’Argent” below the name. (Question 
No. 5856) B. R. 













Answer—lIt is quite clear that your clock is of 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


French make, by a firm Vincenti & Cie., who were in 
business at Montbeliard, Doubs, France, between 1832 
and 1860. The term “Medialle d’Argent” (“silver 
medal’’) indicates that the firm one time won a medal at 
some exhibition—and that this clock is one of a commer- 
cial line, made in quantities, and probably a good clock, 
but not in the class of masterpieces that have high values 
as collectors’ specimens. This clock, approximately a 
century old, therefore not old enough to have a value for 
the sake of its age alone, should be considered worth as 
much as anyone would be willing to pay for it as a clock 
for use, rather than as an “antique,” and of course the 
way to determine this would be to offer it for sale and 
find the highest price someone would pay for it. 


LECTROPLATING BOOK—Can you recommend 

a good book on all kinds of electroplaitng; not a 
brief description of this work, but rather a thorough 
treatise, that would fit into doing this work as a business 
in itself; what I mean is a book on equipment of a regu- 
lar plating shop and the use of it—not on merely light 
“gilding,” etc., as done in smaller jewelry repair shops. 
(Question No. 5857) E. N. G. 


Answer—The kind of book you indicate would be 
“The Electro-deposition of Metals,” by Langbein & 
Bennt; but since this has been for some time sold out, in 
our stock, and “out-of-print” as a publishers’ item, you 
would have to locate a copy by writing around to jewel- 
ers’ supply dealers, until perhaps one is found still in 
stock; or you might find a second-hand copy in your city 
at Leary’s Old Book Store, Ninth Street below Market 
Street, or from any other dealer in used technical books. 


EMOVING BALANCE—In this army post I have 
been doing some minor watch repair jobs without 
much instruction except what I have gotten out of books. 
One thing I am wondering about is whether I am taking 
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wateh repairing 


FASTER, WITH PROVEN ACCURACY | VA ML A B / £ 


and with greater profit 


for prompt 
delivery 


When watches come in for repairs, a 
WatchMaster printed record tells you 
immediately what is wrong with the 
watch. When work is completed, a 
chart gives you the 24-hour rate (with 
the watch in any position) all in 30 














Our government orders now completed, prompt 
delivery is again assured on "SUC" Unbreakable 


Watch Crystals and Cabinets. 
seconds p : Fancy and Lentille Crystals......... 75¢ per dozen 
And, repairs done with “proven” accu- Lentilles in 1/16 VTF Sizes......... 90¢ per dozen 


racy justify higher charges, too. 
Write for details about the 





The 
“BIG BUSINESS BUILDER" 











332 American Time Products, Ine. Assortment No. B-6 ... 10 Gross Fancy Crystals (1 each 
of 1440 of the most popular numbers), 2 Gross Lentilles, 

er: 580 Fifth Avenue, New York 19 (an assortment of all the 125 sizes), and a complete in- 

at . serting set, housed in a 12 drawer steel cabinet. 

er- Price complete: $138.00 

ck, 





al Round Crystals for Waterproof Watches 


k RHINESTONE ~~ 
: WATCH  \ 
: DIALS 


in various color blanks and stones 





We carry a complete line of round crystals for water- 




















end WITH LEG POSITION TO FIT proof watches, which are extra heavy and extra high. 
va cialis Price $1.50 per dozen 
igh ALL MODELS: 
ess SWISS, ELGIN, WALTHAM, BULOVA, BENRUS 
a‘ MOVEMENTS, ETC. The “LITTLE GIANT" 
gu Assortment No. L-I18 . .. Itt 
ght | SRE Gross of all the 125 sizes of Len- 
oe vane “ae Ae oe Maa Chae tilles in '/ sizes, and complete 
ps. , @ i oe 4 , & | eo 3 | inserting set, packed in attractive 
Se cuss 4! | $ 3 . 2 5 De cevcove’ @4] | mahogany wooden chest. 
ea O cH bes Oo cH; Price $26.00 
be ip? | per dial ye eo] 
& t & ¢ @ & & | 
Ahir lh \ 
, in ———— 
you ACTUAL SIZE ACTUAL SIZE 





l- \ . * ; 
7 Mail orders filled same day as received Write for catalog 


a awe STANDARD UNBREAKABLE WATCH CRYSTALS, Inc. 




















ket Send check or Money Order 385 Gerard Avenue, New York 51, N. Y. 
sks. (NO POSTAGE STAMPS ACCEPTED) Wholesale Distributors: 

a HAMMEL, RIGLANDER & CO., Inc. 
ave MODERN DIAL COMPANY 395 Fourth Avenue, New York 16, N. Y. 
out 3001 WEST 29TH STREET If your jobber does not carry SUC, write us for 
rks. BROOKLYN 24, N. Y. the name and address of your nearest dealer. 
ing 
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eff the balance in the correct way, by removing screw, 
lifting cock with tweezers, balance hanging by _hair- 
spring; reversing this when assembling. Please advise 
me. (Question No. 5858) R. W. 


Answer—The way you describe is open to an objec- 
tion, that is needlessly risks bending the hairspring more 
or less out of shape. We would recommend, instead, this 
way: (1) Unscrew the hairspring-stud screw or if stud 
is otherwise fastened to balance-cock, loosen it in its 
seat, so it is free; (2) remove the balance-cock screw; 
(8) carefully lift off the balance-cock, seeing to it that 
the stud is free, so the hairspring is not lifted up; (4) 
with tweezers, carefully lift out the balance. In assem- 
bling, reverse the order of these operations. 


USIC BOX PARTS—Is there any firm where I 
could buy repair parts for a large old Swiss music- 
box? One is a fan, with a sort of worm-gear on its arbor, 


that someone has about ruined trying to repair it. 
(Question No. 5859) F. D. 


Answer—Some firms that specialize in repairs for 
music boxes are: Glenn P. Heckert, Massillon, Ohio; 
A. V. Bornand, Pelham, N. Y.; Frank Galian, 1230 Pine 
St., Philadelphia, Pa. Whether any of these would sell 
parts for you to use in a job, rather than do the job 
himself, would have to be ascertained by writing to one 
or more of them. 


poeeus PAINT—What do you think of recoat- 
ing luminous hands, by scraping off material from 
damaged hands, mixing this with a varnish, using the 
mixture to repaint hands and dials? And what kind of 
varnish could be used? (Question No. 5860) D. M. 


Answer—We believe you would find an attempt to 
reuse old luminous paint, disappointing. It would be 
more economical to buy one of the small outfits, includ- 
ing the paint, proper brushes and instructions for the 
work, from your watch material dealer. Such outfits are 
on the market, made up by Hammel Riglander & Co., 
895 Fourth Avenue, New York. If your regular mate- 
rial house does not sell them, you could obtain address of 
one who does, from the firm named above. 


LOCK WEIGHTS—What is the rule to get the cor- 
rect one of the weights on each side of a striking 
grandfather clock? (Question No. 5861) M. L. 


Answer—Practically all “grandfather” or long-case 
clocks are designed so that the heavier weight is needed 
on the striking side. Sometimes, instead of doing the 
work necessary to have the “going” or timekeeping side 
in good order (escapement, train, etc.), a workman may 
hang the heavier striking weight on the time train—a 
variety of botchwork that at least runs the clock even if 
the strike doesn’t work. So that finding the heavy weight 
on the time-side when a clock-job comes to you does not 
mean that the clock was so designed. If the lighter 
weight won’t run the time-train, faults should be looked 
for there, and remedied, so that the light weight will 
give the pendulum ample arcs of motion. 


482 


ECOVERING GOLD—How can we handle gold. 
filled scrap to recover the gold separated from the 
base metal? (Question No. 5862) J. M. 


Answer—Processes for doing this work are many. 
always a choice of which to use, depends upon the kind 
and condition of materials, which must be sorted and 
grouped for treatment. This classification, and a tabula. 
tion of methods to be used, are explained in a publics. 
tion “Technical Paper No. 342—The Recovery of Plat. 
num, Gold and Silver from Jewelers’ Wastes,” by C, W, 
Davis, which may be obtained by sending five cents to 
The Superintendent of Documents, Government Print. 
ing Office, Washington, D. C. 


Lanes WATCH—A few years ago, we were 
told by a watch factory salesman that a ladies’ 
wrist-watch must be wound morning and evening. Is this 
true? (Question No. 5863) F. M. A. 


Answer—Unless we “interpret” the salesman’s state- 
ment for all that he perhaps had in mind in making it, 
we would say that it was not exactly true, because a 
well-designed and well-made watch of any size should 
run 24 hours between windings. But maybe he had in 
mind the well-known carelessness of many watch-wear- 
ers, who forget to wind watches regularly, and for whom 
a habit of winding at shorter intervals would lessen a 
risk of stoppage by running down. Another thing he may 
have taken into account is that because of the very 
small crowns of bracelet watches, the wearer is apt to 
quit winding before the spring is really fully wound, in 
fact when about half-wound. Wouldn’t a practical way 
to decide whether to advise your customers to wind twice 
a day, be to do so with only those who have shown that 
they are careless in winding? These are apt to bring 
watches in with complaints of stopping, that are found 
due to insufficient windng. 





FITTING A BALANCE STAFF 
(From page 478) 


Figure 31 shows the staff in the sectional horizontal 
plane. Here the height of the staff is indicated between 
the cap jewels with the component parts of the balance 
assembly and pallet. A well fitted staff should provide 
for a slight amount of endshake, indicated by “A” in 
Fig. 31. The lower part of the balance should have 
sufficient clearance above the pallet bridge, indicated by 
“B”. It should also have clearance above this point 60 
that the regulator key does not come into contact with 
the upper part of the balance wheel arms shown by the 
lines “C”. “D” is the height of the staff measured from 
the lower cap jewel or the tip of the lower pivot to the 
balance wheel seat. “E”, the hairspring has its collet 
resting upon the staff and balance and remains in 4 
level plane. 

Should the movement be turned over, the endshake 
(A) is kept to such minor proportions that the distances 
“B”, “C”, and “D” are not disturbed enough to cause 
the regulator key to scrape the balance arms or the 
balance to scrape an overlapping center wheel. 

(To be Continued) 
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=, Styles, Colors Fitted. 
Write for Price List 


SPECIALIZING IN 
FANCY ROCS AND LUCITES 


ARTCRAFT 
CRUSTAL CO. 


542 So. B’way 
LOS ANGELES 13, 
CALIFORNIA 























GEMS AND GEM MATERIALS 


By EDWARD H. KRAUS and CHESTER B. SLAWSON 


This book describes practically every commercially 
important gem and gem material, classifies the 
material according to various properties, includes 
tables of comparative gem and gem material 
characteristics and presents available information 
on manufactured gems. Written by two outstand- 
ing authorities. Profusely illustrated. 


7 
Price $3.00 Postpaid 
* 
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100 East 42nd Street, New York 17, N. Y. 
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“Elast’ Main vimentin 


Manufactured by Ed. Hoffman, Switzerland 


@ Preferred by expert watchmakers since 1889. Extra super- | 
fine quality. Hand-made of the finest Swedish steel. Ac- | 
curately gauged, uniformly tempered. Individually packed 
in moisture-proof envelopes. Available only through recog- 
nized watch material jobbers. Write for latest stock sheet. 


Special springs for industrial uses, made to specifications 


Imported and distributed by 


SWISAM TRADING CORPORATION 


51 EAST 42nd STREET, NEW YORK 17, N. Y. 


A few choice territories available for commission repre- 
sentatives. Write for details. 
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“Duality WATCH OIL 


| FOR OVER A CENTURY 
\ WILLIAM F- 




















WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 
Dept C. Peoria, IH. 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, Se. a word. 

SITUATION WANTED 75ce. for first 25 
words. Additional words, Se. a word. 

Heavy type, $3.00 for first 25 words. Ad- 
ditional words, 10c, a word. 

Name, address, initials and abbreviations 
count as words, and are charged for as part 
of the advertisement. 

If answers are to be forwarded, enclose 15¢. 
extra to cover postage. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of r dati 


Jewelers’ Circular-Keystone 
100 E. 42nd St, New York 17 





—— EEE 
Situations Wanted 


7Se. for first 25 werds, Se. for each addi- 
tienal word; minimum charge 75c. 





VETERAN desires “on-the-job training” 
in watchmaking under G.I. Bill; New 
York City only. Arthur Jaffe, 2015 E. 
14th St., Brooklyn 29, N. Y. 





WATCHMAKER, first class, 22 years’ 
experience; married; best references; 
South or Southwest preferred; state 
salary, full details. Address “L., 4120,” 
eare J C-K 





WATCHMAKER, 25 years’ experience, 
at present employed, but desires 
change; must be permanent; best of 
references. Address “K., 4211,’ care 
J C-K. 





WATCHMAKER wants position in charge 
of watch repair department; best of 
references; 25 years’ experience; pre- 
fer city not over 25,000. Address ‘“M., 
4212,” care J C-K. 


JEWELRY saleslady; experienced selling 
fine and costume jewelry; alert, per- 
sonable, attractive; capable handling 
stock and inventory records. Address 
“F., 4162,” care J C-K. 


DIAMOND man, 43 years old, thoroughly 
experienced, good connections Antwerp 
and Paris, excellent references, desires 
position as buyer for Chicago firm. 
Address “L., 4189,” care J C-K. 


WATCHMAKER, engraver and jeweler, 
Bradley graduate; veteran; 30 years 
old; married; would like a permanent 
position out West. Address “K., 4256,” 
care J C-K. 














CLERK or salesman, thoroughly experi- 
enced handling watches; veteran, 26, 
married; nine years with watch im- 
porters. Herbert J. Bitter, 1321 W. 
Farms Rd., Bronx 59, N. Y. DA 9-2511. 


RECOGNIZED one of America’s best, 
this man seeks affiliation as store man- 
ager with some highly rated, well es- 
tablished organization. Address “A., 
4103,” care J C-K. 


WATCHMAKER, with 25 years’ experi- 
ence, wants permanent position with 
reliable concern; married; best refer- 
ences furnished; please mention salary 
and store hours. Address “A., 4134,” 
care J C-K. 








JEWELER-engraver, 21 years present 
position, wishes connection Arizona or 
California, because of wife’s health; 
A-1 references; write or wire details 
to “Jeweler,” 316 E. Filmore St. 
Petersburg, Va. 





TOP-FLIGHT retail jewelry executive, 
outstanding qualities of leadership, can 
be invaluable to important organiza- 
tion anywhere; knows management, 
buying, promotion, selling; experienced 
in department, chain, class stores, Ad- 
dress “W., 4191,” care J C-K. 





YOUNG lady, executive, long diversified 
experience, bookkeeping, secretarial, 
and all phases office details, desires 
permanent connection with progressive 


diamond or jewelry concern; highest 
references. Address “H., 4269,” care 
J C-K 





SALESMAN desires top salary position 
or management of modern store; 
presently located in Pacific north- 
west; excellent salesman; _ thor- 
oughly experienced in every phase 
of business; well qualified. Address 
“R., 4214,” care J C-K. 





MANAGER, salesman, buyer, capable, 
experienced, reliable, desires employ- 
ment with opportunity to purchase 
partnership in credit jewelry business ; 
excellent contacts and references; ad- 
vise full particulars; confidential. Ad- 
dress “V., 4245,” care J C-K. 





MANAGER-salesman, presently em- 
ployed in city of 50,000 desiring to 
make change; 28 years old and 
married; nine years’ experience in 
buying, selling, window trimming 
and installment work. Address “J., 
4153,” care J C-K. 





IMPORTERS, jobbers, case-manufac- 
turers; first class watchmaker and 
watchcaser, 35, married, many years’ 


experience with importers, tired of 
working at the bench, wants position 
with a future as salesman, adviser to 
bas etc. Address “D., 3995,” care 





SALESMAN, experienced and capable in 
retail selling, desires position in good 
store where ability and conscientious 
application are appreciated; thoroughly 
familiar with all departments of retail 
store; married; no preference on loca- 
tion; will go to any city. Address 
“Circular 1459,” Room 1415, Heyworth 
Bldg., Chicago 2. 





JEWELRY store manager, presently 
employed, will consider change; 
fully informed all details in opera- 
tion of retail credit stores; young, 
college graduate, diplomatically ag- 
gressive, merchandiser, promoter, 
good salesman and administrator; 
minimum salary first year $10,000. 
Address “B., 4258,” care J C-K. 





CAPABLE, experienced, progressive 
minded, credit jewelry store manager, 
buying, selling, jewelry and watch re- 
pair estimator, window trimmer, dis- 
play, advertising and promotion ideas; 
employed at present, desires connec- 
tion with progressive firm; willing to 
purchase part interest at present or 
e _ Address “M., 3953,” care 
2 Oa 





SALESMAN, traveling, experienced, ag- 
gressive, with following retail trade, 
seeks better line of costume or staple 
jewelry ; manufacturer preferred; com- 
— basis. Address “A., 4137,” care 





MAN wishes position with diamond im- 
porter or diamond mounted jewelry 
concern, or watch importer; inside or 
outside, selling or office manager; 
varied experience; 20 years in line. 
Address “E., 4231,” care J C-K. 








RETAIL salesman, 14 years’ experi- 
ence, member A.N.R.J.A. and Horo- 
logical Society of New York, seeks 
connection as wholesale watch sales- 
man with progressive watch im- 
porter or manufacturer, catering to 
mass buyers of watches; position 
must have big possibilities for 
trained, hard worker. Address “T., 
4128,” care J C-K. 








MANAGER, age s. moszien, 00d ap. 
pearance, presently employed 
of making a change; qualiieatre 
outstanding salesman with complet, 
knowledge of modern methods of mer. 
chandising, credits, collections and wip. 
dow tr ing; competent to give esti. 
mates on diamond mountings and 
cial order work; manage store with 
ST Faroe minimum ga) 
» Plus bonus arrangement. 
“D., 3743,” care J C-K. Adtren 





MANAGER of high class type store 
26 years retail jewelry; 43 and 
single; thorough knowledge of the 
business, diamonds and watches, 
special order work; an experienced 
store owner; neat appearance, con. 
genial and conscientious; graduate 
member A.G.S.; complete night 
course in business law under ays. 
pices of University of Florida; fine 
references; $7,500 to start. Dwight 
Duffield, Jeweler, Palatka, Fla, 


WATCHMAKER, sober, reliable, con. 
scientious, wants position on West 
Coast with modern, reputable firm; 
thoroughly experienced, railroads 
to baguettes; fine references; com. 
mission, basis; benchwork only; age 
39; good character; prefer Southern 
California, but will go anywhere 
West Coast or Southern Texas; 
many years at bench; would like 
chance to buy later. Address “£,, 
4145,” care J C-K. 


CERTIFIED watchmaker H. I. A., Gen- 
tile, protestant, 41, married, one 14 
year old son; Naval Observatory ap- 
pointee ; watch and ehronometer maker, 
eighth in examination with grade of 
90%; high school graduate; extra col- 
lege mathematics; thoroughly compe- 
tent on all makes and size watches, 
chronographs, repeaters, etc.; expert 
position adjuster with seven years’ ex- 
perience Western Electric Timer, also 
absolutely expert on all clock mechan- 
isms; seven years in industrial instru- 
ment business; own complete set of 
tools including all standard lathe at- 
tachments with some specials such as 
Universal dividing head, screw cutting 
attachment, Ingold Fraze and Western 
Electric Timer; five years with large 
well known Detroit jeweler; three and 
a half years as head watchmaker; 
four years as watchmaker and mate- 
rial man with midwest material house; 
competent to run repair department, 
but prefer to be responsible for self 
alone; have worked for most of last 
three years for Detroit hydraulic manu- 
facturer as tool and die maker, largely 
on experimental work; would consider 
connection with legitimate operator 
who will lay all the cards on the table 
to the end that we may benefit mutual- 
ly and permanently; I must have 
housing assured as this is my im- 
mediate problem; could arrange a trial 
period; prefer medium _ size normal 
community in healthful climate, pref- 
erably beneficial to sinus troubles; 
definitely place living and _ working 
conditions ahead of monetary return; 
can furnish proof of all statements 
herein and best of character references; 
what have you to suggest. Address, 
Alvin J. Lantz, 736 Notre Dame, 
Grosse Pointe 30, Mich. 








Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 eents « word 





JOBBER wants lines, prefer specialty 
item from small manufacturer. Address 
“R., 4043,” care J C-K. 


SALESMAN for high class jewelry, 
covering Maryland, Virginia, West Vir- 
ginia, North Carolina, desires good 
side line. Address “C., 4135,” care 
J C-K. 
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LINES WANTED—Continued 








ALE resentative, having accounts 

. in ee every city throughout New 
England, desires manufacturers’ line of 
hollowware, flatware and baby silver. 
Address “D., 4268,” care J C-K. 





mre 
SALESMAN, Pacific Coast ter- 
be over 20 years, desires good line 
of watches in 14K and gold filled ; 
commission basis. Address “E., 1449, 
care J C-K. 
i 
FRANCISCO representative, open 
aan manufacturers’ merchandise, for 
domestic and export; 250 potential 
puyers; sold trade for 20 years. Chas. 
Grellman, 704 Market St., Mutual Blidg., 
Room 814, San Francisco, Calif. 











FACTURERS’ representative, call- 
ee wholesalers of Middle West, for 
years, wants high grade gold or silver 
costume jewelry line, Address “Circu- 
lar 1456,” Room 1415, Heyworth Blidg., 
Chicago 2. 
SMAN with large following among 
SAT enere of the Middle West for 
years, desires a line of gold, silver and 
filled lockets, crosses and earrings. Ad- 
dress “Circular 1457,” Room 1415, Hey- 
worth Bldg., Chicago 2 





SILVER or plated hollowware, or flat- 


ware, or kindred article for Pacific 
Coast representative; many years 
experience; good following; best 
references ; resident office San Fran- 
cisco; commission. Address “L., 


4179,” care J C-K. 





FOR West Coast to Denver, manutfac- 


turer’s line of mountings and wedding 
rings, going to better installment stores 
and regular jewelers; have small sales 
organization and carry no conflicting 
lines; strictly commission basis. Ad- 
dress “A., 4201,” care J C-K. 





MANUFACTURERS’ representative, Chi- 


cago office, well known with following 
among wholesalers and large users of 
Mid West, desires high grade line of 
ring mountings and stone rings. Ad- 
dress “Circular 1455,’ Room 1415, Hey- 
worth Bldg., Chicago 2. 





MANUFACTURER’S opportunity; well 


known, live wire, experienced sales or- 
ganization, with New York showroom, 
traveling entire U.S.A., with A-1 jobber 
following, is open for an additional cos- 
tume jewelry or metal compact line; 
bonafide manufacturers only; commis- 
~ basis. Address “P., 1324,” care 








SALESMAN calling on finest grade re- 
tail stores of Middle West, is open for 
very high grade line of gold and silver 
costume jewelry. Address “Circular 
1458," Room 1415, Heyworth Bldg., 
Chicago 2. 





EXPERIENCED salesman with Chi- 
cago office and excellent following 
with midwest jobbers and all large 
outlets, wants manufacturer’s line. 
Address “Circular 1460,’> Room 
1415, Heyworth Bldg., Chicago 2. 





PACIFIC Coast representative, aggres- 
sive salesman, 12 years jewelry sales 
experience, open for manufacturer’s 
or wholesaler’s diamond jewelry, or 
kindred lines. Address “H., 4253,” 
care J C-K. 





SALESMAN, extensive following 
among jewelry jobbers in New York 
City, Philadelphia, Baltimore, Wash- 
ington and Boston, desires to rep- 
resent reliable manufacturer. Ad- 


dress “K., 4223,” care J C-K. 





PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
Papees. Address “C., 1448,” care 





ATTENTION: Manufacturing jewel- 
ers; salesman familiar with largest 
distributors and jobbers in New 
York, wishes immediate connection 
for Fall business. Address “J., 
4115,” care J C-K. 





ATTENTION, watch case manufactur- 
ers: salesman, thoroughly familiar 
with the largest watch importers in 
the East for the past 25 years, wishes 
connection with large and progres- 
fa. Address “H., 4114,” care 








SALESMAN, excellent contacts South- 


western territory, desires top line, 
Preferably watches, on exclusive basis; 
commission; manufacturers or im- 
Porters of quality product seeking per- 
manent and competent representation. 


Address “G., 4112,” care J C-K. 


SALESMAN covering the Midwest and 


now representing a manufacturer mak- 
ing a high grade line of gold and 
platinum wedding rings, would like an 
additional non-conflicting line; prefers 
a high grade platinum line for the 
better class jewelers. Address “Circu- 
lar 1461,” Room 1415, Heyworth Bldg., 
Chicago 2. 





EXPERIENCED, well known sales rep- 


resentative, desires reputable manu- 
facturer’s line, Eastern territory; 
gent’s diamond mountings, plat- 
inum watch cases, attachments or 
specialties to finest jobbing and 
large volume accounts; volume busi- 
ness assured; confidential. Address 
“L., 4225,” care J C-K. 





SOUTHERN Territory; aggressive sales- 


man, now connected headquarters 
Memphis, desires top merchandise, gift 
items, appliances, watches and jewel- 
ry; unusually strong, well established 
following throughout six States; main- 
tain permanent sales office, regular 
coverage by car and connections with 
Prominent shows; commission with 
adequate draw; inquiry invited. Ad- 
dress “P., 4123,” care J C-K. 





Side Lines 
Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 





SIDE LINE salesman wanted for hand 


carved wedding rings, with following 
among retailers. Carira Co., 7 W. Madi- 
son St, Chicago, IIl. 





SALESMAN, Southwest; trademarked 


line of gold and silver, good selling 
TCE Address “No., 4180,” care 





SALESMAN with Chicago office, to cover 


Middlewest, wanted by manufacturer 
of 10Kt and 14Kt chains and novel- 
ties, to jobbing trade only. Address 
“K., 4113,” care J C-K. 





SALESMEN; to carry side line of new 


gold genuine zircon stone rings at 
right prices; all territories open; give 
full particulars. Address “T., 4217,” 
care J C-K. 





SALESMAN, side line, with experience 


among jobbers, to carry line of popu- 
lar priced ladies’ and gents’ gold rings; 
commission basis. Address “C., 4256,” 
care J C-K. 








SALESMEN, all States, carry handmade 


sterling silver bracelets, also in stain- 
less steel; 20 to 25% commission; sell 
= retail trade. Box 291, Upper Darby, 



























































SALESMAN wanted for Middle West ana 
West Coast calling on chain stores 
and jobbers, with line of gents’ and 
ladies’ gold stone rings. Address “O., 
4039,” care J C-K 





SALESMAN wanted to carry side line of 
jewelry in Texas, Arkansas, Tennessee 
and Louisiana; state age, experience 
and qualifications; give references. Ad- 
dress “D., 3681,” care J C-K. 





MANUFACTURER’S line, ladies’ and 
gents’ gold wedding rings; sell to 
department stores, large retailers, 
etec.; many territories open. Address 
“S., 1309,” care J C-K. 





MANUFACTURER of a small, but at- 
tractive line, in pearl necklaces and 
chokers, graduated and uniform, wants 
salesmen with connection to jeweler, 
gift, specialty and department stores. 
Address “E., 4144,” care J C-K. 





SALESMAN; Newark manufacturer de- 
sires representative with non-conflicting 
line, to work out of Chicago with fine 
line of popular priced ladies’ 14K 
rings, brooches, pendants and brace- 
lets. Address “V., 4188,” care J C-K. 





SALESMEN, for new edition of estab- 
lished best seller book of bridal 
ediquette, “How to Plan a Beautiful 
Wedding”; substantial commission; 
good repeat orders. Sallie Newton, 
4333 Caroline, Houston 4, Tex. 


SIDE line salesman to carry general line 
popular priced sterling and gold filled 
jewelry to retailers, department stores 
and credit jewelers; commission basis; 
Eastern or Southern states; references. 
Address “C., 3994,” care J C-K. 


SALESMAN to carry manufacturer’s line 
of 10K and 14K solid gold rings; 
preferably one who has following 
among retail jewelers; all territories 
open; write full particulars in first 
letter; all replies held confidential. Ad- 
dress “H., 3838,” care J C-K. 


SALESMEN wanted calling on jewelry 
manufacturers and wholesalers; carry 
side line of exceptional jewelry boxes, 
both expensive and inexpensive, on 
commission basis; most _ territories 
tex Write fully “Y., 4192,” care 


SALESMEN, calling on retail jewelers 
and watchmakers, make big money 
carrying the fast selling line of Action 
Diamond Tools; liberal commission; no 
experience necessary. Write, Action 
Diamond Tool Co., 125 W. Hubbard 
St., Chicago 10, IIL. 


SALESMAN wanted, calling on retail 
trade on West Coast to carry side line 
of ladies’ fine platinum and diamond 
single stone and wedding rings, semi- 
mounted; for experienced man only; 
state references and experiences. Ad- 
dress “B., 4202,” care J C-K. 


SALESMEN; California manufacturer of 
sterling fashion jewelry has openings 
in some territories for experienced men 
calling on better department and jewel- 
ry stores; non-conflicting line permissi- 
ble; state qualifications to, 448 S. Hill, 
Room 417, Los Angeles, Calif. 


SALESMAN to cover Rocky Mountain 
territory, to carry manufacturer’s line 
of solid gold jewelry; prefer one who 
travels by car; established trade 
throughout this territory; write full 
particulars in first letter. Address “F., 
3837,” care J C-K 


REPRESENTATIVES wanted for several 
open territories, to sell nationally known 
and advertised line of shell Cordovan 
watch straps; should have following 
with jewelry and department store 
trade; protection given on repeat busi- 
ness and will cooperate with the right 
type of men 100%; please give all de- 
tails and reference in first letter. Ad- 
dress “N., 3932,” care J C-K. 




































(Continued on page 488) 
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SIDE LINES—Continued 








(Continued from page 487) 





MANUFACTURERS of exclusive line 
of 14K cluster earrings, especially 
designed and made for the South 
American market, will consider 
representation throughout South 
America; commission basis; good 
opportunity for live wire. Address 
“B., 4205,” care J C-K. 





MANUFACTURER of exclusive line of 
14K cluster earrings for pierced, pierce- 
less, drop and pendant type; will con- 
sider, to carry as side line, two travel- 
ing salesmen with excellent retail and 
department store following covering 
the following States: North Carolina, 
South Carolina, Georgia, Florida, Ala- 
bama, Louisiana, Missouri, Illinois, In- 
diana, Kansas and Michigan; this ter- 
ritory to be divided accordingly; this 
is a fast selling line and should aver- 
age earnings from $100 to $150 per 
week commissions. Address “C., 4204,” 
care J C-K. 


i ecenentaamenteinimemmemeeencey 
Help Wanted 


Minimum eharge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED; young lady or man, experi- 
enced, for keeping records in repair 
department of watch importing house. 
Address “D., 4265,” care J C-K 





WANTED, Southern New England; 
permanent position; store, jewelry 
repairing; clever man for a good 
job. Goodgeon’s, Westerly, R. I. 





WATCHMAKER wanted; permanent 
position; salary $85 to $100 per 
week; give references in first letter. 
Neiman’s Jewelers, Charlotte, N. C. 





JEWELER wanted who can do repairs 
and light manufacturing; good work- 
ing conditions; work in Washington, 
D. C. Address “M., 3911,” care J C-K. 





MANAGER with watch and jewelry ex- 
perience for leased fine jewelry de- 
partment, in department store. Ad- 
dress “G., 3981,” care J. C-K. 


WATCHMAKER, experienced, to take 
complete charge of watch repair de- 
partment; salary or commission. Rogers 
Jewelry Co., Fairmont, W. Va. 








DIAMOND man or woman, experi- 
enced in selecting stones for large 
manufacturer; confidential. Address 


“N., 4068,” care J C-K. 


WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 


dress “E., 2040,” care J C-K. 








WATCHMAKER wanted. Leo J. Sim- 
ard, 54 Suffolk St., Holyoke, Mass. 





WANTED, jewelers for repairing and 
special order work. Chas. F. Damm, 
Inc., 703-711 Main St., Buffalo 3, N. Y. 





WATCHMAKER, caser, repairer; experi- 
enced in Swiss import lines essential. 
Address “H., 4164,” care J C-K. 


WATCHMAKER, must be A-1 to in- 
struct at school; good working condi- 
tions. Address “D., 4157,” care J C-K. 


JEWELRY setter on general setting; 
good position; fine shop; pleasant 
place to work; write in detail. Address 
“M., 4219,” care J C-K. 


WANTED, first class watchmaker; com- 
mission or salary. A. R. Brandenburg, 
Independence, Iowa. 


DIAMOND setters: good pay, steady 
work; transportation: Northwestern 
Ohio. Address “C., 3229,” care J C-K. 

















STONE setter; bezel, prong and mount- 
ing repairman, no polishing; perma- 
nent position; modern, light, clean 
shop; good salary; Northeastern Ohio 
city. Address “R., 4125,” care J C-K. 





SALESMAN wanted by Boston jobbers, 
for New England territory, to sell 
jewelry, rings, etc.; commission basis; 





give full particulars. Address “B., 
4107,” care J C-K. 
WANTED, first class jewelry repair 


man and stone setter; some special 
order work; Midwest retail store; ref- 
erences, all details in first letter. Ad- 
dress “B., 4136,” care J C-K. 


WANTED, engraver and part time sales- 
man; salary and commission; one of 
the largest stores and fastest growing 
cities in the South. Address “K., 
4177,” care J C-K. 


DESIGNER and sample maker on gold 
and gold filled jewelry; opportunity 
for the right man. Write to, W. & H. 
Jewelry Co., 50 Tobey St., Providence, 
mi Be 











SALESMAN with car, must have follow- 
ing, to carry a jobber’s line of jewelry 
to cover Southwest and Middle West 
States. Address “S., 4186,” care J C-K. 


WANTED, man to do light jewelry re- 
pairing and wait on trade; single man 
preferred. Apply, Ulman’s’ Jewelry 
Store, Box 420, Fredericksburg, Va. 








WANTED, two salesmen to cover North- 
ern and Southern territory; diamond 
mounted line and gold rings exclu- 
sively. Address “K., 4116,” care J C-K. 


WATCHMAKER; permanent position, 
retail store; good working conditions; 
salary according to ability. Hender- 
son’s Jewelry Store, Waukegan, III. 


ENGRAVER and die cutter; new and 
well equipped shop; can give contract 
if so desire; give information in de- 
tail. Address “Z., 4220,” care J C-K. 


JEWELERS, three, on _ special order 
work and fine jewelry; $2 per hour; 
state experience in first letter. Address 
“J., 4218," care J C-K. 














SALESMAN to sell a very exclusive line 
of California made sterling’ silver 
charms and Western rings; all terri- 
tories. Address 520 W. 7th St., Room 
1021, Los Angeles 14, Calif. 


WATCHMAKER for high grade work; 
good pay; pleasant working condi- 
tions in Southern California. Write 
full particulars, J. Jessop & Sons, 1041 
Fifth Ave., San Diego 1, Calif. 


WANTED, watchmaker who is depend- 
able and capable; salary or straight 
commission; permanent position; state 
age and experience, references. Ad- 
dress “P., 4182,” care J C-K. 


WATCHMAKER _ wanted; permanent 
position with all the good grade of 
work you can do; salary or commis- 
sion, or both; fine recreational coun- 
try. Searles & Co., Newport, Vt. 


SALESMEN; establish accounts Ohio, 
Indiana, also other territories: fast 
moving line, on commission basis; no 














objection to non-conflicting line. Ad- 


dress “E., 4158,” care J C-K. 








WATCHMAKER wanted, in Maine: ola 
established American firm, 52 years Ps 
business; salary or commission; fyr. 
nish references. Address “J,, 4271» 
care J C-K. ’ 





WATCHMAKER, permanent position for 
first class man in Baltimore, Mary- 
land; salary $90, plus commission; ¢x. 
cellent working conditions. Address 
“L., 4236,” care J C-K, 





WATCHMAKER, five and one-half day 
week ; 9.15 A.M. to 5 P.M.; ideal work. 
ing conditions; percentage basis. Write 
Employment Manager,  Thalhimers 
Bros., Inc., Richmond, Va. 





WATCHMAKERS; trade shop in Ney 
York will give work out to first class 
watchmakers, no others; write for 
—* Address “H., 4263,” care 
J “ihe 





WATCHMAKERS wanted; good working 
conditions, hours, and pay; to work 
for half-century established fine firm 
in healthful Texas climate. Arthur 4. 
Everts Co., Jewelers, Dallas, Tex. 





WANTED; watchmaker, a good work- 
man, steady job, good salary; also 
jewelry repair man. Kahn-Oppen- 
heimer, 917 F St. N.W., Washington, 
D. C. 





WATCHMAKER, capable of taking 
complete charge repair department 
and doing simple sizing and solder. 
ing; excellent salary, or commis 
sion, or beth. Sather’s, Craig, Colo, 


WOULD like to get in touch with a first 
class all around jeweler, with trade 
shop experience; a man who is inter- 
ested in going in for himself. Address 
“C., 3189,” care J C-K. 


WATCHMAKER, experienced, for per 
manent position; ideal working con- 
ditions and hours, with old estab- 
lished firm. Rost Jewelry Co., 25 N, 
Illinois St., Indianapolis 4, Ind. 


JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent 40 
hour week and overtime; large mod- 
ern shop. Midwest Jewelry Co., Okla- 
homa City, Okla. 














WANTED, atchmaker for permanent 
position; ideal climate, fishing and 
hunting, educational advantages for 


the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 


WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 


WANTED; experienced and capable 
watchmaker; $100 a week; leading 
store in a live town; state age and 
furnish references. Bell Jewelers, 
Aberdeen, Wash. 


DIAMOND aassorter; experience re 
quired in melees and sizes; £ 
salary and future in important dia 
mond house. Address “P., 4215, 
care J C-K. 


SALESMAN, jewelry, retail experienced, 
accustomed to good salary and better 
type trade; modern store; permanent. 
Morris Steigler, Inc., 188 Market St. 
Newark, N. J. 


WATCHMAKER;; permanent position 
for first class mechanic in modern 
air conditioned store; good salary 
and working conditions. Newsom, 
Jewelers, Salisbury, N. C. 




















WATCHMAKER, first class, for per- 
manent position; excellent salary; 
pleasant working conditions. Good- 
man’s, 220 State St., Madison, Wis. 





WATCHMAKER for Cincinnati, Ohio: 
first class only; minimum guaranteed 
salary, $90, plus commission; excellent 
opportunity with established firm. Ad- 
dress “L., 4235,” care J C-K. 





WATCHMAKER, must be first class; 
salary $100 per week, plus comm 
sion; permanent position, with reliable 
firm, in Pittsburgh, Pa. Address “N. 
4237,” care J C-K. 
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" gELP WANTED—Continued 


WATCHMAKER, engraver; permanent 
opening and good salary for ex- 

rienced man in first class, air 
conditioned store. Address “N., 


4148,” care J C-K. 








MAKER wanted, practical man 
rere perience, able to do all grades 
of work; permanent position; near 
New York City. Woods, 41 N. Broad- 
way, Yonkers, N. Y. 





DIAMOND setter; if you want year 
around security, answer this ad 
giving full details; good opportun- 
ity for expert setter. Address “‘J., 
4166,” care J C-K. 








WATCHMAKER, first class, for Roches- 
ter, N. Y.; salary $90 weekly, plus 
commission; permanent position with 
old established firm; ideal working 
conditions. Address “G., 4234,” care 


J C-K. 








MANUFACTURER offers salesmen with 
following, to sell direct to retailers, 
reasonably priced gold line of boxed 
baby, junior and ladies’ rings; all ter- 
ritories now open. Address “K., 4155,” 
care J C-K. 





WATCHMAKER wanted; must be a cer- 
tified watchmaker; permanent position 
in an experimental watch laboratory ; 
age 25-45. Write to Dept. “C,” P. O. 
Box 420, Lancaster, Pa., giving train- 
ing and experience information. 





WATCHMAKER, experienced, for perma- 
nent position with old established firm ; 
ideal working conditions and excellent 
prices; salary or commission. Fred N. 
Pauli Jewelry Co., 28 W. Huron St., 
Pontiac 14, Mich. 





DIAMONDS; Texas importer wants ex- 
perienced man to assort and select for 
mountings, also assist in wholesale 
sales; excellent opportunity; write giv- 
ing full details. Address “G., 4163,” 
care J C-K. 





WANTED watchmaker, experienced ; 
crippled man, or party seeking health 
resort to regain health preferred; must 
be able to work most of time; good 
pay; furnish references. Address Ken 
Umberson, Hot Springs, N. M. 





WANTED, experienced and _ capable 
watchmaker; $100 week and_ good 
working conditions; air conditioned 
store; fine climate; state age and fur- 
nish references. Crothers, Jewelers, 
Yakima, Wash. 


SALESMAN 








wanted, covering earring 
manufacturers; new patented “Feather 
Touch” ear wires; write, listing ex- 
perience, business references, and ter- 
ritory covered. Ra-Ce Tool Co., 91 
Greene St., New York. 





JEWELRY sales representative wanted 


to carry nationally advertised lines to 
the retail trade in the Mid-West area; 
commission basis; write qualifications ; 
must have established following. Ad- 
dress “D., 4274,” care J C-K 





JEWELER, stone-setter, plain engraver 


for permanent position; old, well 
established firm; good salary; shop 
well lighted and _ air-conditioned ; 
phone or wire our expense. H. Post 


& Sons, Decatur, Ill. 





WATCHMAKER, with experience; 


good working conditions; retail 
store; overtime opportunity; steady 
employment, vacation. Gurney Bros. 
Co., Established 1841, Main St., 
Brockton, Mass. 





WATCHMAKER experienced, to take 


complete charge of watch repair de- 
partment in fine store, located in 
Johnstown, Pa.; you receive 60%; 
send full particulars in first letter 
to:Box 188; Blairsville, Pa. 





SALESMAN for Pacific Coast, to han- 


dle exclusively, manufacturer’s line 
of 14K gold and platinum mount- 
ings, watch cases, watch attachments 
and emblems. Address “J., 4255,” 
eare J C-K. 





WANTED, watchmaker to take complete 


charge of watch repair department; 
permanent position; $75 to $100 per 
week; largest jewelry store in town. 
S. S. Lipman, Parkers Jewelry Co., 840 
Fourth Ave., Huntington, W. Va. 





WATCHMAKER wanted, or combination 


engraver, or jeweler and watchmaker; 
excellent working conditions in store; 
permanent position; $75 per week, plus 
overtime; by old established high grade 
store. Carl W. Rose, Fort Wayne, Ind. 





WANTED by leading store in South- 


ern City, first class watchmaker for 
benchwork only; permanent posi- 
tion; good salary; give all informa- 
tion possible in first letter. Address 
“X., 3967,” care J. C-K. 





WISCONSIN licensed watchmaker; per- 
manent position; excellent working 
conditions in heart of Wisconsin’s 
vacation lands; 50 per cent commis- 
sion; can earn as much as you want. 
Grooms Jewelry, Ladysmith, Wis. 








SALESMAN; must understand window 
trimming, thoroughly familiar with 
every phase of jewelry; store located 
60 miles from New York; excellent 
opportunity for advancement; good 
salary. Address “Y., 4133,” care J C-K. 





MATERIAL man; excellent position open 
for experienced man to take full charge 
of material department in modern or- 
ganization, established over 20 years; 
State full particulars. Address “D., 
4108,” care J C-K. 


EXPERIENCED salesman wanted, with 

a following preferred, to carry gold- 

filled jewelry line; no objection to 

carrying it as a side line; write full 

Particulars in first letter. Address “E., 
4109,” care J C-K. 








SALESMAN, experienced, by leading 
jewelry firm; Southern territory, pref- 
erably with sheadquarters in Atlanta, 
a.; fine gold and costume jewelry: 
not a side line. Address “C., 4228,” 
care J C-K. 





WANTED, watchmaker and _ engraver, 


$75 week guaranteed and all overtime 
you want to make; plenty of good 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 





WANTED BY leading jeweler in large 


Southern City, jeweler and stone set- 
ter; excellent working conditions; 
permanent basis; give all informa- 
tion possible in first letter. Address 
*A., 3968,” care J. C-K. 





CAPABLE salesman with knowledge of 


watch repairing and diamond values, 
for fine retail jeweler in Southern New 
Jersey; state complete qualifications, 
starting salary and enclose recent 
photo with first letter. Address “Y., 
4248,” care J C-K. 








MANUFACTURER of high styled, high 


quality, gold and platinum jewelry, 
requires services of well established 
salesmen calling on fine trade in 
Eastern, Mid-West and West ‘Coast 
territories. Address “R., 4185,” care 


J C-K. 





WATCHMAKER wanted; prefer combina- 


tion man but not necessary; steady 
position; salary or salary and com- 
mission; nice city; ideal surroundings; 
write, wire or phone. Lewis Jewelry 
Co., Gainesville Leading Jewelers, 
Gainesville, Fla. 





JEWELER, stone-setter, some special 


order work; permanent position; 
air-conditioned shop; good salary; 
progressive firm; established 74 
years. Write or phone, our expense, 
- details. H. Post & Sons, Decatur, 





A-1 watchmaker wanted for high grade 


jewelry store in Ft. Wayne, Ind.; ex- 
cellent salary possible for good man; 
salary per month to be set at 60% of 
volume turned out during first month. 
Carl W. Rose, 826 S. Calhoun St., Ft. 
Wayne, Ind. 





SALESMAN; to represent one of New 


York’s largest diamond cutters, to 
cover East and Middlewest; must 
have thorough experience in selling 
diamonds; _ excellent opportunity 
for right man; state references. 


Address “R., 4126,” care J C-K. 





WATCHMAKER; permanent position; 


good salary; excellent working condi- 
tions; engraving experience preferred 
but not essential; established jewelry 
store in central Kentucky college town; 
railroad watch inspectors. Address “U., 
4206,” care J C-K. 





JEWELRY salesman; a large retail 


jewelry concern, in Connecticut, re- 
quires the services of a well experi- 
enced, high grade jewelry salesman; 
liberal salary; confidential ; state de- 
ho Address “W., 4132,” care 





WATCHMAKER wanted; must be capa- 


ble; permanent; good workman; excel- 
lent working conditions; fine opportu- 
nity for right man; 43 miles from Bos- 
ton, near lakes and ocean; state salary 
and reference in first letter. Address 
“Massachusetts 4146,” care J C-K. 





SALESMAN ; prominent wholesale 


jeweler, handling leading jewelry 
lines and kindred items, desires 
salesman to solicite retailers in Vir- 
ginia and West Virginia; an excel- 
lent opportunity. Address “W., 
4247,” care J C-K. 





JEWELER, who is accustomed to work- 


ing on a general line of fine mountings, 
also capable of taking charge if uop- 
portunity is given; only high type man 
considered ; wonderful position for the 
ws party. Address “V., 4221,” care 





OPPORTUNITY for ambitious young 


man to become assistant to owner 
of modern jewelry store; must be 
capable and willing to assume re- 
sponsibilities; in first letter give 
complete details of experience. Ad- 
dress “B., 4227,” care J C-K. 





WANTED a permanent first class watch- 


maker, who is interested enough in his 
trade to turn out good work, to work 
in a first class established store; cor- 
respondence or personal inquiries in- 
vited. Joe Harling, 521 Main St., Wood- 
land, Calif. 





WATCH salesmen, with good follow- 


ing among better class retail jewel- 
ers, for well known established 
watch importer; write complete de- 
tails, past experience and territories 
oo Address “D., 4230,” care 
J “Eke 
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HELP WANTED—Continued 





(Continued from page 489) 





WATCHMAKER; 75 year old store in 
town of 40,000 desires capable watch- 
maker; permanent position for right 
man; past employees have worked 20 
and 25 years for us; salary open; tim- 
ing and cleaning machines. Fred 
Frame, Danville, Ill. 





WE HAVE an excellent opening for a 
diamond setter and jeweler in our 
repair department; if you are in- 
terested in a permanent position, 
with good salary and ideal working 
conditions, apply to “C., 3969,” 
eare J. C-K. 





WANTED first class watchmaker, no 
second or third class worker; must 
be good mechanic; permanent posi- 
tion; starting salary $125 per week 
for 48 hours; pleasant conditions, 
in Memphis, Tennessee. Address 
“J., 4034,” care J C-K. 





WE have two, we want two more watch- 
ers; air-conditioned store; ideal 
working conditions; salary $85 to $100 
to start, according to ability; expenses 
paid for interview. Herbert’s, Your 
Jewelers, Corner 58th St. & 7th Ave., 
Kenosha, Wis. 





WE HAVE the following openings in 
our store; watchmaker, jewelers, 
engravers and front man; this is in 
a town with a population of about 
20,000, not an industrial town, 
with a firm founded in 1875. Keller 
& George, Charlottesville, Va. 





WANTED watchmaker; first class 
watchmaker, engraving experience 
preferred, but not essential; $100 
per week; modern store in one of 
Georgia’s leading towns; references, 
full details in first letter. Cranford’s 
Jewelry Store, Moultrie, Ga. 





JEWELER and model maker wanted for 
production jewelry shop in downtown 
Los Angeles; pleasant working condi- 
tions; if single can get room; salary 
and interest in business, or as part- 
ner with some investment; low rent 
by < Shee Address “C., 4251,” care 





WATCHMAKERS who can qualify as 
skilled mechanics to complete repairs 
of fine watches; pay highest top sal- 
aries for dependable, honorable, sober 
gentlemen; also watchmaker for ordi- 
nary repairs; also watchmaker, with 
ability, to manage department. Shaw 
Jewelry Co., Galveston, Texas. 





WANTED, young man who can do watch, 
clock and jewelry repairing, to take 
over repair department in one of the 
finest jewelry stores in Western Penn- 
sylvania; must be man with person- 
ality, who can meet fine trade; I mean 
joe Address “K., 4168,” care 





REPRENSENTATIVE wanted, by well 
established New York wholesaler, fea- 
turing small but strong line of fast 
selling specialties in giftware, jewelry, 
etc., for retailers; many exclusive items 
to assure right man of excellent earn- 
ing possibilities. Address “C., 4139,” 
care J C-K. 








WANTED, assistant manager; must be 
excellent salesman, experienced in 
cash and credit jewelry business; 
full knowledge in merchandising, 
credit collections, window trimming, 
advertising, etc.; state age and give 
references in first letter. Neiman’s 
Inc., Jewelers, Sumter, S. C. 





WANTED first class watchmaker by 
old established jewelry store; posi- 
tion is permanent to right man; 
working and living conditions ideal; 
this position has opportunities for 
the right man; top salary. Ted W. 
Brown, 418 American Ave., Long 
Beach, Calif. 





WANTED, buyer and manager, thor- 
oughly experienced watch and jewelry 
line, selling ability, capable assuming 
full responsibility; New York whole- 
sale jewelers and importers; excellent 
opportunity for right party; first class 
references required. Address “C., 1341,” 
care J C-K. 





DIAMOND salesman; a permanent po- 
sition is now available in one of 
Connecticut’s fine retail jewelry con- 
cerns for a high grade diamond and 
jewelry salesman; liberal salary and 
excellent working conditions; our 
employees know of this ad; confi- 
dential; state details in first letter. 
Address “V., 4131,” care J C-K. 





COSTUME jewelry, men’s jewelry; 
well known manufacturer of out- 
standing line, sold exclusively to 
jobbers, now reorganizing sales 
staff, has all territories open, except 
New York; splendid arrangement 
for right men; write full details. 
Murray Simon Co., 114 E. 32nd St., 
New York 16. 





EXPERIENCED traveling salesman to 
cover 10 southern States for powerful, 
well established wholesaler, who has 
most of the top lines plus a large 
number of exclusive items; man for 
this position must have following in 
South and accustomed to earning a 
sizeable income. Address “T., 4137,” 
care O. J. 





WATCHMAKER wanted; first ¢ 
home owned store; would like “: 
capable assuming responsibility —— 
pair department and eventually manag. 
ing same; diamond setter and engraver 
preferred, but not necessary, if 9 ve 
workman; state starting salary “wt 


Anderson, Ind. 





$100 a week for competent combing 
tion watchmaker and engraver: all 
applications held strictly conf, 
tial; mild climate; pleasant w 
eonditions with the oldest jewelry 
firm in El Paso, established in 1888; 
this is a permanent position. W, T 
Hixson Co., 118 Mills St., El Paso, 


Texas. 








SALESMAN wanted; experienced; ca. 
ing on the retail jewelry trade in New 
York City and surroundings to ¢arry 
a complete line or side line of diamond 
gold, and gold-filled jewelry and noy. 
elties for a reputable jobbing firm: 
also a salesman covering other States, 
one having following of retail jewelry 
stores; drawing against commission, 
Address “D., 4277,” care J C-K. 





SCHOOL class rings; increased capacity 
makes possible our taking on several 
new jobber distributors, for exclusive 
representation in territories where we 
are not now represented; we are one 
of the most responsible manufacturers 
in this field; our jewelry is well made 
and gets orders in competition; de- 
livery schedules are maintained. Ad- 
dress “F., 4111,” care J C-K. 





WANTED; manager in fine cash jew- 
elry store located Knoxville, Tenn.; 
marvelous opportunity for one hav- 
ing good selling experience, dia- 
monds and watches particularly; no 
credit; very remunerative salary 
and bonus arrangement; state age, 
references and experience in first 
letter. Pinkston’s Jewelers, Farragut 
Hotel Bldg., Knoxville, Tenn. 





DESIGNER, sample maker costume 
jewelry; well established manufac- 
turer with reputation for producing 
distinctive line offers most unusual 
opportunity to man able to carry 
through from idea to finish; either 
free lance or full time; write in 
confidence giving background and 
experience. Address “A., 4199,” 
eare J C-K. 





COSTUME jewelry, one of America’s 
most distinctive lines of high styled 
jewelry has opening for men in 
Southern, Southwestern, Northern, 
Northwestern and Western terri- 
tories; unusual opportunity for pro- 
ducers; state experience, following, 
etc. Howse of Treasures, 114 E. 
32nd St., New York 16. 





WANTED, experienced jewelry salesman, 
thoroughly experienced in every phase 
of credit jewelry business, sales crea- 
tive, merchandise, advertiser and 
executive ability; position with North 
Carolina organization operating several 
stores; permanent for right party; 
write full particulars in first letter. 
Address ‘“G., 4090,” care J C-K. 





MANUFACTURER of outstanding line 
of popular priced gold filled and 
gold lockets, crosses, chains, brace- 
lets and other gold-filled jewelry 
items, has several territories open 
for salesman with experience and 
following; this is an excellent op- 
portunity for the right man. Ad- 
dress “*A., 4257,” care J C-K. 





SALESMEN, watch materials, for old es- 
tablished aggressive Pacific Northwest 
material house; salary and commis- 
sions, based on sales, plus traveling 
expenses; excellent opportunity in this 
expanding trade territory, for aggres- 
sive man with previous material sales 
experience; write giving references, 
previous connections and salary. Ber- 
— Italie, Inc., Box 710, Portland 7, 

re. 





RETAIL salesman wanted with thorough 
knowledge of diamonds, watches and 
general retail jewelry; window experi- 
ence desirable; new air-conditioned 
jewelry store in the heart of down- 
town Pittsburgh; starting salary $100 
per week with opportunity of fast ad- 
vancement; give full particulars and 
references in first letter. Reply, Marcy's 
Jewelers, 250 Fifth Ave., Pittsburgh, 
Pa. 





SALES representatives, with established 
following, New England, New Jersey, 
Michigan, Indiana, Ohio and Texas, 
for a new line of fine made gold filled 
earrings, brooches and bracelets, also 
14k wedding rings; all merchandise 
exclusively manufactured by us; gen- 
erous commission basis; state refer- 
ences and territory in first letter; cor 
respendence confidential. Address “A» 
4249,” care J C-K. 


SALESMAN, with a good retail fol 
lowing in the Middle West, wanted 
by manufacturer of an _ extensive 
and fast selling line of platinum 
diamond watches, diamond _attach- 
ments, platinum diamond rings, 
ring sets and wedding rings; 
bunch rings for delivery; & 
chance for the right man; no 
jection to non-conflicting side line. _ 


Address “N., 4213,” care J CK. — 
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" gELP WANTED—Continued 


ANTED, salesman, assistant - man- 

eo who is thoroughly experienced 
in installment jewelry selling; this 
opportunity is open with a pre-war 
jewelry chain that is expanding 
rapidly ; wonderful opportunity for 
fast advancement for a capable 
man; give full particulars in first 
letter, enclosing an inexpensive 
photograph. Jacobs Jewelry Co., 12 
Arcade, Nashville, Tenn. Attention 
Frank B. Bush. 











in obtaining the services of 
a high grade experienced jewelry 

; this is an by ye op- 
portunity for a man aggres- 
sive and has ability to work in a 
large store, that has been established 
over 59 years; earn top salary with 
best working conditions; no night 
work; our store hours are 9 to 5:15 
daily, including Saturday; give com- 
plete information in first letter. Rost 
Jewelry Co., 25 N. Illinois St., In- 
dianapolis 4, Ind. 


RETAIL jewelry salesman; we are in- 
terested 





COSTUME jewelry; are you a salesman, 
do you know how to sell fine costume 
jewelry of the better kind retailing up 
to $150 each; if you have this know 
how, can carry a sample case right to 
your customer and not work from a 
sample room only, an_ excellent im- 
ported line is available; only those 
now contacting best specialty shops, 
jewelers and department stores with a 
proven record of high earnings will be 
considered; full information in first 
letter, please; commission, etc. Ad- 
dress “B., 4259,” care J C-K. 





MANAGER, store manager, with ex- 
perience in all phases of selling, 
full acknowledgment of credits and 
window trimming for a retail credit 
jewelry store; this opportunity is 
with a pre-war jewelry chain that 
is expanding rapidly; wonderful 
opportunity for the right person; 
se plus percentage; state ful 
particulars and include an inexpen- 
sive photograph in your first letter. 
Jacobs Jewelry Co., 12 Arcade, 
— Tenn. Attention Frank B. 





WATCHMAKER wanted, well experi- 
enced and qualified to do quality work 
only; work cannot be done except 
right; permanent position with repair 
department separated from front; not 
required to wait on trade; town of 
3000, located 30 miles from Summer 
resort; six churches in town; Paulson 
rate recorder for timing finished work: 
pleasant working conditions and good 
salary for proper man; must be sober; 
state age, references, experience and 
salary in first letter. Vincent’s, P. O. 
Box 284, Pocomoke City, Md. 





SALESMAN: one of America’s fore- 
most manufacturers of nationally 
advertised costume jewelry has 
openings for salesmen to call on 
jewelers and department stores; we 
seek top notch men; apply only if 
you have an established following 
in the trade and have sold jewelry; 
territories open: Midwestern, South- 
ern, and Eastern States; splendid 

. Carnings assured; commission basis; 
send complete details and references 
in first letter; strictly confidential. 
Address “F., 4232,” care J C-K. 








SALESMEN wanted for high grade, 
gold-filled, sterling silver and _ solid 
gold costume jewelry, pearls, and gold- 
filled watch attachments; experienced 
men resident in the territory traveling 
by car; territories available New York 
City, New Jersey and_ surrounding, 
New York State, Ohio, Indiana and 
Michigan ; other states in Mid-west and 
some States in the South; prominent 
house, liberal commission basis; com- 
prehensive line; no objection to non- 
conflicting side line; state full details 
territory covered; all replics con- 
fon Address “D., 4140,” care 


_  vecmmmmaam eet at panes a a 
For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


-_—-— 





FOR SALE finest jewelry store in Middle 
West, established quarter of century, 
selling to exclusive trade; reason for 
selling, poor health; inventory $125,- 
000. Address F., 4147,” care J C-K. 








WANTED, young man with executive 
ability as assistant manager; first 
requisite excellent salesmanship on high 
quality goods; must know fine lines 
of sterling silver and have experience 
in selling them; some mechanical abil- 
ity of watchmaking, engraving or stone 
setting desirable, but not essential; 70 
year old firm with reputation of being 
the finest in the community, doing an 
annual business of approximately 
$100,000; will pay excellent salary to 
start, with bonus on gross sales as 
soon as ability is proven; send refer- 
ences, salary expected and complete 
information about yourself with jirst 
letter. Dan S. Park & Co., Cheyenne, 
Wyoming. 





DIAMOND salesman, travel Southern 
States; require man who wants to 
earn $25,000 annually or more; 
work with large delivery line of 
diamond rings; man who is experi- 
enced and forceful in selling on the 
road; must have a following among 
retail jewelers of this territory; 
knowledge of diamonds not essen- 
tial; travel in States of Texas, 
Louisiana, Alabama, Tennessee, Ar- 
kansas, Oklahoma and Kansas; this 
was an established territory; there 
are many active accounts; carry this 
line only; commission basis, draw- 
ing account given; all replies will 
be confidential. This is an estab- 
lished firm since 1900. Mack M. 
Burnstine. 220 W. Fifth St., Los 
Angeles 13, Calif. 








OPPORTUNITY for executive watch- 
maker, above average in workmanship, 
who can estimate, take in repairs, se- 
lect and order material, also supervise 
and inspect work of other watch- 
makers; must have experience in 
jewelry work for supervision, but will 
not be required to do any; must be 
able to suggest repairs and alterations 
to jewelry, and inspect all outgoing 
work; this store established 50 years, 
in large Middle Western city with di- 
versified industries; business not mate- 
rially affected by economic fluctua- 
tions; salary $5,000 per year plus 10% 
on increase in repair business; give 
references, qualifications and experi- 
ence in detail. Address “R., 4173,” 
care J C-K. 





DIAMOND salesman travel Pacific 
Coast aad Denver West, require man 
who wants to earn $25,000 an- 
nually, or more; work with large 
delivery line of diamond rings; man 
who is experienced and forceful in 
selling on the road; must have a 
following with retail jewelers of 
this territory; knowledge of dia- 
monds not essential; need capable 
man to produce volume business; 
travel in States of California, Wash- 
ington, Oregon, Montana, Idaho, 
Utah and Colorado; this territory is 
partially established with many ac- 
tive accounts; carry this line only; 
commission basis, drawing account 
given; all replies will be confiden- 
tial; this is an established firm since 
1900. Mack M. Burnstein, 220 W. 
Fifth St., Los Angeles 13, Calif. 





STORE for sale, modern jewelry and 
watch repair business, in Northern 
Jersey industrial city; must sell on 
account of ill health. Address “R., 
4239,” care J C-K. 


SMALL jewelry store with good watch, 
clock and jewelry repair trade; estab- 
lished 40 years; in Cleveland, Ohio; 
eee Address “T., 3920,” care 








SMALL jewelry store and good watch 
repairing department; low rent; in In- 
diana, 100,000 population, on main 
street of town; you must see the place. 
Address “S., 3916,” care J C-K. 


WELL established jewelry and gift 
store; large select stock of merchan- 
dise; good steady watch and clock re- 

trade; near New York City. Ad- 
dress “A., 3887,” care J C-K. 


SMALL, well rated wholesale jewelry 
firm in large South Florida city; es- 
tablished following Southeastern 
States; good volume; ill health forces 
sale; only $15,000 cash is required. 
Address “P., 4238,’ care J C-K. 


FOR SALE established jewelry and lug- 
gage store, modern fixtures, air-condi- 
tioned; excellent location; good lease; 
located in progressive industrial city 
about 100 miles from Cleveland, Buf- 
falo and Pittsburgh; price approxi- 
mately $25,000. Address “A., 4226,” 
care J C-K. 


FOR SALE: old established jewelry 
store, modern and complete with 
air condition; best location in Jack- 
sonville, Florida; price about $90,- 
000, all cash; bad health, reason 
for selling. Write, A. L. Layton, 
608 Consolidated Bldg., Jackson- 
ville, Fla. 


COMBINATION retail and manufactur- 
ing jewelry shop; agency class rings; 
fine location watchmaker, optician; 
population 283,000; annual volume, 
$11,000, merchandise $2,300; price 
$5,334; established 1881; tiled floors; 
display windows; heat, lights, janitor 
service, included in rent of $26 month; 
located bank building arcade; attrac- 
tive shops; heart business district. Clif- 
ton Herrick, 327 Bremer Arcade, St. 
Paul 1, Minn. 


ESTABLISHED jewelry store in San 
Diego, Calif.; 100% location; doing 
over $100,000 gross yearly with only 
four employees; clean stock; allot- 
ments from all nationally adve 
brands; modern, up-to-date maple fix- 
tures; doing nearly all cash business; 
total price approximately $50,000 
cash; can reduce inventory if neces- 
sary; substantial reason for selling; 
for particulars write Phil Gershon, 
3938 El Cajon Blvd., San Diego, Calif. 




















mmm tm at 
For Sale 


Tools, Equipments 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





AN EMBOSSED mevallic label adds dis- 
tinction to your product; name tags, 
price tags, seals. Placraft, 236 W. 27th 
St., New York City. 





(Continued on page 492) 
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FOR SALE—Cont. 





OWING to the death of my husband I 
have watchmakers’ tools, bench, lathe, 
etc., for sale. Mrs. Lawrence Becker, 
Newhall, Iowa. 





SAFETY catches, joints, nickel-silver, 
brass fold-over clasps; decent work- 
manship; quantity consumers; best 
price. Address “F., 3437,” care J C-K. 





MANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Joseph 
fare Co., Inc., 93 Nassau St., New York 

ity. 





MANUFACTURERS of assembled 10K 
and 14K yellow gold pierced and un- 
pierced ear wires; immediate delivery. 
Joseph Ring Co., Inc., 93 Nassau St., 
New York. 





BARGAIN; 25 watch tools, $5; 25 jewel- 
ry tools, $5; 25 engraving tools, $5; 
10 American watch movements, 18 to 
bracelet size, $20. Ralph Simpson, 
Box 44, Boone, Ia. 





ARCH CROWN celluloid and parch 
ment tags, available in all colors 
and sizes; send for cataog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





SAFES—jewelers, with and without 
burglar proof chests, also with and 
without drawers. Mike Krasilovsky, 
Safe & Machinery Movers, Showroom, 
245:Canal St., New York 13, N. Y. 





TEN Swiss wrist watch movements, for 
material, $10; five Elgin, Waltham, 
Illinois or Hampden, 18 size move- 
ments, for material, $10; three 16, 12 
or 0 size, $10. B. Lowe, Holland Bldg., 
St. Louis 1, Mo. 





ONE dozen Ingersoll pocket and wrist 
watches, not running, $9; five Swiss 
wrist watches, in white cases requir- 
ing some repairing, $15; in yellow 
cases, $25. B. Lowe, Holland Blidg., 

St. Louis 1, Mo. 





KUM-Kleen price labels for jewelry, sil- 
verware, gifts; easily peeled off; popu- 
lar sizes in round, oval and oblong; 
$1 to $1.60 per box of 1000. E. Perga- 
ment, 3224 Grand Concourse, Bronx, 
New York. 





NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
Gallien, 220 W. 5th St., Los An- 
geles, Cal. 





FOR SALE, complete stock of watch- 
makers tools and equipment, lathes, 
punches, crystal grinder, motor, crystal 
cabinets, crystals; everything for a 
first class repair man; owner de- 
ceased; will sell reasonable. Write, 
Box 358,” Beaufort, N. C. 





RHINESTONES, finest quality white or 
colored, all sizes; special package, 
one gross assorted sizes, only $1.50; 
enclose check or money order; im- 
mediate delivery. Sasson Jewelry 
3 144 W. 49th St., New York 19, 





RING tag you can scratch the prices 
on, write on with ink, wash rings and 
tags brilliantly clean, retaining price 
marks; in blue, green, white an‘ other 
colors; for ladies’ size rings, $5.50; 
men’s, $5.75; white $1 less per 1000; 
scratch pen, Stylus, or pen and ink 
included ; made of celluloid. E. Perga- 
ment, 3224 Grand Concourse, Bronx, 
New York. 





JEWELRY store fixtures consisting of 
two, 10’ wall cases, one with mirror 
back; four 8’ wall cases; all cases 
separated by 3’ mirror back open dis- 
plays; two, 10’ show cases; four, 8’ 
show cases; one, 5’ fountain pen case; 
all cases mahogany finish in excellent 
condition ; available about August 15th. 
ao Jewelry Store, Albemarle, 





SACRIFICE; complete fixtures for jewel- 
ry store, comprising each, six foot 
wall cases, with reflectors; four each, 
six foot, six inch hanging display 
cases; five each, five foot show cases, 
with reflectors; cashier’s counter; wall 
paneling and mirror; all in primavera; 
all shu cases are fitted with locks with 
master key; also fluorescent lights; 
built new in 1942; for release Janu- 
ary 1, 1947. Mexic Bros., 634 Canal 
St., New Orleans 16, La. 





JEWELRY CARDS for rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-2174-5. U. S. parcel post 
makes us your next door neighbor; 
= get acquainted; write for sam- 
Dies. 





SWISS mainsprings, $2.45 dozen; staffs, 
$2.45 dozen; stems, $1.98 dozen; most 
popular sizes now available; sleeves 
1.08 dozen; D.E. 8-day clock keys, 
1.19 dozen; 48 different sizes convex 
clock glass, $6.63; three dozen, 1/10 
14K yellow, pink or white gold filled 
bracelet crowns, $3.97; 100 Geneva 
crystals, $1.98; 100 case screws, 0 to 
18 size, 79¢; send for bargain bulletin 
of round and fancy unbreakable and 
glass crystals, hands, staffs, stems, 
screws, tools, supplies, etc.; hundreds 
of items. Beck Bros., 715 W. Wild- 
wood, Fort Wayne, Ind. 


——————.., 
Business Opportunities 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





—e 


EVERY BFFORT is made b 
ers’ lar-Keystone to ‘coop’ eet 
vertising columns clean. Aa. 


oen- 
sorship requirements of The 
Circular-Keystone. Jewelery 





LL 


HAVE ability to produce and $10,099. 
desire profitable connection; retail or 
i ae Address “V., 65,” care 





GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise. 
ment page 37. 





WANTED to buy, jewelry store; wil! 
pay cash; all information confidential, 
Paul Vermillion, 121 N. Harrison §t, 
Alexandria, Ind. 





JEWELRY store wanted, cash or credit, 
doing a good volume of business; in- 
dividual will pay cash for established, 
reputable store. Address “B., 3977,” 
care J C-K. 





DIAMONDS, unusual proposition 
offered to financially responsible 
salesman, covering Southern terri- 


tory; must be willing to invest. Ad- 
dress “S., 4216,” care J C-K. 





JEWELERS! read carefully; this is im- 
Portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., ‘manufacturers, 
headquarters for jewelers; printed sup- 
Plies of every description; 31 E. 22nd 
St.. New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
Post delivery service makes us your 
ree = neighbor. Phones Algonquin 





HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists ; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps- 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 14% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in ‘aster produc- 
tion; your check witl order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
cago 10, Ill. 








THOROUGHLY experienced retail man 
will invest $5,000 with watchmaker 
possessing similar sum to open store; 
Philadelphia or vicinity preferred. Ad- 
dress “W., 3966,” care J C-K. 





QUALIFIED retail manager will pur- 
chase for cash, established business, 
consider partnership in same or under- 
take new venture with reputable party. 
Address “T., 3964,” care J C-K. 





CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St, 
Chicago, Ill. 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. Stave St, 
Chicago. 





WE have specialized in photographing 
jewelry for the past 12 years; blac 
and white, or color; complete cata 
logues. or single illustrations. _ Don 
Bryan Studios, 53 W. Jackson Blvd, 
Chicago 2. 





WANTED, established jewelry store; ! 
will pay highest cash price as I will 
continue on business; must have 
lease and reputation; any correspond 


ence confidential. Address “G., 23 


care J C-K. 


——— 





COLMES BROS.; cash _ buyers of 
jewelry stores with or without fix 
tures; we interview you at our & 
pense in any part of the country} 
bank and trade _ references. 
Tremont St., Boston, Mass. 
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BUSINESS OPPORTUNITIES—Cont. 








(Continued from page 492) 





———_ 


AMUEL GANSBERG will buy your 
e surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
pank and trade references of the high- 
est character. Write 15-17 Maiden 
Lane, New York. Telephone, Rector 








JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 


JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere ; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louls Rifkin, 81 Bowery, New York 
City. Phone Walker 56-3936. 














BEFORE selling your business withdraw 
from inventory old watch movements, 
running condition or not, off-size and 
obsolete watch cases and movements, 
traveling clocks, automobile’ clocks, 
small alarms, small desk clocks, need- 
ing parts or repair; I can pay more 
for these items; ship express collect, 
with invoice, at reasonable prices; if 
acceptable, I will send check return 
mail; if not, I will return shipment 
prepaid. L. Rankin, Ocean City, Md. 





BRITISH manufacturer of leather 
watch straps, renowned throughout 
Europe for the quality and variety 
of their lines, wishes to appoint 
agents in all parts of the United 
States; wholesalers and manufac- 
turers agents interested are invited 
to apply to B. Prince & Co., Ltd., 
Treforest Trading Estate, Ponty- 
pridd Glam, S. Wales. 


ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
— 5 S. Wabash Ave., Chicago, 








WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
eash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 

is an asset that will bring you 

e€ same as your stock: Write 

us for complete details; you will 
not be obligated; references from 
many jewelers who have had us 
liquidate their business recently will 
sent you along with unques- 
tioned bank references; no pwns 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 


168 N, Michigan Ave., Chicago, II. 











Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANT TO BUY jewelry store for cash, 
in small town up to 50,000 population. 
Address “L., 2513,” care J C-K. 


Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional werds, 5 cents a word 








SMALL jewelry store or repair shop for 
watchmaker ; good location; reasonable 
rent, in good town; South or South- 
west; state full details. Address “N., 
4121,” care J C-K. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, II. 





VETERAN needs pair flat hand rolls 
314%-4" in good condition; other shop 
tools; state what you have, also price; 
all replies answered. Address “H., 
4152,” care J C-K. 





WILL purchase completely equipped 
factory, making gold merchandise 
or rings; 5,000 to 6,000 feet floor 
space; location Manhattan. Address 
“P., 4171,” care J C-K. 





JEWELRY shop equipment; small power 
rolls, screw press, hydraulic press, 
power drop hammer or _precussion 
press; Leiman or Boley polishing head, 
with suction. O. K. Riesinger, 411 
Orpheum Bldg., Tulsa 3, Okla. 





VETERAN wants to buy an established 
jewelry store; New York State, Con- 
necticut or the South preferred, but 
not essential; give full particulars. 
og Friedman, R. F. No. 1, Katonah, 


WATCH repairing for the trade; price 


list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





SPECIALIZING in repairing of chrono- 


graphs and all kinds of fine watches 
for the trade. I. Altay, 22 W. 48th St., 
New York 19, N. Y. 





WATCH repairing for the trade; fast 


and guaranteed service; price list 
upon request. Esquire Watch Co., 68 
Nassau St., New York 7, N. Y. 





WATCH repairing to the trade; reliable, 


dependable; for prompt delivery to 
out-et-tewn trade. H. Drimer, 3726 
Maple Ave., Brooklyn 24, N. Y. Es- 
planade 2-2963. 





CAREFUL, honest watch repairing for 


the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 





HIGH grade watch repairing for the 


trade, the factory way; fast and 
guaranteed service at low cost. Watch 
craft Co., 132 Nassau St., New York 7. 
Beekman 3-55641. 





CLOCKS repaired, all makes, foreign 


and domestic, spring weight and elec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, Ill. 





JEWELRY shop equipment, whole or 
part; give list of what you have; need 
flat rolls, polishing outfit with dust 
collector, or anything in small tools; 
cash on the line. Addreses “B., 4250,” 
care J C-K. 





SUCCESSFUL store manager wants to 
buy reputable jewelry business; pre- 
fer Southern town 15,000 to 50,000 
population; will pay all cash or pur- 
chase active partnership. Address “T., 
4244,” care J. C-K. 





CASH for surplus’ stock; jewelry, 
watches, mevements, diamonds, etc., 
broken or new merchandise; ship what 
you have express collect; check by 
return mail and your shipment held 
for your approval; bank references. B. 
Lowe, Holland Bldg., St. Louis 1, Mo. 





WANTED; am desirous of purchasing 
a going jewelry store either cash or 
credit doing volume from $50,000 
to $100,000 per year; prefer store 
located in the Middle West; no 
agents; principals only. Address 
“S., 4174,” care J C-K. 


CAREFUL watch repairing, skilled work- 


manship; all watches checked and 
timed on Western Electric Watch- 
master for accuracy. Frederick Lowey, 
48 W. 48th St., New York 19, N. Y. 





RELIABLE watch repairing for the 


trade, since 1921; efficient, depend- 
able mail service. Standard Watch 
Service, 949 Broadway, New York 
10. 





EXPERT watch repairing for the trade; 


many years of experience; all work 
guaranteed; out-of-town trade at- 
tended to promptly; moderate prices. 
Israel Weiser, 24 Eldridge St., New 
York City. Walker 5-9264. 





WATCH repairing for the trade; quick 


service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Il. 





OLD watch movements, running condi- 
tion, or not, off-size, obsolete watch 
cases and movements, traveling clocks, 
automobile clocks, small desk clocks, 
needing parts or repair; ship express 
collect, with invoice, at reasonable 
prices; if acceptable, I will send check 
return mail; if not, I will return ship- 
pes prepaid. L Rankin, Ocean City, 


CLOCK making to the trade; specialist 


in heavier horological work; wheels 
and pinions cut on order; clock es- 
capements constructed or repaired; 
antique clocks restored. Stanley Pro- 
kop, 2680 Dahlia St., Denver, Colo. 








(Continued on page 494) 
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WATCH WORK, ETC, FOR THE 
TRAD ‘ont, 
(Continued from page 493) 








ELECTRIC clock repairing for the trade; 
fast and reliable service on General 
Electric, Hammond, Seth Thomas, Ses- 
sions, Telechron, Westclox; work guar- 
anteed; dealers cost price list mailed 
upon request. Acme Clock Repair Ser- 
vou 4611 Clinton St., Los Angeles 4, 

alif. 





WATCH repairing for the trade; 
prompt and courteous service; 
work fully guaranteed; repairs com- 
pleted within 10 days; special at- 
tention given to mail orders. Soloff, 
165 Ross St., Brooklyn 11, N. ¥- 





EXPERT watch repairing; we specialize 
in mail orders; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 





GUARANTEED watch repairing for 
the trade; skilled workmanship; 
testing on our watch rate recorder 
insures accuracy and quicker de- 
livery; out of town orders attended 
to promptly. Raymond H. Slee, 
1024 Main St., Bridgeport, Conn. 
Telephone 3-4110. 





DUE to expansion, we are in position to 
accept additional trade work of good 
quality; repairs are so complete and 
guaranteed, you do not have to touch 
the movement or clean case; give this 
your immediate attention for we have 
openings only for a few good accounts; 
prices cheerfully furnished. Regulated 
Time Service, 1508 Charlotte St., Bronx 
60, New York. 





IF you are looking for a reliable place 
to send your watch repair work, we 
offer service of the highest quality; 
all workmanship guaranteed; have 
satisfied customers throughout the 
country for the past 24 years; service 
within five days; postage prepaid one 
way; prices sent upon request. Josiah 
Odence, Inc., 215 Fourth Ave., New 
York 3, N. Y. 





CRYSTAL fitting for the trade, special- 
izing in Ross lentille crystals, in the 
clear blue, green, amber and rose 
colors; all fittings are dust-tight, with 
lentilled edges and highly polished 
surfaces; prompt, guaranteed service; 

list on request. Ross 
Crystals, 15 E. Washington St., Room 
Chicago 2, Ill. Tel. Franklin 





EXCEPTIONALLY fine watch repairing 
by our staff of competent watchmakers; 
jewelers have found that our complete 
watch repair service means quality, ef- 
ficiency, dependability, good material, 
and good workmanship; all watches 
are precision timed on our Watch- 
master; there is no substitute for good 
craftsmanship; price list on request. 
The Harr Watch Repair Co., 645 Fifth 
Ave., New York. 





WHY do hundreds of jewelers prefer to 
send their watch repair work to us; 
they like our skilled precision crafts- 

ip and tests for accuracy; they 
like our proven integrity and reliabil- 
ity, as attested by satisfied customers; 
they like our speedy and efficient ser- 
vice; write us; you'll find our prices 
low and our work satisfactory. Matt- 
hews Watch Repair Co., 154 Nassau 
St. New York 7, N. Y. 





WE specialize in repairing all types of 
watches, both American and foreign; 
in cl movements are entirely 
dismantled and thoroughly cleaned, 
each piece receiving individual atten- 
tion, thus assuring you of the finest 
job possible; all jobs are guaranteed 
against ective workmanship and 


material; in addition, our jewelry re- 
pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
dolph, 1548 Belmont Ave., Chicago 13, 
TIL. 





WE guarantee you first class watch 
repairing; our work will help pro- 
gress your business; we employ a 
staff of eight expert watchmakers; 
we repair all kinds of complicated 
watches, repeaters, chronographs, 
etc.; we also vibrate hairsprings, 
and we make parts, particularly 
staffs for obsolete watches; all the 
work is done in our own shop; we 
can give you good service; price 
list on request. Simon Amtman, 9 
Maiden Lane, New York City. 





HAVE you a watch repair problem: 
hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assure you of the 
finest qualtiy work and our production 
system will give you rapid service at 
moderate cost; our work is timed on 
Watchmaster Recorder and fully guar- 
anteed; all watches are fully insured 
and protected by Holmes Protective 
Service; over 200 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service; please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., Nassau St., New 
York 7, N. Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 


Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, & cents a word 





WE do expert assembling on all types of 
rings. Hart Jewelry Co., 93 Lafavette 
St., Newark, N. J. 





HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
. 45 Park Place, Morristown, 





JEWELRY repairing, specializing in ex- 
pansion bands; fast service, all work 
guaranteed; factory method; write for 
price list. Parkers, 124 W. 6th St., 
Los Angeles 18, Calif. 





BEADS restrung; all style beads re- 
strung on cord or chain; prompt ser- 
vice; can furnish references. Mrs. 
Helen E. Stump, 202 State St., Shill- 
ington, Pa. Just outside Reading. 


BEAD restringing to the trade by 
perts; we use the best cord in - 
world ; all work guaranteed ; new clas 
furnished; give_us a trial, Thobe 
_—* 125 Pulaski St., Dayton 2, 

oO. 





EXPANSION bands repaired and pol. 
ished; all types trade work; no riy. 
ets punched through caps; Prompt 
mail order service. Shermans Brace. 
let Shop, 124 W. 6th St., Room 
305, Los Angeles 14, Calif, 


Ls 


JEWELRY AND WATCH repairing. 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Brog 
Jewelry Co. 6505 Arcade Bldg, gs 
Louis, Mo. 








DIAMOND setter wishes work from 
out of town trade; finest 
workmanship; prompt service; ref. 
erences furnished; write today for 
price. list. Address “B., 2361,” care 





ENGRAVING for the retail jeweler; 
complete organization established 35 
years, at the same address, assures 
you of prompt and efficient service and 
excellent workmanship; mail service a 
specialty. O. F. Swensen, 198 Broad. 
way, New York 7, N. Y. 


Ie Re Se 2 LENE ETE LONE OIE A 
Wanted to Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





FACTORY space wanted; 4500 feet, 43rd 
to. 50th St. district, New York City; 
will take over complete outfit. Ad- 
dress “M., 4170,” care J C-K. 








WANTED, office space; 1000 to 1500 
feet, 45th to 58rd St. district, New 
York City; will take over complete 
office, equipped, if necessary. Address 
“L., 4169,” care J C-K. 


Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 





PATENT your good ideas; send me your 
simple sketch or model; free con- 
fidential advice-literature ; register your 
trademarks. Z. H. Polachek, regi: 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 


arcs roommate 
Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a wore 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 





BEADS of all kinds restru by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, 





LEARN WATCH repairing by doing It; 
thorough training under expert instruc 
tors. For information write Stan 
Watchmakers Institute, 1991- Broad- 
way, New York City. 


—) 


WATCHMAKERS; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adj 
Watches” and “Practical :Balance 
Hairspring Work” by Walter Kieinleln 
Your jobber or trade journal. 





—— 
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These authoritative and interestingly 
written books on a wide range of subjects 
about your business will be a great help 


to you. 


Just put a circle around the books you want 
on the coupon below, write in your name 


For the Gem Expert, Connoisseur and Student 
of Gemology 








1. GEMS AND GEM MATERIALS 
Drs. Kraus & Slawson $3.00 


2.GETTING ACQUAINTED WITH MINERALS 
George L. English $2.50 


3. HANDBOOK FOR THE AMATEUR LAPIDARY 
J. H. Howard $2.00 


4. STORY OF THE GEMS JH. P. Whitlock $4.00 
5. STORY OF DIAMONDS $1.25 
5A. FAMOUS DIAMONDS OF THE WORLD $1.00 
5B. INTRODUCTORY GEMOLOGY 

Robert Webster $3.50 


On Silver for the Jeweler, Collector and Anti- 
quarian 





6. THE STERLING FLATWARE PATTERN INDEX 


Without Binder $10.00 
7. ENGLISH SILVER (1675-1825) 
Stephen G. C. Enske and Edward Wenham $2.50 
8. OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN sS. B. Wyler $3.00 
9, HALLMARKS AND DATE LETTERS 
Arthar Tremayne $1.C6 
10. NAVAJO AND PUEBLO SILVERSMITHS 
John Adair $4.00 


For the Skilled Watch and Clock Maker, the 
Apprentice and Student 


Il, PRACTICAL COURSE IN HOROLOGY 








Harold C. Kelly $2.75 
12 WATCH AND CLOCKMAKERS’ HANDBOOK, 
DICTIONARY AND GUIDE 
PF. J. Britten $6.00 
13. KNOW THE ESCAPEMENT (New Edition) 
Barkus Watchmakers $5.00 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Please send the following books: 


FoR AuGust, 1946 


HAVE YOU READ THESE BOOKS? 


1—2—3—4—5—5A—5B—6—7—8 —9—1 0—1 1 —12—13—15—16—17 
18—19—20—21—22—23—24—25—26—27—28—29—30—31—32—33—34 


[C] CHECK [] MONEY ORDER [] FORS........is attached. 
Ee ee me See eee a Divine nn vkskee cc naeckinn eeaeebeis eee 
MND ss: os wiateeediwsd waite nh oullieaienaaaiiamemenaateunele Pi Gy Be GOW in ccccdcceccccss Si cdsncnnetianndinncia 


Check or money order must accompany all orders. Do not send cash. 


and address, attach your check, and send 
it to us. We will send them postage pre- 
paid anywhere in the United States. Re- 
mittance must accompany all orders. No 
books sent on approval. Prices subject to 
change without notice. 


15. CURIOUS HISTORY OF MUSIC BOXES 


Roy Mosoriak $5.00 
16. SIX QUAKER CLOCKMAKERS 

Edward E. Chandlee $10.00 
17. TIME AND TIMEKEEPERS VP. I. Milkam $1.98 
18. MODERN METHODS IN HOROLOGY 

Grant Hood $2.50 
19. PRACTICAL BALANCE AND HAIRSPRING 

WORK VB. J. Kleinlein $3.50 

20. RULES & PRACTICE FOR ADJUSTING WATCHES 

W. J. Kleinlein $3.50 


21. PRACTICAL BENCHWORK FOR nn 


Louis and Samuel Levin 7 
$10.00 
$2.50 


22. IT’S ABOUT TIME Pas! M. Chamberlain 
23. KEYSTONE WATCH REPAIR RECORD BOOK 
24 


. WITH THE WATCHMAKER AT THE BENCH 
Donald De Carle $3.00 


For the Jewelry Repairer, Engraver, Plater and 
Enameler 





25. JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger $1.25 


26. JEWELRY, GEM CUTTING AND METALCRAFT 


W.T. Baxter $3.00 
27. JEWELRY AND ENAMELING 

G. Pack $2.75 
28. REFINING PRECIOUS METAL WASTES 

C. M. Hoke $5.00 


29. ART MONOGRAMS AND LETTERING 


J. M. Bergling (Paper Cover) $2.00 
30. METALCRAFT AND JEWELRY 

Bmil F. Krenquist $2.75 
31. A B C OF MODERN ENGRAVING 

William Kassel $1.00 
32. TESTING PRECIOUS METALS 

C. M. Hoke $2.00 
33. RINGS THROUGH THE AGES 

James R. McCarthy $2.50 
34. TRADEMARKS OF JEWELRY AND 

KINDRED TRADES $7.50 


100 E. 42ND ST., NEW YORK 17, N. Y. 
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Manufacturers’ News| 





“Hostess of Tommorrow" Makes Bow 
at Oneida Sales Conference 


Richard A. Bloom, Director of Sales of 

Oneida's Heirloom Sterling division poses 

with one of the "Hostesses of Tomorrow" 

who will be the theme of the fall adver- 
tising campaign. 


What the perfect hostess of the future 
will look like is no secret to salesmen 
for Oneida, Ltd.’s Heirloom Sterling 
Division. For this charming young lady 
was presented, in person, at the com- 
pany’s spring sales meeting. Portrayed 
by a beautiful fashion model, the 
“Hostess of Tomorrow” appeared be- 
fore the salesmen exactly as she will be 
seen in Heirloom Sterling Magazine ad- 
vertising this fall. 

Richard A. Bloom, Director of Sales 
and representative of Moser & Cotins, 
Inc., the advertising agency handling 
the account, presented the “Hostess of 
Tomorrow” as the theme of the cam- 
paign. Built around the desire of every 
girl to be a charming and admired 
hostess, this new series will feature such 
hostesses in rich dining room surround- 
ings, every detail of which has been 
decorator-selected and approved. Gowns 
for each “Hostess” are specially created 
by leading fashion designers. All photo- 
graphy will be in full color, by Anton 
Bruehl, and will be reproduced in full 
color in full pages in eight national 
magazines. 

Displays and all other elements in 
the Heirloom Sterling’s fall merchandis- 
ing plan will also be keyed to the 
“Hostess of Tomorrow” theme. 


Holzer Watch Co. Announces 
New Tissot Models for Fall 


Julian Holzer, of the Holzer Watch 
Co., Ine., sole distributors of Tissot 
watches in the United States, has just 
returned from a long stay in Switzer- 
land, visiting the factory and the Swiss 
Watch Fair. 

_ One of the main results of his visit 
is the new thin Tissot Automatic watch 
in 14K gold and gold-filled domestic 
cases, though this is only one of the 
Several new items to be featured in the 
new fall line, which is now on display 
in the showrooms at 501 Fifth Ave., N. Y. 

The company’s salesmen will e on 
the road again in September with the 
complete line to take orders for Christ- 
mas business. 
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Kreisler Sales Mgr. in Europe 
To Preview Current Style Trends 


Jack F. Bermond, Sales Manager for 
Jacques Kreisler Mfg. Corp., left for 
Paris and London by plane on June 15. 
To be gone a month, Bermond plans 
to survey new styles and trends, in Con- 
tinental and English jewelry markets. 

“Many jewelers over there,” Ber- 
mond said, “have taken up their peace 
time pursuits with new ideas and a 
fresh viewpoint. Since we, at Kreisler, 
are always looking for up-to-the-minute 
conceptions, we feel that it is time to 
renew relations with these sources of 
fashionable creations.” 

Restyling of Kreisler’s 1946 ladies’ 
jewelry line was accomplished with the 
help of outstanding fashion consultants 
early in the year. It is the firm’s in- 
tention to increase the promotion of 
this merchandise and to continue with 
its advertising campaign for fashion 
jewelry in such publications as Vogue, 
Mademoiselle and Life. 

Mr. Bermond returns to Europe for 
the first time since he left the service 
last fall as a Major in the Army. While 
overseas, he established contact with 
numerous jewelry firms in England and 
with several jewelers in France, soon 
after the liberation. 


New "Love Bird" Window Display 
Aids Consumers to See Quality 


Morris Rivkin, head of the firm of 
Morris Rivkin & Sons, 630 Fifth Ave., 
New York, has long sought a merchan- 
dising presentation to dramatize dia- 
mond ring promotions with dignity. 
With the display pictured above, he be- 
lieves that he has hit upon it. 

Capitalizing upon the theme _ that 
every one of the firm’s “Love Bird” dia- 
mond rings is “loupe-tested,” “Love 
Bird” dealers have been encouraged to 
have customers use the loupe themselves 
to verify the quality of the diamonds. 

Now, this window display carries the 
idea a step farther. As shown, a giant 
“loupe” is focused on a tray of “Love 
Bird” rings, so that window shoppers 
can see the displayed rings considerably 
magnified. 

The “loupe” is mounted on a sliding 
arm so that it can be placed in any posi- 
tion and brilliantly colored background 
helps to register the idea. 

Newspaper mats are supplied to tie 
in with the display. 





New General Mills Iron Makes 


Debut at Housewares Show 


General Mills’ new "Tru-Heat" iron em. 
bodies many unique and useful features, 
Distribution will begin this fall. 


A new method of heat control, safety 
side rests, a “Full-Vue” four-way sole 
plate, and a “Tru-Heat” fabric selector 
—are among the features of the new 
streamlined General Mills Tru-Heat iron 
which made its initial debut at the 
Hardware Show in Atlantic City, N. J, 
May 12 to 17. The iron is the first of 
the new family of General Mills home 
appliances sponsored by Betty Crocker, 
popular home service authority. 

“Tru-Heat” control is a patented prin- 
ciple of heat control that is said to hold 
the temperature of the sole plate within 
a few degrees of the desired heat. The 
safety side rests eliminate the need for 
the old-fashioned square heel, thus mak- 
ing possible the “Full-Vue” four-way 
ironing surface with smooth operation 
in all directions. 

The “True-Heat” fabric selector dial 
shows exact temperatures as well as the 
correct settings for various fabrics. 

Distribution and sales will start this 
fall beginning with one district to which 
others will be added until full national 
coverage is achieved shortly after the 
first of next year. Sales will be sup- 
ported by a strong advertising cam- 


paign. 


Disney Pins by Alpha-Craft 


Walt Disney has granted Alpha-Craft 
the exclusive rights to reproduce all Dis- 
ney Characters in metal pins that will 
retail at $1. 

The new pins, based on Disney's 
famous cartoon characters, are now It 
production, and Alpha-Craft is taking 
orders for delivery after August 15th 
Mickey Mouse, Pluto, Dumbo, Donald 
Duck, Bambi and other perennial favor- 
ites will be the mainstay of the line, but 
adaptations of new Disney characters 
will be added, as created. The Hepcats, 
newest members of the Disney family, 
are show-stoppers from the new Disney 
picture “Make Mine Music.” The pins 
will be available in silver finish, or pink 
or yellow gold-plated metal. — 

National advertising in thirteen fash 
ion and movie-fan magazines will 
used to introduce the Disney pins 
the public, and store mats and display 
cards will be supplied with each order. 
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Wadsworth Introduces 

New Fall Powder Cases 

w fall and Christmas line of 
the Wadsworth Watch Case 
duced in a preview to the 
de press at the Waldorf- 


The ne 
Co, was intro 
fashion and tra 


ja, July 10. : 
yong el influence highlights the 


. worth designers having done 
tes Oe reocarch and _adapted color- 
ings, designs and motifs from Ming 

reelains. These Chinese motifs appear 
throughout the line at various price 
i although the Chinese in- 
quence is significant, it is by no means 
the only style in the line. There is, 
for instance, 4 collection of fan shaped 
cases at varying price levels which fea- 
ture a variety of engraved and engine 
turned designs, and variety of round 
and square cases in engine turned de- 
signs in the modern manner. Also are 
the all metal, round oversize powder 
cases measuring a full four inches in 
diameter and priced to retail at $5.00, 
$7.50, $10.00 and $15.00. 

Conversation pieces include an amuse- 
ing family tree design with space on 
the trunk to engrave a name; a brocade 
pattern in a round case in pink gold 
metal; a square with unicorns, rabbits 
and peacocks in tapestry design; a coat 
of arms in black, gold and red enamel 
on pink and yellow gold; and a case dec- 
orated with children in 1880 costumes 
rolling hoops. 

Lady Godiva with flowing hair seated 
on a silver horse, in a square case with 
black enamel background, and Adam 
and Eve complete with serpent and ap- 
ples, appear on another case with a 
black enamel background are still other 
novelties. 

New last season, and continued this 
year, is the line of $2.00 all metal sifter 
powder cases in both round and rectang- 
ular styles in gold or silver finish, and 
several new patterns have been added 
to the $3.00 line in both square and 
round shapes. Matching cigarette cases 
are available in the $3.00, $5.00, $7.50 
and $10.00 lines, 


Harvel Sends Two To Europe 


H. L. KREIELSHEIMER 


Jaques Monod, general manager of 
Harvel Watch Co., recently departed for 
Switzerland for a three months stay in 
the watch markets of that country 
where he will endeavor to establish new 
watch styles and contacts for Harvel 
Watch Co. 

Also in Europe at this time is Her- 
bert L. Kreielsheimer of the same com- 
pany, who is covering the diamond mar- 
kets of Belgium and Holland to re- 
establish diamond contacts for Harvel 
Watch Co., who are distributors of dia- 
mond watches. 
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A. A. "Gus" Colvin Elected 
President of O. B. McClintock Co. 


A. A. COLVIN 


Directors of the O. B. McClintock Co., 
Minneapolis, manufacturers of fine elec- 
tric clocks whose line was recently an- 
nounced to the trade, have elected A. A. 
Colvin, former Waltham Watch Com- 
pany executive, to the presidency of the 
company. Lloyd G. Pattee, Executive 
Vice President of S. H. Clausin & Com- 
pany and wartime president of McClin- 
tock, has resigned as president of Mc- 
Clintock to devote full attention to his 
duties at S. H. Clausin & Company. 

For the past twenty months “Gus,” 


as he is widely known through the trade, | 


has been Director of Sales and recently 
Vice President of McClintock, and his 
elevation to president and general man- 
ager, is another step in the company’s 
program of developing an executive staff 
familiar with the needs and practices 
of the jewelry trade. 

Mr. Colvin was with the Waltham 
Watch Company for twenty years, and 
served successively as District Sales Man- 
ager of Waltham’s Pittsburgh, Chicago, 
and San Francisco offices; and was Gen- 
eral Sales Manager of the company be- 
fore joining McClintock in October 1944. 

The company’s new line of high 
quality clocks, distributed exclusively 
through retail jewelry stores, has been 
warmly received throughout the country, 
according to McClintock officials. Fac- 
tory production is already sold out for 
a year in advance and the management 
is making intense efforts to step it up 
to meet the demand. 

Mr. Colvin stated that recent strikes 
in the woodworking factories have 
slowed production on some of the models, 
but that during the next 30 days five 
new models will start coming off the 
production lines and will be available 
for delivery shortly thereafter. 


Gruen Directors Re-elected; 


G. T. Gruen Replacing Late Fred G. 


Shareholders of the Gruen Watch 
Company at their annual meeting June 
28 re-elected six of their present direc- 
tors. These directors are Messrs. John 
R. Bullock, Sterling B. Cramer, E. W. 
Edwards, George J. Gruen, Clifford R. 
Wright and Benjamin S. Katz. Also 
elected was Mr. George T. Gruen as a 
director, replacing the late Mr. Fred G. 
Gruen. Following the meeting of share- 
holders, the board of directors elected 
as officers for the coming year, Ben- 
jamin S. Katz, president and treasurer; 
George J. Gruen, chairman of the 
board; Simon C. Gershey, vice presi- 
dent; George T. Gruen, secretary; Al- 
fred T. Reis, comptroller and assistant 
secretary and Thomas F. Jeary, auditor. 





Marvella Pearls Plan New 
Type of Dealer Cooperation 


The Marvella Pearl Co., says Miss 
Carolyn Graeves, advertising and pro- 
motion manager, is busy laying the 
groundwork for closer cooperation with 
every merchant who carries the firm’s 
line. In current trade advertising which 
appears in all the jewelry trade publica- 
tions, Marvella is giving specific selling 
points that sales people can use when 
talking with customers. The first of 
the series includes several selling sen- 
tences that can be lifted bodily from 
the text and for sales people’s use. 
Tips are also provided on how the Mar- 
vella line can be best displayed to cus- 
tomers and the wisdom of a salesgirl 
wearing a dress whose neckline lends 
itself to an appropriate background for 
pearls. 

In the second ad, helpful hints are 
given for simple, effective displays, and 
again selling points—new and different 
ones—are part of the body test. Follow- 
ing ads will continue these helps, each 
one of practical value to the girl be- 
hind the counter. 

“We plan to continue and expand this 
service,” says Miss Graeves, “for al- 
ready we have been informed that mer- 
chants are clipping out the entire ad 
and routing it to their sales force.” 

Counter and window displays will also 
be produced at regular intervals and 
Miss Graeves promises many further 
new and unusual trade ideas for the 
months ahead. 


T. J. Phillips Joins Gorham 


T. J. PHILLIPS 





a 


The Gorham Company has announced 
the appointment of Lieutenant (j.g.) 
Thomas J. Phillps as platedware repre- 
sentative in the major mid-western cities. 

Mr. Phillips recently returned from 
18 month’s service in the South Pacific. 
Prewar he represented Oneida, Ltd., in 
the city of New York and in South- 
eastern states. 


Swank Adds Two Salesmen 


Two new additions to the Midwestern 
sales force of Swank, Inc., makers of 
men’s jewelry, have been announced by 
Maurice L. Heller, the company’s vice- 
president in charge of western activities. 

Gerald Schapiro will represent the line 
in suburban Detroit and the western 
section of lower Michigan, and Gerald 
L. St. Peter will cover western Wis- 
consin and the upper peninsula of 
Michigan. Both men are native Mid- 
westerners, and each has had several 
years of experience in retail merchan- 
dising in that section of the country 
so that they are thoroughly familiar 
with the problems of the retailers in 
their territories. 
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ANRJA Conventioners to Hear 
Longines Symphonette 


A high spot planned for visitors at- 
tending the convention of the American 
National Retail Jewelers Association in 
New York on August 12 to 15, is a 
concert by the famed Longines Sym- 
phonette, at Carnegie Hall, at 9 o’clock 
on the evening of August 14, which is 
being presented with the compliments 
of the Longines-Wittnauer Watch Co. 

The program to be presented will be 
a Gala Pop Concert of orchestral music 
—especially selected for summer eve- 
nin entertainment. Featured soloist of 
the evening will be Joseph Fuchs, em- 
inent violinist, and the orchestra will be 
conducted by Mishel Piastro. 

Tickets will be available, without 
charge, to ANRJA members and their 
guests at the Longines-Witnauer booth, 
Number 34 & 85, in the Grand Ball- 
room of the Waldorf, or can be obtained 
by mail from Longines-Wittnauer’s 
main office at 580 Fifth Ave., New York. 


Clausin Promotes Cottrill 
and Brown to Vice Presidencies 


S. H. Clausin & Co., well known 
Minneapolis wholesale jewelry house, 
have announced the advancement to Vice 
Presidencies of Harry E. Cotrill and 
R. B. “Doc” Brown—both well known 
for years in jewelry circles of the mid- 
west and Pacific northwest. 

The promotions will entail changes of 
residence of both men—a double switch 
in location but with added duties for 
each. Mr. Cotrill, for the past six years 
Western Division Manager of S. H. Clau- 
sin at Spokane, Wash., will make perma- 
nent headquarters in Minneapolis, Minp., 
as Vice President in Charge of Opera- 
tions covering all 17 states of the North 
west. Mr. Brown, who has been Sales 
Manager of the Minneapolis office, will 
go to Spokane as Vice President in 
Charge of the Western Division, includ- 
ing Washington, Oregon, Idaho, Mon- 
tana, Wyoming and Utah. 

Harry Cotrill has been with Clausin 
for 25 of his present 45 years of age, 
oe started with the company as 
errand boy out of high school. 

“Doc” Brown came te S. H. Clausin a 
few years ago from E. W. Reynolds Co., 
Los Angeles. The move back to Spokane 
is by way of a homecoming for him, 
since Spokane is his boyhood home as 
well as the home of Mrs. Brown. 

The company also announces that L. 
D. Wells, for many years assistant trea- 
surer, has now been elected Treasurer 
of S. H. Clausin. 


"Watchmaster Charlie Moves 
Office to Oklahoma City 


Charles Purdom, special representa- 
tive for American Time Products, Inc., 
and widely known as “Watchmaster 
Charlie,” has moved his headquarters 
from St. Louis to the Hales Building, 
Oklahoma City, Oklahoma. At his new 
address, Mr. Purdom will set up a studio 
and demonstration room where watch- 
makers from this area may study watch- 
rating by WatchMaster methods. Group 
meetings will be held at this center at 
which time advanced rating practices 
will be demonstrated. Mr. Purd2m will 
also continue his educational work 
through the mid-west among Watch- 
Master owners. 
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Big Ad Campaign Planned for 
Jacoby-Bender Postwar Line 


Jacoby-Bender, Inc., manufacturers of 
J-B watch attachments, have announced 
plans for an extensive national advertis- 
ing campaign to promote their new post- 
war line which is now ready. ; 

Black and white half page units will 
appear this fall in several of the well- 
known mass circulation magazines. 
A. W. Lewin Co. is the agency handling 
the account. 





New Wedding Ring Set by Blits 


Blits Manufacturing Co., 64 West 48th 
St., New York, is featuring a new 14K 
gold wedding and engagement ring set 
which they style as “Ideal Pair.” The 
new product will be shown at the forth- 
coming ANRJA convention at the Wal- 
dorf, August 12 to 15th. 





Ronson Sponsors Network Program 





Sponsorship by Ronson Art Metal 
Works, Inc., of the highly rated radio 
show, “20 Questions,’ marks the first 
time a manufacturer of cigarette light- 
ers has ever employed a network en- 
tertainment airshow for the advertise- 
ment of its products. Beginning with 
the program of July 6th, 1946, Ronson 
messages are being carried on this popu- 
lar half-hour quiz program, which is 
heard nationally over the Mutual Broad- 
casting System on Saturday nights at 
8 P.M., Eastern Daylight Saving Time. 

Few programs in the annals of radio 
have achieved the quick popularity ac- 
corded “20 Questions” as evidenced by 
the hundreds of thousands of letters re- 
ceived by the network in the first 13 
weeks of the show, and the tremendous 
radio audience captured during its early 
history. The program, presided over by 
Bill Slater as quiz-master, is an enter- 
taining adaptation of the familiar 
parlor-game, with a board of four regu- 
lars and one guest expert attempting 
to guess within’ the limit of twenty in- 
quiries the name or identity of the per- 
son or subject submitted by the listen- 
ing public. Among the experts appear- 
ing each week on the show are Fred 
Van Deventer, famous newscaster, 
Florence Renard, noted mtician, Bobby 
McGuire, 14-year-old quiz-whiz, and 
Herb Polesie, motion picture producer. 
Lucille Ball, George Jessel, Guy Lom- 
bardo and “Nick Carter” are some of 
the prominent personalities who have 
tried their skill on various sessions of 
this quip-quiz airer. 

With the addition of “20 Questions” 
to its vastly expanded consumer publi- 
cation schedule, Ronson’s budget for the 
promotion of its lighters and accessories 
is the largest in its 50 years of business. 











New Line of Men's Jewelry 


Globe Jewelry and Chain 
turing Co., 157 Orange St., Pr 
R. L., is introducing a new line of men's 
jewelry to be marketed under the trap 
name of “Tweed.” 

First showings will take place 
a short time when representatives of th. 
company will visit wholesalers fro, 
coast to coast. 

The new line of “IT'weed” men’s 
ry will be created in gold-plated an 
gold-filled. Many of the s a will be 

line wil 









set with colored stones. e 
be available for sale through wholesalers 
only. 





Camfield Mfg. Co. Incorporates 


The Camfield Manufacturing Com. 
pany, Grand Haven, Mich., which hy 
been operating as a partnership, hay 
been incorporated. All of the partnen 
have become stockholders in the cop. 
poration and both the financial contro) 
and management remain the same, 

Officers of the corporation are: Presi. 
dent, R. W. Camfield; Vice President 
in charge of Manufacturing, R, 
Lillyblad; Vice President in charge of 
Purchasing, P. D. Higgins; Vice Presi. 
dent in charge of Sales, E. L. Taylor; 
Secretary-Treasurer, L. V. Meye 
The Board of Directors includes all of 
the above with the addition of Mr. Carl 
Damm, Vice President of Pyle Patten 
& Mfg. Co., Muskegon, Michigan. 

The company: manufactures the Cam- 
field automatic electric toaster, th 
Fluor-O-Shield, glare diffuser for 
fluorescent lamp fixtures and has a line 
of laminated wood products including 
household serving trays. 





Hickman Joins Ripley & Gowen 


D. B. Hickman, formely Vice-Pres- 
dent and General Manager of Evan 
Case Co., is now associated with Rip 
ley & Gowen, Attleboro, Mass., jewelry 
manufacturers, in an executive capacity. 
Mr. Hickman thus renews his associs- 
with Arnold. Anderson, who wa 
also connected with Evans Case for 
many years, and who joined Ripley & 
Gowen recently as General Manager. 








G-E Now Producing FM Radios 


General Electric, which is now pre 
ducing at its Syracuse plant transmit- 
ters for FM radio stations, started dur 
ing July to build FM radio receives 
at its Bridgeport, Conn., plant. 

The first new FM receivers will be 
gin appearing in dealers’ stores early ip 
August, says Arthur A. Brandt, Ger 
eral Sales Manager for the G-E Elec 
tronics Department, and will “tune in 
programs from FM stations in the lower 
(42 to 49 mc) band as well as the high 
(88 to 108 mc) band, and standard AM 
programs. The sets will be of the cor 
sole type and will be combined with 
phonographs, each having a revolutior 
ary system called the G-E el 
reproducer that will produce a realism 
never before obtained in_ reco 
music, Mr. Brandt said. 

Other FM models, including table 
sets, will be put in production 
August, all of which will be built 
the G-E Receiver Diviston in Bridge 
port. 































THE JEWELERS’ CIRCULAR-KEYST0M 








ee ger EEF 


fae 


gigre 


MK. mete Te 
BomBs F 


lor; 


ey & 


a §s6 








New Watchmaker's Staking Set 





The new "© & F" staking set is attractively 
cased in a hardwood box. 


A new watchmaker’s staking set—the 
“G &F’—has been placed on the mar- 
ket. According to its makers, the G & F 
Mfg. Co., this new set is a scientific out- 
growth of World War II, when pre- 
cision and accuracy were essentials. It 
was developed in a war factory manufac- 

mechanical time fuses, whose 
mechanism is similar to that of watches, 
and was designed to speed up production. 

The new G & F set, the makers 
aim, eliminates much of the detail in 
using a staking tool, since all that is 

for its operation is to lift 
the die, place the punch in a given slot, 
reclamp the die, and it’s ready to work. 

A spring in the slot ejects the punch 
when the die is raised, and will eject 
any part from a watch mechanism, such 
as staffs, pinions, etc., without becoming 
lost or lodged in the frame. A screw 
at the bottom of the die simplifies its 
removal for cleaning. No adjustments 
are necessary. The 2 lb. 4 oz. frame is 
solidly cast to provide rigidity and pre- 
vent shock. 

Each set includes a complete assort- 
ment of 100 punches and 20 stumps and 
is graduated with 25 holes, the smallest 
being .004 inches in diameter. All holes 
are centered under the punch. 

The “G & F” is encased in an attractive 
hardwood box and is completely guaran- 
teed against mechanical defects. 





Harman Watch Co. Sponsors 
New Type Radio Program 


Harman watches are now being na- 
tionally promoted in the new Mutual 
Network radio show “Juvenile Jury” 
broadcast every Saturday night at 8:80 
Eastern Daylight Saving Time over 317 
stations. 

On the program typical problem 
cases are sent in by listeners all over 
the country to a “jury” of five children. 
The jurors discuss the cases, give their 
individual opinions as to how they 
should be solved and finally arrive at a 
decision. The program, believes A. A. 
Harman, president of the Harman 
Watch Co., is one admirable and effective 
method by which children seek to solve 

most common juvenile problems 
themselves. “I am eur to be asse- 
ciated with it and to help in any way 
Possible,” he says. 

It is drawing a large amount of “fan 
mail,” a sure indication of a big listen- 
ing audience. 
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"Veda" Pearls to be Advertised 


H. Stadtman, 82 Bowery, New York 
City, has recently started a trade and 
consumer advertising campaign to in- 
troduce their new line of “Veda” simu- 
lated pearls. These new simulated pearls 
are individually packaged in a hand- 
some gift box with an attractive gold- 
finish label. They are available in 
graduated single, double and _ triple 
strand necklaces. The advertising pro- 
motion is being handled by the Herbert 
Chason Company, New York. 





National Silver Company 
Adds Three New Salesmen 


Richard Wolk, recently discharged as 
a Lieutenant from the Army Air Forces, 
and formerly associated with Thomas 
Long Co., Boston, has joined the Na- 
tional Silver Co. as a New York City 
salesman. 

James Reynolds, formerly a salesman 
with Landers, Frary and Clark, will be 
on the staff of the Chain Store Division. 

Karl Von Schallern, previously asso- 
ciated with Butler Bros., has joined the 
Chicago office, where he will contact ac- 
counts in that area under the super- 
vision of Harry Tyler, Midwestern Sales 
Manager. 





Benrus “Embraceable" Going Strong 


From retail jewelry sources all over 
the country, says the Benrus Watch Co., 
highly favorable reports are coming in 
about consumer reaction to the new Ben- 
rus “Embraceable.” 

According to Hermon Hayes, Sales 
Manager of the company, the “Embrace- 
able” promises to be one of the firm’s 
biggest selling numbers. Current de- 
mand is running well ahead of supply, 
and production is being accelerated to 
cope with expected Christmas volume. 





New West Coast Supply House 


The Pacific Jewelers Supply Co. has 
been organized by three well-known men 
in the jewelry supply business and has 
taken extensive quarters at 424 S. Broad- 
way in downtown Los Angeles. In the 
firm are Edward E. Endman, for the 
past 17 years sales manager over all 
branches. of Swartchild & Co., Chicago; 
Roy Stern, who for 23 years was with 
Swartchild, and previous to his enter- 
ing the service was manager of Swart- 
child’s Atlanta office; and Louis Lan- 
gert who also was connected with the 
Swartchild & Co. as manager of their 
Dallas office. 





Helbein Visits Switzerland 
To Study Present Watch Trends 


Boarding a Trans-World Airways 
plane for Paris enroute to Geneva and 
other points in Switzerland, on April 18, 
William Helbein, President of the Hel- 
bros Watch Co., is now making his third 
trip to Europe since V-E Day. 

“I consider it essential to see condi- 
tions in the Swiss watchmaking centers 
at first-hand,” said Mr. Helbein, just be- 
fore his departure, “because there are so 
many questions connected with the Swiss 
watch situation which are of the utmost 
importance to the jewelry retailers of 
America, and I feel that a first-hand 
study of conditions and trends both 
with respect to markets and styling is 
highly important at this time.” 





Senator Claghorn Gets a Waltham 
—A Yankee Watch, That Is 





Harvey L. Williams, executive vice president 

of Chicago and Southern Airlines, presents a 

21 jewel, 14 karat gold Waltham wristwatch 

to Kenny Delmar, famous radio comic known 
on the air as “Senator Claghorn.” 





New Sales Exec. for Rex Products 


Julian Zielmann has been appointed 
Assistant Sales Manager of Rex Prod- 
ucts Company, Inc., manufacturers of 
Rex “Fifth Avenue” compacts and 
cigarette cases. Mr. Zielmann, recently 
released from the armed service, was 
previously associated with Jordan 
Marsh as a department manager for 
twelve years. 





Educational Display by Arnstein 
To Promote Diamond Sales 





Since jewelers are always eager for 
lovely, eye-catching displays featuring 
diamonds, Arnstein Bros. & Co., New 
York, diamond cutters and importers 
decided to try to provide something to 
meet that need. 

As a first step, they conducted a sur- 
vey among their customers to find out 
what type of display was most wanted, 
and discovered an overwhelming prefer- 
ence for something educational. 

The display pictured above, which is 
really a graphic explanation of the dia- 
mond industry, is the result. In it, an 
airplane, moving over illuminated maps, 
depicts the path of diamonds from the 
mines of South Africa to the consumer, 
and the process of diamond cutting is 
traced through small photographs and a 
life-size silhouette of an expert diamond 
polisher finishing a diamond. Realism 
and drama are added by an assortment 
of diamonds, in both rough and finished 
form, as well as the tools used to cut 
them. 

Six of these displays, which are 44 
inches high, 56 inches wide, and 24 inches 
deep, are now “on tour” of the country. 
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SILVER AT LAST! 


AT LONG LAsT, as reported elsewhere in this issue, 
jewelers and silversmiths are going to be able to get 
plenty of silver. 

Congress has finally passed the necessary legislation 
authorizing the U. S. Treasury to sell silver for manu- 
facturing purposes, and there seems to be no doubt that 
the President will sign the measure. 

In substance, the new law simply re-enacts the Green 
Bill, except that the price hereafter will be 9014 cents 
per ounce instead of the 71.11 cent figure which was in 
effect till last December 31. 

Naturally, the trade would have preferred to hold 
the lower price, but the Senators from the silver mining 
states were obdurate in their demand for an increase, 
and the 9014 cent figure was the best compromise that 
it was possible to obtain. 

And when it is a choice between a purely theoretical 


quotation of 71 cents and no silver, or a price of 90 cents . 


and getting all the metal that is needed, the latter is 
certainly to be preferred. 


HOW USEFUL IS IT? 


STILL TO BE DECIDED at the time that this is written 
is the future of OPA. 

A conference committee of the Senate and House has 
drafted a compromise measure which would continue 
the price control agency though somewhat restricting 
its scope and authority. However, whether the Presi- 
dent will sign it is still uncertain, though a veto seems 
somewhat less likely than was the case a few days ago 
when the Senate’s version of the bill, with its sharper 
limitations on OPA was under discussion. 

Jewelry stores would be less affected than most other 
businesses by the ending of OPA, since so many of the 
things the jeweler sells are already removed from price 
control. 

And, incidentally, it is worth noting that the prices 
of these jewelers’ items have remained practically 
unchanged since the ceilings were eliminated. In short, 
if supply and demand are approximately in balance, gov- 
ernmental price controls are unnecessary, while if de- 
mand is far the greater, price ceilings are meaningless, 
because supply goes to the black market at aneve-ctiing 
prices. 

We have felt for some time that the propaganda for 
artificial price controls has exaggerated their importance 
out of all proportion to their true value. The experience 
of the jewelry trade seems to prove it. 


THE RIGHT TO BE FOOLISH 


Accorpineé To the Retail Credit Institute of America, 
the Federal Reserve Board has decided to ask Congress 
for authority to continue Regulation W permanently. 


502 


Placing an arbitrarily determined limit upon 
terms may have been defensible as a war-time meagure © 
to discourage unnecessary spending by consumers, but) 
is there any justification in a system of free enterprise 
in peacetime for attempting to regulate the basis on 
which buyer and seller may do business? 

If the seller believes that the buyer’s credit is good . 
for the amount of his purchase, why shouldn’t he be | 
allowed to sell on whatever terms are mutually satisfac. 
tory? Isn’t it a fundamental tenet of the American ides — 
that it is the inalienable right of every citizen to spend 
his money for whatever he pleases in whatever way he — 
pleases and that everyone with anything to sell may 
sell it on whatever terms are satisfactory to him? 

Or are we to accept the totalitarian theory that an_ 
all-wise state should regulate every detail of the lives 
of its citizens? 

True, some of the credit arrangements that were 
offered by some jewelers in pre-war days sounded pretty 
silly, but if they and the customer were both satisfied, 
who is to say that they shouldn’t make the transaction?’ 

To paraphrase Voltaire, “I disagree with your making” 
a fool of yourself with ridiculous credit terms, but T 
shall defend to the death your right to do it.” 


WHY ENCOURAGE IT! 


AND, SPEAKING OF silly offers, how do you like this’ 
one? 

A recent advertisement of a jeweler in an Ohio city 
offered watches priced at less than $30 with a certificate 
entitling the purchaser to free service for five years, 
regardless of cause. ‘ 

Think that over. If that guarantee means what if 
says, the customer could have his watch cleaned every 
six months for five years, and if at any time during that 
period he should drop it off a building or wear it if 
swimming, the jeweler is obligated to repair it withou 
charge. 

Is it any wonder that people are sometimes unreas¢ 
able in their demands, when they’re encouraged by sue 
things as this to believe that a watch is practically indé 
structible? ; 

No doubt this jeweler thinks he has figured out a cleve 
sales appeal and hopes that most of the “guarante 
bonds” will be lost or destroyed before he has to m 
good on them. But does he also realize the trouble ht 
is breeding—for himself, as well as other jewelers 
by leading people to think that five years is a reasonab 
period for a watch guarantee? 


Tet I Ob 


Editor 
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